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“We Need PR’... 
Opportunity to 
Bid on Account 
Knocks Incognito 


Advertiser Supplies 
Only P.O. Box Number 
in Agency Questionnaire 


New York, March 29—This is 
called the case of the anonymous 
questionnaire, or how not to waste 
an agency’s time with necessary 
information. 

The scene is the office of the 
agency's new business manager. He 
is reading a letter. He cannot be- 
lxeve what he’s reading. His eyes 
"bulge with astonishment and in- 
dignation. Finally he rushes into 


Ad Age Uncovers All! 
P.O. Box 2175 Is 
Really Armco Steel Corp. 


For full details, see story 
on Page 89 


_the hall, headed for the exec vp’s 
office. He races past the secretary 
and stands before the exec vp, 
furious and shaking. “George,” he 


(Continued on Page 89) 


Lestoil Was Top Brand; 
Duncan Hines Line Was 
Runner-up, TvB Reports 


New York, March 31—Spot tel- 
evision zoomed ahead last year in 
terms of dollars and total number 
of clients. 

The Television Bureau of Ad- 
vertising has revealed that 1,381 
advertisers spent an _ estimated 
> $605,603,000 for gross time charges 
—which was 18% above the 1958 
level when 1,341 advertisers were 
active in the medium. The annual 
bureau report, based on data pro- 
vided by N. C. Rorabaugh Co., 
includes advertisers who budgeted 
at least $20,000 for spot tv during 
the year. The number of stations 
covered by the Rorabaugh reports 
varied from 317 to 341 in 1958 and 
from 341 to 347 in 1959. There are 
524 U.S. commercial tv stations. 


s The discounts vary greatly for 
this kind of tv buy, depending on 
the type and size of the purchase 
made by each individual adver- 
tiser. The net figure for the total 
spot tv expenditure is probably 
about 30% to 334%4% lower than 
the gross figure, according to TvB 
sources. 

Most of the names, including 
the leaders—Procter & Gamble at 
$45,046,800 and Adell Chemical Co. 
at $18,132,030—are familiar ones 
to the medium (see Page 97 for 
story on sale of Adell Chemical). 
But there is one brand new name 
on the list of top 100 spot spenders 


Pp 
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‘Sedate Hospitality’ 
Abounds as 129 Lure 


NAB Conventioneers 


Cuicaco, April 1—If the annual | 


convention of National Assn. of 


y Advertising & Selli ig 


Broadcasters is sober and sedate | 


this year, it will not be the fault| 


of some 129 networks, film pro- | 
ducers and other companies in- | 


volved in the industry who have 
rented hospitality suites for the 


four-day convention, which opens | 


April 3. 

A total of 108 of the 129 suites 
were rented by associate members 
of NAB, 16 were reserved by non- 
members, and the other five by the 
major tv and radio networks (two 
for CBS, and one each for NBC, 
ABC and Mutual). 

In an effort to eliminate or re- 
duce hoopla at their national con- 
vention, NAB members two years 
ago voted 30-1 to put program or- 
ganizations, which are associate 
members of the group, out of the 
annual convention (AA, May 5, 
58). 


= Today, however, an NAB spokes- 
man told ADVERTISING AGE that the 
resolution did not bar associate 
members from NAB conventions, 
but merely eliminated exhibits in 
hospitality suites, and forbade such 
attractions as dancing girls. 

When asked if hospitality suites 
at the 1959 convention were dif- 
ferent from those the previous 


(Continued on Page 89) 


Spot TV Volume in ‘59 
Hit $605,603,000-U p 18% 


for 1959: Pam Industries, a new 
company, which did not go nation- 
al until midyear, turned up in 89th 
place. 


s Any analysis of spot spending 
always demonstrates pointedly the 
great flexibility of the medium, 
with its strong appeal for in-and- 
out buyers as well as steady users. 

Among those in the top 100 
which did not make the list in 
1958 were Ford Dealers; Revlon; 
Wesson Oil; Pillsbury; General 
Motors Dealers; Pharma-Craft; 
Associated Products; Helena Ru- 
binstein; Hertz; Ralston-Purina; 
Helene Curtis; E. & J. Gallo Win- 
ery; Fels & Co.; National Dairy; 
Plough; Atlantis Sales; Wilson & 
Co.; Schick Inc.; E. F. Drew & Co.; 
Parker Pen Co.; Armour & Co.; 
Charles Pfizer Co., and Vic Tanny 
Enterprises. 


= In terms of categories, food 
products remained spot tv’s big- 
gest booster, with estimated ex- 
penditures of $165,725,000 against 
$135,687,000 in 1958, for an increase 
of 22%. Next in line were drugs, 
with $53,478,000; cosmetics and 
toiletries with $52,512,000; ale, beer 
and wine with $47,840,000, and 
all household cleaners, waxes, 
cleansers and polishes with $45,- 
165,000. All these categories were 
up noticeably, with drug up 20%. 

Lestoil repeated as the medi- 
um’s freest spending brand. Run- 
ner-up was P&G's Duncan Hines 
mixes. (A list of the top 1006 spot 
tv advertisers is on Page 97.) 


TOWARD YOUR FIRST CARTON OF THE VEW 
IMPROVED CLEAR PLASTIC 
FOOD WRAP 


BASTER-10-HANDLE 
STRONGER 


“REYNOLO 
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REYNOLON BOWS—Reynolds Metals 
Co. offers a 25¢ refund for its new 
Reynolon wrap in. introductory 
newspaper ads in late April in 
Chicago, Milwaukee, Peoria, Des 
Moines and the Davenport-Rock Is- 
land-Moline-East Moline area. The 
preduct has already been intro- 
duced in several eastern markets 
(May 4, 59). Zimmer-McClaskey- 
Frank, Richmond, is the agency. 


gAge | 


Second Class Postage Paid at Chicago, lil. Copyright, 1960, by Advertising Publications, Inc. 


Swi tches to 


‘Eagerness Factor’ 
Called Key to Choice 
Over 4 Other Agencies 


New York, April 1—Edison 


| Electric Institute viewed presen- 


tations by five agencies this week 
and selected Compton Advertising 
to handle its Live Better Elec- 
trically program. Billings will run 
between $2,000,000 and $2,500,000. 
The takeover date has not been 
svt. 

A committee of about 30 people 
| from the EEI staff and its member 
utilities evaluated the presenta- 
tions, which were made by the los- 
ing agency, Fuller & Smith & Ross, 
plus Batten, Barton, Durstine & Os- 
born, Leo Burnett Co., Campbell- 
Mithun and Compton. McCann- 
Marschalk originally had planned 
to enter the competition but later 
dropped out. 

EEI had “opened the door to the 
presentations” because of the eag- 
erness with which outside agencies 


Gov. Brown Deflects Admen‘s Wrath 
by Proposing Ad Council for California 


Tells Admen Who Came 
to Berate Him for Speech 
He Meant No Criticism 


SACRAMENTO, March 31—What 
was intended by its sponsors as a 
“primer on advertising” for Gov. 
Edmund G. (Pat) Brown, today 
was adroitly converted by the gov- 
ernor into what may develop as a 
California replica of the famed Ad- 
vertising Council. 

A delegation of 11 representa- 
tives of organized advertising in 
the West spent more than an hour 
with the governor in his office here 
to review his publicly expressed 
opinion of advertising and the role 


advertising might play in Califor- 
nia’s expanding economy. 


|= The meeting was sparked by a 


speech which Gov. Brown deliv- 
ered here last January to mem- 
bers of the Sacramento Ministerial 
Assn. In the speech he called at- 
tention to the amount spent by 
Henry Ford on the debut of his 
daughter, the retirement from gov- 
ernment service of former Secre- 
tary of Defense McElroy and the 
fact that “the U. S. spends more 
on advertising, liquor and tobacco 
than it does on education” (AA, 
Jan. 25). 
“I had no idea the advertising 
(Continued on Page 89) 


Last Minute News Flashes 


Diar-Aid, Colgate Drug Unit's Ist Brand, in Test 


New York, April 1—The first product developed by the pharmaceu- 
tical division of Colgate-Palmolive Co., a tablet for the relief of simple 
diarrhea, is being test marketed in New Orleans, Indianapolis, Colum- 
bus, Ga., and Peoria. Called Diar-Aid, the product costs 98¢ for 16 tab- 


lets. Limited advertising, through Ted Bates & Co. 


, is scheduled. 


Ducker Resigns from Dolan, Ducker 


Lonpon, April 1—Cyrus Ducker 


has resigned from Dolan, Ducker, 


Whitcombe & Stewart (BBDO International), reportedly to join Col- 
man, Prentis & Varley. Mr. Ducker joined Dolan in 1957 as managing 
director and a partner. He formerly was a director of London Press 
Exchange. The Ind Coope brewery moved its $1,000,000 account from 
LPE to Dolan, Ducker after Mr. Ducker joined it. 


Ludgin Adds Five Divisions of Union Tank Car 


Cutéaco, April 1—Union Tank Car Co., which last year hamed Earle 
Ludgin & Co. to handle its corporate image ad campaign (AA, Nov. 2), 
has appointed Ludgin as agency for five of its divisions—Graver Tank 


& Mfg. Co., 
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Compton 


had sought the account, Ralph 
Zeuthen, LBE program director, 
told ApDVERTISING AcE. When the 
pressure from outside agencies be- 
came too great, EEI and its old 
agency, Fuller & Smith & Ross, de- 
cided “the best way to clear the 
air was to invite interested agen- 
cies to pitch. No one was invited 
who had not asked to be included,” 
he said. 

The company also gave the 
agencies a list of 20 subjects which 
it hoped would be covered in the 
presentations. One of the major 
questions was, “Why exactly do 
you want this account?” Mr. 
Zeuthen said he considered the 
“eagerness factor” a very impor- 
tant one. + 


Business Paper 
Ad Volume Dipped 
2.5% in ‘59: ABP 


Loss of Smaller Users 
Caused Decline; Total 
Reached $516,700,000 


New York, April 1—While the 
dollar volume of business publica- 
tion advertising trailed off 2.5% 
from a 1958 estimated total of 
$516,700,000 to $503,500,000 last 
year, there were some cheering 
statistics in the “Ninth Annual 
Study of Leading Advertisers,” re- 
leased today by Associated Busi- 
ness Publications. 

These included: 


e 363 advertisers invested $175,000 
or more in the medium (as com- 
pared with 323 in 1958). Collect- 
ively, they spent $173,439,900 last 
year; the 1958 figure was $149,- 
990,300. 


e 1,500 companies invested a total 
of $263,647,500 in business papers 
(up from $231,699,500 in ’58). 

e 30 companies invested more 
than $1,000,000 each—equaling the 
number of advertisers in this blue 
chip area in 1958. 


s Heading the ABP list for the 
ninth straight year was General 
Electric, which invested $4,060,000 
(as compared with $3,284,700 in 
1958). Runners-up included U. S. 
Steel, $3,837,900; General Motors, 
$3,179,000; American Cyanamid, 
$2,818,000, and Allis-Chalmers, $2,- 
681,100. 

U.S. Steel’s investment last year 
was up substantially from its 1958 
figure of $2,658,900. General Mo- 
tors advanced from a 1958 invest- 
ment of $2,890,000. American Cyan- 
amid dropped slightly from its 58 
level of $2,950,000. Du Pont, which 


East Chicago, Ind.; Graver Water Conditioning Co., New 


York; Graver Oil & Gas Equipment Co., Sand Springs, Okla.; Phoenix 
Mfg. Co., Joliet, and Union Overseas Co., Chicago. Billings of the five 
divisions are an estimated $250,000, which brings Ludgin’s billings on 
Union Tank Car to about $350,000. Ladd, Southward & Bentley, Chi- 


cago, is the former agency for Graver Tank and Phoenix 
other divisions have been direct advertisers. 


Mie. Co.; the 


(Additional News Flashes on Page 89) 


finished fourth a year ago, with 
$2,846,000, ended in sixth position, 
with $2,637,000. Allis-Chalmers, 
which replaced Du Pont in the 
fifth spot this time, was seventh a 
year ago, with $2,371,100. 

A list of the 200 leading adver- 
tisers in business papers in 1959 
‘appears on Page 98. + 
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Study of Direct Mail Shows Rate Hike 
Is Feasible, Mueller Assures Congress 


Says $200,000 Study that 
Congress Deputed Shows 
Boost Won’t Hurt Mailers 


WASHINGTON, March 31—On the 
basis of a $200,000 nationwide 
study of the direct mail advertis- 
ing business, Commerce Secretary 
Frederick H. Mueller assured Con- 
gress today that he’s for further 
increases in third class postage 
rates. : 


The Commerce Secretary’s let-| 


ter to Congress today said he found 
no evidence of “appreciable” im- 
pact on the economy as a whole, 
and no significant impact on users 
generally. He said he recommend- 
ed that a second step in the 1958 
rate bill raising bulk third class to 
$25 per thousand go into effect 
July 1, as presently scheduled. 

“While this will not eliminate 
the very substantial postal deficit 
attributable to third class mail,” 
he commented, “it will result in a 
reduction in the amount of sub- 
sidy to its beneficiaries, which is 
borne by the general public. Of 
significance,” he said, “is the fact 
that direct mail is the second 
largest advertising medium in the 
nation.” 

As part of the 1958 postage rate 


KOOL, Phoenix, 
Echoes CBS on 
‘Exclusive’ Orders 


PHOENIX, March 31—Programs 
intended for identical, simultane- 
ous broadcast on two or more 
Phoenix radio or tv stations will 
not be accepted by KOOL-Radio- 
Television Inc., CBS affiliate here. 

Tom Chauncey, president and 
general manager of the company, 
explained that the policy was insti- 
tuted because “we feel the public 
should have a choice of programs.” 

It is believed that two things 
may have prompted the KOOL 
rule for “exclusivity”: 


e CBS announced it will only ac- 
cept orders for political broadcasts 
on an exclusive basis (AA, Feb. 
29). 


e A simultaneous salute to the ad- 
vertising industry some weeks ago 
by three or four of the Phoenix 
stations drew unfavorable reac- 
tions from people who missed their 
favorite programs. 


# Meanwhile in Washington, Sen. 
John O. Pastore (D., R. I.) has an- 
nounced that his Senate interstate 
commerce subcommittee on com- 
munications is giving top priority 
to legislation requiring tv networks 
and stations to give free time to 
Presidential candidates of major 
parties. 

A bill introduced by Sen. Warren 
Magnuson (D., Wash.), the com- 
mittee chairman, has been en- 
dorsed by 21 senators. It would 
require the networks and stations 
set aside tw. hours weekly for the 
Presidential nominees of the two 
major political parties during an 
eight-week period before election 
~day. 

Similar bills also have been in- 
troduced in the House by Rep. 
Byron Johnson (D., Colo.) and 
Rep. Stewart Udall (D., Ariz.). 

Sen. Pastore said timing of the 
hearings on the election time bill 
depends on the impending renewal 
of the civil rights debate in the 
Senate, as no committee hearings 
are to be scheduled until that issue 
is disposed of. # 


|inerease bill, Congress had asked 
the Commerce Department to de- 
| termine the impact on mailers and 
i|the economy of rate increases 
which were effective Jan. 1, 1959. 
Possibly overshadowing the data 
on the impact of postage increases, 
however, was a wealth of previous- 
|ly unknown detail turned up by 
|the survey, showing who uses di- 


|rect mail and how it affects their) 


businesses. 
| (Continued on Page 90) 


| Hillenbrand Joins 
Lambert & Feasley 
Agency as Exec VP 


NEw York, April 1—William R. 
|Hillenbrand has joined Lambert & 
|Feasley as exec vp, effective April 
| 6. 

Mr. Hillenbrand has been vp and 
chairman of the plans board at 
| Donahue & Coe since last Septem- 
ber. Before that he had been with 
|the Bryan Houston agency since 
1952; and he had been president of 
that agency from 1955 until it 
|merged with Fletcher Richards, 
Calkins & Holden 
last year. He 
came to Houston 
from Procter & 
Gamble where 
he had been for 
many years. 

At Lambert & 
Feasley, Mr. Hil- 
lenbrand’s ap- 
pointment caps 
several others in 
recent weeks, in- 
cluding those of 
Harry Bosburg as vp and director 
of research and William A. Wylie 
as vp in charge of tv and radio. 
Among Mr. Hillenbrand’s respon- 
sibilities will be those formerly 
held by Douglas Morris, former 
senior vp and chairman of the 
plans board, who is now at War- 
wick & Legler. 

It was said at Donahue & Coe 
that Mr. Hillenbrand left after 
such a short stay because the Lam- 
bert & Feasley offer “was one of 
those things you can’t afford to 


W. R. Hillenbrand 
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Collegians Write 
Criticism, Not Just 
Blurbs, ‘Life’ Says 


Magazine Hits Back 
at ‘Nation's’ Editorial 
Hitting Campus Promotion 


New York, March 31—The Na- 
tion, in its April 2 issue, ponders 
the propriety of Life’s collegiate ad 
campaign, which pays undergrad- 
uates for “writing endorsements 
for Life” in their campus news- 
papers. 

Nation’s editorial says that from 
now until the end of the school 
year, Life is paying a campus 
journalist in each of 160 under- 
graduate newspapers $20 a week 
for “reading the current Life and 
putting his byline—in large type— 
over a column in which he tells his 
fellow students how great an issue 
it is.” 

The campaign teaches, the edi- 
torial continues, “that the critical 
judgment of some youth may be 
bought for twenty bucks.” The ed- 
itorial then foresees for the “boys 
and girls Life has hooked” a life- 
time of endorsement writing, in 
which they are “not apt to pass up 
that kind of easy money from any 


| turn down.” # 


(Continued on Page 89) 


Hush 
4 Puppies 


BREATHIN GRUGHEDO FIGSKIN BY WOLVERINE 
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FOOT FASHION—Color ads such as this, introducing Hush Puppies, 

made by Wolverine Shoe & Tanning Corp., Rockford, Mich., will 

run in Family Weekly, Parade and This Week Magazine, plus 11 
newspapers, April 3 and June 5. 


Wolverine Shoe Ads 
Noise News About 
Its Hush Puppies 


ROCKFORD, MICcH., 


| ago had neither name nor distribu- 


support than any other single item 
in the men’s-dress sport shoe field 
this year, according to MacMan- 
us, John &%Adams, the agency 
handling Hush’ Puppies, made by 
Wolverine Shoe & Tanning Corp., 
Rockford, Mich. 

Wolverine’s 1960 
budget of about $500,000 will be 
spent principally in newspapers 
and Sunday supplements. 

In April, 1958, when MacManus 
won the account, Wolverine’s en- 
tire ad budget was $150,000, di- 
vided between work shoes and 
gloves, and the pigskin sport shoe 
was in the experimental stage. 
Today Hush Puppies are carried 
by about 5,000 outlets in all major 
markets. shay 


= Wolverine has been in the leath- 
er business for more than a cen- 
tury. Following World War II, con- 
fronted by a growing scarcity of 
horsehide, it developed a pig skin- 
ning machine that produced an en- 
tire hide instead of a single side 
or hard-to-fabricate strips. It be- 
gan eyeing the dress shoe business, 
but, with its work shoe reputa- 
tion, found it virtually impossible 
(Continued on Page 90) 


Earl Kintner, chairman of the Federal 
Trade Commission, says FTC hopes 
to use most of a proposed $760,000 
budget increase for more _ investiga- 
tors Page 4 


Procedural arguments enter Federal Trade 
Commission's hearing on ads for Col- 
gate Dental Cream with Gardol ..Page 6 


General Mills’ MPF, multi-purpose food 


concentrate, attracts the calorie-con- 
scious, as well as the bomb-con- 
scious Page 8 
Washington State Apple Commission 
launches’ springtime promotion for 


winesap apples in 102 markets, 
135 radio and tv stations 


using 
Page 14 


Robert W. Horton, of the Fund for the 
Republic, urges formation of a special 
Senate-House joint committee to in- 
WOBRABRCS PAG CV cevrerecsscccccssessesssccsccese Page 15 


WMAK radio’s switch from ‘“‘good music’”’ 
format to “top 40” tunes runs into 
strong protest from station deejays and 


listeners ... Page 24 


German Assn. of Newspapers & Maga- 
zines wins its suit against UFA Tllus- 
trierte, charged with misrepresenting 
the number of readers it reaches 
through “reading circles” 


Food & Drug Administration moves to 
| prevent B. T. Babbitt Inc. from con- 
tinuing a promotion for a new honey- 


vinegar preparation called Honegar, 
| offered as a “nutritious zesty tune- 
~ er Page 30 


Irving White, psychologist and director 
of Creative Research Associates, says 
} the “typical random sample used in 


| research may be a very poor predictor 


| of consumer trends in fashions, 
programming and other matters of 
ME -~ivemiabionnstnindiniakGeccnonemmlscc Page 34 


Boeing Airplane Co. 
zine ad campaign 


launches a maga- 
directed to wom- 


en 2 Page 42 
California cling peach industry leaders 
continue their $1,250,000 campaign, 
confident that growers and canners 


will vote to continue the farm market- 
ing order which created the Cling Peach 
Advisory Board 12 years ago ....... Page 50 


Earl A. Clasen, vp in charge of the gro- 
cery products division of Pillsbury 
Co., warns agencies ‘‘not to service ac- 
CORD BO GEN”. crccsaricciieresatnessscnssens Page 52 

Kenyon & Eckhardt explains its market- 
ing concepts, research techniques and 
media strategies in two four-day mar- 
BOER OOETAMATS 2... ccrcsscsceiscecesesoseesss 

Australia’s advertising expenditures, es- 
timated at approximately $177,000,000 
a year, show an increase of nearly 
OTe BN BEI . -cccrccsisciscnatnicetneesievsonned 60 

Woodbury College survey shows that 

* three of every four viewers use prod- 
ucts advertised on tv 


U.S. sales executive employed in Italy 
anonymously gives a sharp warning 
against over-optimism about foreign 
markets Page 75 


Jean Tsuk, assistant to the commercial 
counselor in the New York office of 
the French embassy, advises U.S. com- 
panies interested in marketing 
France, to 


how” 


Du Pont Nemours International 


shaping promotion policy 


in 
“get in now, while they 
still have an edge in marketing know- 
Page 82 


study 
reveals that experienced Europeans fa- 
vor the adoption of American research 
techniques as the only reliable guide in 
Page 84 


Highlights of This Week's Issue 


British advertising loses the 
of a talented photographer 
result of Princess Margaret’s 
coming marriage to Antony 


strong-Jones 


as 
forth- 


Grant Horsey, president of Salada- 


ing is far ahead of the 


ing 


March 30— | 
A shoe which less than three years 


tion will carry more advertising | 


advertising 


services 
a 


Arm- 


Sheriff-Horsey Ltd., says regional sell- 
national 
approach when it comes to advertis-|the agency—the European Travel 
Page 92| Commission account. # 


FIGURES TO FILE 
Nielsen Net TV 
Top 100 Spot TV Advertisers, 

1959 Page 97 


Top Brands in Spot TV ...Page 97 
Top 200 Business Paper 
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REGULAR FEATURES 


Advertising Market Place 
Along the Media Path . 
Coming Conventions 

Creative Man’s Corner 
REIIIEIIED © | uhtiahoxeddscteerexasamnansonstesensvecnsetedecereenees 
Employe Communi 
Getting Personal 

Information for Advertisers 

Learning from the Retail Ads 
Merchandising Ideas 
IIE > icascspaspnetanteenechiitnmnenvions 
On the Merchandising Front . 
Photographic Review 


What They're Saying ........ 
You Ought to Know 


Advertising Age, April 4, 1960 


Alitalia Switches 


to Gardner from 
Cohen, Dowd Shop 


| Slowness in Adding 
Jets Called Key to 
‘Mutual Dissatisfaction’ 


New York, April 1—Alitalia, 
whose advertising has frequently 
won admiring glances, will move 
its account to Gardner Advertising 
| Co. June 1, 
| Filippo Theodoli, vp and account 

supervisor at Cohen, Dowd & Ale- 
|shire, may move with the business 
to Gardner. 

Alitalia bills an estimated $800,- 
000. It ranks well down on the list 
of transatlantic carriers. 

The Italian airline named Dowd, 
Redfield & Johnstone to handle 
| its advertising two years ago. The 
| Dowd agency later merged with 
Cohen & Aleshire. 

Mr. Theodoli joined Dowd short- 
ly before the account was acquired. 
| Previously he had worked for 
Vespa, the Italian motor scooter 
|company, which was then a Dowd 
client. 


= Gardner beat out Doherty, Clif- 
ford, Steers & Shenfield for tue 
account. 

Harry B. Cohen, board chair- 
man of Cohen, Dowd & Aleshire, 
described the situation as one of 
“mutual dissatisfaction” stemming 
from the slowness of Alitalia in 
getting jets on the Atlantic run. 
This “has made them very dissatis- 
fied with our creative work,” he 
said. “This made us very dissatis- 
fied, because we thought we have 
been doing a magnificent job.” 

Alitalia is scheduled to begin a. 
jet service—with DC-8sthis 
spring. 

Whether Mr. Theodoli will move 
with the account was still-up in 
the air this week—at least mo one 
was ready to confirm*or deny ‘that 
he would shift to Gardner. He is 
known to be highly regarded by 
Alitalia. . 

Joseph P. St. Thomas, assistant 
sales manager of Alitalia, said it is 
up to the agency to decide who will 
service the account. However, he 
cited Mr. Theodoli’s familiarity 
with it. 

Donald C. Porteous, vp of Gard- 
ner, said the agency had not de- 
cided yet as to who will service the 
business. 


= Mr. Theodoli has been supervis- 
or on a phalanx of Italian accounts 
at Cohen, Dowd. In this group are 
the tourist bureaus of Venice, Sici- 
ly and Provino. He also has super- 
vised—and helped to bring into 


Sea & Ski Moves into TV 
as Part of Big Drive 

Sea & Ski, suntan lotion made 
by Rolley Co., Reno, is making its 
first move into network tv this 
summer as part of the “biggest 
consumer drive in its 1l-year his- 
tory.” The “Jack Paar Show” and 
“Today” (NBC-TV) will be used 


93, in. June and July, supported by 
64 

72| markets. Half-pages in TV Guide, 
ig, Plus two-thirds pages in American 
78| Girl, Ingenue and Photoplay also 
36 will be used. 

22 
81 
48 
, 95 pages in Sports Illustrated. Foote, 


36 Cone & Belding is the agency. 
66 


| 24-sheet posters in “key suntan” 


This year, Rolley also is using a 
year-round schedule of one-third 


Producti TEPER: cucexdinicoianninveriiihapeniietinlnedsdeasttiee’ 81 

cl: Reeeie’ is| Holley Boosts Shepard 
ES RR 78, Holley Carburetor Co., Warren, 
This Week In Washington .................... 10 Mich., has appointed Yale W. 
Versatile Adman - F a 
Voice of the Advertiser ............................ | Shepard director of advertising. 


ig) Mr. Shepard has been with the 
12| company six years. 
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Herman Johnson 
Named President 
of Hazel Bishop 


Van Dyk Becomes 
Chairman; Spector 
Continues as Director 


New York, March 30—Hazel 
Bishop Inc. has named Daniel Van 
Dyk chairman and elected Herman 
L. Johnson, formerly exec vp, to 
succeed Mr. Van Dyk as president 
and chief executive officer. 

Raymond Spector, former chair- 
man of the board, continues with 
Hazel Bishop as a director, con- 
sultant and a major stockholder. 

These moves were announced at 
a board of directors meeting fol- 
lowing the annual shareholders 
meeting today, at which more than 
75 people were present, including 
an Irvington, N. J., high school 
class in corporate bookkeeping— 
owners of two shares. 

Two changes were made in the 
board of directors today. Robert 
Bragarnick, former Seagram and 
Revlon marketing executive, and 
Albert Parker, attorney, were re- 
placed by George R. Ruppel and 
Samuel M. Bergman. 

The departure of Mr. Spector 
from the daily administrative 
scene at Hazel Bishop is not un- 
expected. When the Van Dyk in- 
terests took over last December, 
Mr. Spector said that Dan Van 
Dyk would be running the compa- 
ny, and he spoke vaguely of taking 
an around-the-world-trip with his 
wife—a prospect he is still contem- 
plating. 


s Mr. Johnson, 44 years old, joined 
Hazel Bishop in 1956 as vp after 
several years as head of his own 
national. sales organization. He be- 
cai..2 exec vp last year. 

Mr. Johnson’s career began as a 
stockroom clerk in a Woolworth 
store. His late father was a top 
toiletries executive with the chain. 
In 1936 he was 
a store manag- 
er, when he quit 
> and moved to 
Chicago as a 
' salesman for 
Rit Dye Co. 
Less than a year 
later he re- 
turned to New 
York, this time 
as head of his 
own sales repre- 
sentation com- 
pany, with Rit 
one of the major clients. 

In 1939 he joined forces with 
Jack Berger to establish the Duro- 
gloss Nail Polish Co. He entered 
the Army in World War II as a 
private. Starting out as a mule 
driver, he eventually became ad- 
ministrator of Army prisons 
throughout the U.S. and was dis- 
charged as a major in 1945. 

He returned to Durogloss until 
the death of Mr. Berger, then 
worked with the Helen. Neushaefer 
variety line of beauty products. 


Herman Johnson 


= Subsequently he was with Hol- 
lywood’s Westmore brothers as a 
shareholder, general manager and 
chief executive officer-in:a three- 
year period in which the Westmore 
business went from $400,000 to 
more than $3,000,000. 

Mr. Johnson sold his Westmore 
interest in 1952 and again estab- 
lished a sales organization han- 


dling national products. He joined | 


Hazel Bishop four years later. + 


‘McCall's’ Names Cain 


Cain, formerly assistant to the 
publisher and ad director of Flower 
& Garden, business manager. 


‘Pet Sells Economy 
Frozen Pies Under 
| . . 

Swiss Miss Label 

St. Louis, Mo., March 31—Initial 
marketing of a new line of econ- 
omy frozen dessert pies under the 
Swiss Miss label has been started 
by Pet Milk Co. in selected mid- 
west regions. 

The new line will be marketed 
separately from Pet’s higher qual- 
ity product, Pet-Ritz frozen pies, 
according to John R. Bittner, fro- 
zen foods product manager. 

Distribution of the Swiss Miss 
pies will be expanded on a market 
by market basis, Mr. Bittner said. 

To determine the market for fro- 
zen dessert pies, Pet Milk recently 
sponsored a study by the Market 
Research Corp. of America, which 
disclosed the following patterns: 

Of all consumers, 40% buy only 
quality pies; 30% buy only econ- 
omy pies, and 30% buy both qual- 
ity and economy pies. 

Mr. Bittner said the frozen des- 
sert pie cabinet therefore needed a 
clearly defined quality and econ- 
omy pie, since there is a good mar- 
ket for both. . 

Pet Milk does not plan to ad- 
vertise or merchandise the Swiss 
Miss product at this time. # 


Freeman, Hoener 
Settle Breach of 
Contract Suit 


San Francisco, March 31—An 
“amicable settlement” out of court 
has been reached in the $800,000 
breach of contract suit filed by Ed- 
gar P. Hoener against Miller Free- 
man Publications (AA, June 30, 
58). : 

No details of the settlement were 
announced in a joint statement is- 
sued by Mr. Hoener and William B. 
Freeman, president of Miller Free- 
man. : 

Miller Freeman purchased ma- 
jority interest in The Timberman 
and 'Western Building from Mr. 
Hoener in January, 1957, and gave 
him a ten-year contract as publish- 
er and general manager of the two 
publications and The Lwmberman, 
another Freeman publication: 


# In May, 1958, Miller Freeman 
terminated the contract, comment- 
ing: ‘‘There were basic differences 
of interpretation of ... policies and 
procedures...and these differ- 
ences became so deep-seated that 
there was no choice but to consider 
the contract terminated.” 

The following month Mr. Hoener 
filed his breach of contract suit in 
USS. district court, asking $800,000 
in damages and costs. Mr. Freeman 
at that time termed the amount 
asked “utterly fantastic.” 


s Today the two men announced 
that “all charges and ciaims by 


satisfaction of both.” 


man emphasize that all past issues 


cerned.’” + 


O. S. Tyson Names Two 


each party against the other have | 
been settled out of court to the | Will Offer Bedding Prizes 


and charges pertaining to both the | 


purchase agreement and the em- |cjude Hide-A+Beds, lounges, head+|company’s products—Speed Stick | 
ployment relationship have been poard outfits and mattresses. A’ deodorant—goes into radio. He said) . 
fully and satisfactorily resolved, [yucky Key card will be inserted | the company had been getting some | 

and that the ‘slate has been wiped jn all subscription copies of the|unexpected help from DJs who) + 
clean’ insofar as the past is con-| May 23 Life, along with a color| give the product a local flavor with | 
| page announcing the sale and pro- their take-offs on the commercial.) 
_motion. Each card will show aj DJs, he suggested, can write better ROLLING STOCK—This ad, with copy 
| golden key with a number. 
Mildred G. Gleason, secretary, The consumer is invited to tear 


and assistant treasurer of O. S. out the numbered portion of the 


NEWCOMER—Pet Milk Co. has intro- 
duced an economy frozen pie, titled 
“Swiss Miss,” which is being mar- 
keted in selected midwest regions. 


Hershey Weighs 
Ads, But Still 
Has No Agency 


PHILADELPHIA, March 29—Hersh- 
ey Chocolate Co., while it is still 
contemplating the possibilities of a 
national consumer advertising 
campaign, has not made specific 
plans and has not appointed an 
agency, William B. C. Dearden, as- 
sistant to the chairman of the 
board, today told the Poor Richard 
Club. 

He denied published reports that 
Hershey had named an agency, but 
admitted there is some merit to 
the talk that they are not overlook- 
ing consumer advertising and are 
“evaluating it.” 

“We realize the power of adver- 
tising,’”’ he told some 150 members 
of the adclub at luncheon, “and we 
have nothing but the greatest re- 
spect for advertising.” 


s He afterwards told ADVERTISING 
AcE that “we are looking at it 
(consumer advertising) ,” but that 
Hershey Chocolate Co. has been 
looking at advertising for many 
years. 

The company has no advertising 
department. Mr. Dearden denied 
that it is not using advertising be- 
cause it is heavy at point of sale, 
pointing out that it does provide 
cooperative money for many deal- 
ers. He said the company considers 
its model community at Hershey, 
Pa., its factory and its school a 
form of advertising. 

In 1903, when Milton Hershey 
started the present company in a 
corn field, there was no advertising 
in the sense that we know it today, 
Mr. Dearden pointed out. 

“If there had been, Mr. Hershey 
undoubtedly would have used it,” 
he related. Instead, the company 
founder hired salesmen to cover 
every retailer in the country, since 
there were no quality chocolate 
products at that day and there 
wasn’t as muclr competition in the 
industry. # 


Simmons Lucky Key Sale 


Simmons Co., New York,. will 


offering consumers bedding and 
upholstered pieces plus an oppor- 
tunity to win free prizes which in- 


Noxzema Scored After 
e-Nationalizing Ads 


ANA Workshop on New © 
_ Product Debuts Is Told 
TV’s Market Was Too Big © 


Cuicaco, March 29—Product 
success stories abounded at the 
Ambassador West Hotel today, as 
the Assn. of National Advertis- 
jers met for a one-day workshop | 
‘session on “How to Use Advertis- | 
|ing Effectively in Introducing New 
| Products.” 

The decision to take Noxzema 
Instant Lather shaving product) 
out of national advertising and} 
concentrate on specific markets— | 
and the results that followed— | 
were detailed by H. W. Grath- | 
wohl, vp-advertising of Noxzema 
Chemical Co., Baltimore. 

The product was introduced in 


Top Radio Spots | 
All Jingles; 5 of | 


8 Are Repeaters 


NEw York, April 1—Old radio | 
commercials are the best radio 
commercials, judging from the re-| 
turns in the annual industry poll | 
made by the Radio Advertising Bu- 
reau. 

Five of the “eight most effective” | 
commercials for 1959 are repeaters. | 
Every one of the winners selected) 
by 3,000 advertiser, agency and) 
broadcast executives was a jingle.) 

The winning commercials were) 
announced—and played—before 
audiences at the fifth annual clinic 
staged this week by RAB, which 
makes the awards. 

The list, which groups the com- 
mercials together as the eight best 
and does not rank them in order 
of preference, includes: Budweiser 
(D’Arcy), Coca-Cola (McCann- 
Erickson), Ford (J. Walter Thomp- 
son Co.), Nescafe (William Esty 
Co.), Northwest Orient Airlines| 
(Campbell-Mithun), Pepsi-Cola 
(Kenyon & Eckhardt), Schlitz 
(JWT) and Winston (Esty). 


# Winston and Budweiser are 
three-time winners dating back to 
1957. Northwest and Pepsi received 
awards in 1958 and Ford’s last 
recognition in this competition) 
came in 1957. 

For the first time this year, RAB 
held its clinic in Chicago as well 
as in New York, with the program | 
being duplicated in both cities for) 
the most part. An all-day session) 
here was followed by an all-day| 
session in Chicago. 

The morning meetings were de-. 
voted to five sponsors, who had 
several very good words to say 
about radio. Testimonials to the | 
potency of the medium were of-| 
fered by Gordon M. Bain,~ North- | 
west Orient Airlines; Raymond C.) 
Keck, Cities Service Co.; Robert 
Llewellyn, American Bakeries Co.;}| 
William C. Mennen Jr., Mennen| 
|Co., and Floyd J. Torrence, John 


A release from the company | hold a Lucky Key Sale promotion, | Morrell & Co. 
said: “Mr. Hoener and Mr. Free- | 


= Mr. Mennen pointed out that| 
| the entire budget for one of his| 


commercials than agencies. 


|whose company spends approxi- 


Tyson & Co., New York, has been | card and take it to the nearest Sim-| mately $1,500,000 in radio annual- 


elected to the board of directors.; mons dealer listed in the ad. If the) ly, said Northwest chose to concen-| 


She has been with the industrial)number appears on the dealer’s| trate a big share of its ad budget} 
McCall’s has named John J.\agency 32 years. Tyson also has| list of winning numbers, the dealer|in radio because its flexibility) 


| 


count executive. 


| transportation.” + 


Northwest Airlines’ Mr. Bain, 


late 1953. When Mr. Grathwohl 
joined the company in 1956, In- 
stant Lather was spending all its 
ad money in network tv on the 
Perry Como show. 

“Unfortunately, our distribution 
wasn’t up to par in lots of the 
U.S.,” he told the ANA group, “and 
we were virtually non-existent in 
the food stores, which traditionally 
do a huge shave cream business.” 

Although Noxzema’s share of 
market was less than 2%, the com- 
pany felt users of the product 
were exceptionally loyal to it. 
However, a survey failed to un- 


(Continued on Page 92) 


Jig Rigging? ... 
FTC Charges 
Arthur Murray 
With False Ads 


‘Contests’ Are Phony, 
Mask Further Selling 
Effort, Says Complaint 


WASHINGTON, March 30—The 
Federal Trade Commission charged 
today that Arthur Murray Inc. 
uses bait ads, phony contests and 
coercive sales methods to sell its 
dance courses. 

The commission’s complaint says 
the Murray organization sponsors 
“Dizzy Dance” and “Lucky Buck” 
contests which are merely “a de- 
ceptive form of bait or decoy, at- 
tractive to the innocent, unwary 
and unsuspecting members of the 
purchasing public.” 

The purported quizzes, puzzles 
and contests are so simple, FTC 
said, as to remove them from the 
categories of competition, skill or 
special selection, so that substan- 
tially everyone may qualify and 
win. 

The complaint contends that 
persons who receive certificates 
for lessons at special prices have 
not, in many instances, been given 
a bona fide course of instruction 
Much time is spent trying to sell 
them additional courses of instruc- 
tion, FTC said, and in some in- 
stances part of the _ instruction 
called for is furnished only on the 

(Continued on Page 90) 


the price includes: 


consisting entirely of a list of 
standard equipment on the Peugeot 
403, will run from April through 
July in Atlantic, Car Life, Harper’s 
Magazine, Holiday, The New York- 
er, Realites, Road & Track, Sports 


named Alan A. Beel, formerly with! will arrange for the delivery of a makes the medium “well adapted| CT Illustrated and Time. Need- 
| Young & Rubicam, an assistant ac-| prize. Young & Rubicam is the | to the peculiar problems of air| ham, Loui 
| agency. 


s & Brorby, New York, 
is the agency. 
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FTC to Spend 
Budget Boost for 


Probers: Kintner 


Congressmen Offer FTC 
Advice Aplenty on How 
It Should Spend Funds 


WASHINGTON, March 29—The 
House appropriations committee 
heard testimony today indicating 
that the Federal Trade Commis- 
sion hopes to use most of a pro- 
posed $760,000 budget increase for 
more investigators. 

At a closed door session which 
was held Jan. 21, commission 
members told congressmen that 
FTC currently has a full year’s 
backlog of uncompleted investi- 
gations. Under the $760,000 budget 


would increase the staff of its 
bureau of investigation from 319 
to 397. 

At the last check, according to 
Commissioner Robert T. Secrest, 
FTC’s New York office had over 
400 cases waiting for investigation. 
“With their present staff,” he re- 
ported, “it would take more than 
a year to clean up what they had.” 

Under questioning, the commis- 
sioners reported they originally 
asked the White House to increase 
their budget by $1,600,000. Chair- 
man Earl Kintner contended the 
commission is confident it can 
make good progress with the $760,- 
000 which was recommended. The 
commission was subjected to ex- 
tensive questioning by appropria- 
tions committee members, who 
have their own ideas about what 
FTC should be doing. 


® Rep. Albert Thomas (D., Tex.), 
chairman of the subcommittee 
which handles FTC funds, was 
skeptical of FTC’s activity in the 


increase recommended by the|field of payola and tv advertising, 
White House, the commission |reiterating at several points that itry is making a massive effort to 


the anti-trust and anti-merger 
cases are the ones that really count. 

“Advertising is what we know it 
to be,’ Rep. Thomas observed. 
“Nobody believes it anyway.” 

At another point he interjected: 
“After all, you have an adult pop- 
ulation in this country. You can’t 
hold everybody’s hand every time 


he goes out and buys a sack of | 


flour or hunk of meat or a chicken 
or automobile or anything else.” 

Similarly, Rep. Edward P. Bo- 
land (D., Mass.) expressed confi- 
dence advertisers and broadcasters 
will clear up most tv deception. 
Chairman Earl] Kintner said FTC 
needs to carry a big stick “and do 
a certain amount of enforcement 
in these fields” in order to per- 
suade them. 


® He quoted from a survey in Ap- 
VERTISING AGE which indicated that 
tv advertisers are remaking at 
least $500,000 of films for commer- 
cials in order to avoid FTC criti- 
cism. “If true,” he _ said, “this 
seems to indicate that the indus- 


from a proud past ™ 


comes a... 


FUTURE 


UNLIMITED! 


Represented by Peters, Griffin, Woodward, Inc. 


Everywhere you look in Montgomery 
you see progress. This new 
$1,500,000 airport with the longest 
paved runway in the Southeast 

is only one example of this area’s 
vast growth. Expansion means 
opportunity . . . an opportunity to 
expand your sales in a million 
market. And WSFA-TV covers the 


area like no one else can. 


L\ a F\V/ 


NBC / ABC MONTGOMERY - CHANNEL 12 
The Broadcasting Co. of the South 


WIS-TV Columbia, South Carolina 


THE NEW ROYAL 


| i] . pal) | 


NEW ROYAL—Royal McBee Corp. 
will use this four-color page in the 
April 25 Life in its new $1,000,000 
promotion for its electric typewrit- 
er. Royal will also use Newsweek, 
Wall Street Journal and school 
and office publications. Young & 
Rubicam is the agency. 


clean up some of the practices we 
have been challenging.” 

Commissioner William C. Kern 
joined with the observation, “Re- 
formation comes hard along Madi- 
son Ave.” This prompted Rep. 
Boland to add: “I think they are 
getting the point because of the 
action of the commission in this 
field.” 

Other committee members 
chided FTC for being too slow. 
Rep. Sid Yates (D., Ill.) was an- 
noyed by lack of progress on 
his request for an investigation of 
gasoline de-icer ads by Standard 
Oil Co. (Indiana). 

He reported one of his constitu- 
ents submitted data showing that 
Standard’s de-icer freezes at 31°, 
only 2° below the freezing point. 
“If you wait until the winter is 
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over before you take positive ac- 
tion,” he complained, “the harm 


| will be done.” 


'= Rep. Joe L. Evins (D., Tenn.) 


said Chairman Kintner is doing a 
fine job, “but the main concern of 
our colleagues as we talk in the 
cloakroom and in the committee 
here every day, is that cases re- 
ferred to the commission do not 
have the expeditious treatment 
they should have.” 

Chairman Kintner assured com- 
mittee members FTC’s emergency 
efforts to meet the payola and tv 
commercial problem will not re- 
sult in any de-emphasis in the 
merger and anti-trust field. He 
said FTC is particularly anxious 
to go ahead with more activity 
against companies obtaining ille- 
gal promotional benefits and price 
advantages in violation of the Rob- 
inson-Patman Act. # 


Shapiro Adds 4 Accounts; 
Names Cohanne Art Director 
Alan M. Shapiro Advertising, 
Philadelphia, has added four ac- 
counts: Materials Electronic Prod- 
ucts, Trenton, N. J., maker of 
thermoelectric equipment; Aero- 
Dec, Cleveland, national distribu- 


tor of floral supplies; Victor of 
| Milano Ltd., Philadelphia, toilet- 
ries and cosmetics distributor, and 
Plasti-Kote Inc., Cleveland, manu- 
facturer of aerosol paints and re- 
lated products. 

The agency has appointed Lee N. 
Cohanne art director, the same 
position he formerly held at Ed 
Shapiro Inc., Philadelphia. 


Hotpoint Moves Harwood 
Hotpoint Co., Chicago, has 
named Richard Harwood manager 
of advertising and sales promotion 
for the Chicago district. He for- 
merly was advertising supervisor 
of Hotpoint’s Los Angeles district. 


Cultivate Apparel 


Charlotte and close behind 


boro News and Record—the 
coverage in the Greensboro 


over 400,000 readers. 


Total Retail Sales 


‘In the South’s top 25 markets—highly industrialized 
Greensboro ranks high in Apparel Store Sales ahead of 


primary markets like Rich- 


mond and Mobile. To harvest this rich dollar crop, your 
clothing advertising should wear the label of the Greens- 


only medium with dominant 
Market and selling influence 


in over half of North Carolina. Over 100,000 circulation; 


Write on company letterhead for “1959 Major U. S. Mar- 
kets Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets 
of the South and in the Top 100 of the Nation 


i Greensboro News and Kecord 
| GREENSBORO, NORTH CAROLINA 


| Represented Nationally by Jann & Kelley, Inc. 


; : e.g ve ae \ F 
4 eC 
I i 
a i. oe «OT a 
ome © s che 
eau PEAS a g oe. 
a 6.0" geen oe a 
ae Set 
ne as 
. - | Le 
Be | eee 
ns hs : S 
STE ALE LT RL | — = = a 
| ee 
Hs ; . y, s 
= - = se 
elemiien 
“4 ‘ bi we 
ee et ie 
= gee “a : a 
tg bey € 
gous * Le fl mati a = 
fe la | Lie one 
 * ad S a 
pan : me “ 
iw 
ae j wr ere 
aaa Coe. ee Namib arene SE AAR ma oe 
aml So ois Le a. See *% Te. spine Sim Someone Eads 
ee. ee een ee ey eed a aed ee = = 
coe Sauce eater nga LE la ay is. Spe 5 hele a Ke 
aie : se ee iat eer an ont ae are rn ft sre: en tardies em oe - ie 
$ ‘ - : ~ ger skis ey ee ae EO ee eh ee ht = ae 
Se * ibs hae ee ee 2uz> pe. puaeer at ‘sae = “iy 
pe oy. es f - fer ‘ : Ce | a 1S ee oa 
a g 7 SR ee a Ee = 
Be ; ~ = aie Fe re sat —4 - ° eK 
i Se Oe reensboro- | _ 
4 —_——_—_ee , rer) er \ 7 
oer : ee Re eae ment: a : agi 
tes, pee Sree ae Tae cos ini al oe g Be 
e Ree a GD aoe GREEN THUMB ~ A ‘. 
yee le A aed oe — waD? 
7 ne ; a ee ‘ Aor cam ; Peryriererrtrritiete a 2 
= ns ae AN OF THE NEW . 
AS ; b ie ¥ ae Se ben SE Be: : is ae se “oe 6 
; : ee.) R- So, + 27 henna ee ae ee ey ‘orl ae 
BER: 4 ~e Sui i Sea "as . oe J : = coe. ee eee: fe aus 
4 = | esi a SOUTH'S MARKETS 
) 2 | al : * s- Any 
s Y i J i ee OR 
ae ~ a ae “ 
F i We ae hy , oe... vA 
= ee roe %. se *, 5 ibis < . i = 
Pei" : ese 5 : : : ; 5 Pas Ree ME x 
; ce ea ace a , ssi _ Ie ie I Me # ae ; : ' im J a 
ee 4 —- ae gag site 7 jamb Beg \ a OEY sc as 
ye ‘SS ie - ye ES oleae ms bok geree™ ve n e i 3 mss a 
pais ——— ? rf s es er ta an > A \o “a 
y ae ee ? . poder # Sa ace f = cr 7 
| ee ae ee oe # — | 
_ ioc Sie 2 aia er Rae dai a. ye 2 ae: Mle Ti | 
: is ae eee ae a —— . 2 0 
oO : Rie ea 3 . 

5 ae " 
ear ae PE, ET__________,______} ove 
aoe > Sales Figures iS 

: ssf -—— ee ee 

z A. J 

a om 
an . cater . 
‘ . | rm : : Ct eee e 
2: ae Go 7 
& v2 3 
Sy 
a ee 
: : 
Ee dS RGN Re ER a I ed et, Se nem Te ae eo PRT STs enh ay oe 4 ee, ae nee 2 ge m Ware) RENT ie : Boe 


. SF 
. é 
> ~< 


| | = 
F | | ? = | ~. Pe ee he iat 
| appens t 


< ARG. \ , p 


made 


"7 Bo 


\ 


rman Food Stores... 


when THE BIG ONE puts on the pressure? 


Let Mr. Tom Borman, President of Borman Food Stores, give 
you just one example of what happens in food stores from 
coast to coast when products are advertised in THIS WEEK 
Magazine—the biggest thing in print: 


Be ss pre-selling that is accomplished through advertisements in 

THIS WEEK Magazine gives tremendous impetus to our sales 
and profits with fast turnover of national brands. We believe 
THIS WEEK is the ideal medium for the manufacturer who wants 
to help us sell more of his products through our supermarkets.” 


TOM BORMAN, President 


Borman Food Stores, 


Detroit, Michigan. 
37 stores. $78,744,231 annual volume. O 
Oo ~ VOW 


to move goods fastest... 


Buy The Big One 


CIRCULATION MORE THAN 


13,000,000 
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Statistical Assn. to 
Probe Ratings for 
Harris Committee 


WasHINGTON, March 30—Radio- | 


tv rating services are going to get 
a professional evaluation, under an 


arrangement just worked out be-| 


tween the House committee on leg- 
islative oversight, and the Ameri- 
can Statistical Assn. 

Under the plan, the association 
has appointed an _ independent 
study group which is to look into 
the methods and operations of the 
rating services. The work is to be 
financed by Congress, but the re- 
port is to be drafted without con- 
sultation with either the statistical 
association or the congressional 
sponsors. 

The plan for an investigation of 
rating service procedures is the 
latest in a series of congressional 
moves to learn more about the de- 
vices that are used by radio-tv 
broadcasters in making their pro- 


gram choices. 
An earlier investigation of rat- 


jate committee on interstate and 
|foreign commerce was suspended 
| two years ago, after spokesmen for 
leading rating services testified at 
a two-day hearing which explored 
their operating methods. 

s Senate committee members have 
reported repeatedly in recent 
months that they are not entirely 
satisfied with the information ob- 
tained from the rating services. 
There has not been any publicity 
on it, but the committee reportedly 
is conducting further investiga- 
tions to determine whether all the 
rating services operate according 
\to the methods discussed at the 
| hearings. 


|House committee on 


fessionals. 


In a letter to Morris Hansen, 
president of the statistical associa- 


The study announced by the 
legislative 
oversight this week tries to leave 
the problem in the hands of pro- 


tion, Rep. Oren Harris (D., Ark.), 


| chairman of the committee, noted 
ing services procedures by the Sen-| that Congress has often called on} 


professional groups to provide ex- 


|pert advice in the past. He ex- 
| plained that American Statistical 


Assn. is designating a study group, 
| but that it is not accepting respon- 
| sibility for the report. 


= The committee designated by 
Mr. Hansen to supervise the work 
consists of Dr. William G. Madow, 
Stanford Research Institute, chair- 
man; Dr. Raymond J. Jessen, Gen- 
eral Analysis Corp., Los Angeles, 
and Dr. Herbert Hyman, Columbia 
University. 

Chairman Harris specified that 
the work is to be completed “with- 
|/in a reasonable period,” but he 


cautioned that “any considerations 


of the element of time’”’ should not 
preclude thoroughness. + 


| Clinton Swan Clothes to Flax 


pointed Flax Advertising, 
York, to handle its account. 


FTC's Evidence 
Ruling Stymies 
Defense: Colgate 


Company Says Since FTC 
Didn‘t Demur at Claims 
in ‘58, O.K. Was Assumed 


WASHINGTON, March 29—A Fed- 

eral Trade Commission hearing on 
ads for Colgate Dental Cream 
with Gardol bogged down in pro- 
Prtr-edin arguments today, as Col- 
gate’s attorneys sought to prove 
that their client had good reason to 
assume its ads were satisfactory 
to the commission. 

Colgate already has conceded 


tion against tooth decay (AA, 


PLANT 
“We need a source 
lightweight 
pallets.” 


SUPERINTENDENT: 


disposable 


rugged terminals.” 


for strong. 


ELECTRONICS MANUFAC. 


TURER: 
our electronic harness is 
coming too costly.” 


MANUFACTURER: “I need to 
find out what's new in self- 


locking fasteners.” 


“Lacing and tying 


be- 


MOTOR MANUFACTURER: 
“We need a flock of small, 


PLANT MANAGER: ‘Patches 
in our concrete floors repeat- 
edly crumble and flake.” 


c 
N 


APPLIANCE 
“We're having trouble getting 
reliable mechanical timers.” 


DESIGNER: 


Ss 
TV SET DESIGNER: “I'm try- p 
ing to find something new in 
decorative metals.” 


Can you solve any 
of these problems? 


Thomas Publishing Company 


(ls la 


HEMICAL PLANT MAINTE. 
ANCE MAN: “We've got a 


packing problem that’s driv- 
ing me nuts!” 


Cee ene 


Saad 


TAMPING PLANT OPERA- 


TOR: “Looks like our light 


resses should have vibration 


mounts.” 


... these are just a few of the thousands of problems I.E.N.’s 
readers bring to its pages each month. 
For Industrial Equipment News is scanned from cover to 
cover every month by 78,000 men looking for products that 
will help solve their current and ever-changing problems. 


These men represent more than 40,000 plants. ..all industries 
...and 90% of America’s industrial purchasing power. 

What better place — what better timing — whether you want 
to sell your present markets or discover new ones, your ads 
are right at the “point of purchase”. 


What’s more, you can reach them any way you want — with 
a steady schedule or the tremendous added wallop of “pro- 
duct line” advertising. Details? A note brings our nine 
section Media Data File. 


good for selling... because it’s used for buying 


Industrial Equipment News 


461 Eighth Avenue, New York, N. Y. 
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| Feb. 8). It denies that it intended 
i\to imply “complete protection” 
| through the use of the “protective 
| shield” demonstration which was 
| formerly used in Colgate commer- 
| cials. 

| As proof that Colgate sought to 
| cooperate with FTC in the past, a 
| Colgate attorney, Matthew Correa, 
sought to offer today an exchange 
of correspondence between Col- 
gate and the commission covering 
a two-year period prior to the is- 
{suance of a “protective shield” 
‘si by FTC last November. 


ws Mr. Correa explained that the 
correspondence shows that Colgate 
sought to provide the commission 
| with advertising materials and re- 
search information to support the 
advertising. He noted that Colgate 
| dropped the “once a day” brushing 
|theme when it was informed that 
|the commission’s scientists were 
investigating the use of this claim 


Clinton Swan Clothes has ap-|that no dentifrice, including its|by all dentifrice manufacturers. 
New poy can provide complete protec- 


Controversy arose over his in- 
| troduction of a series of research 
reports which Colgate submitted 
to FTC Nov. 26, 1958. 

Edward F. Downs, attorney for 
FTC’s bureau of investigation, 
blocked the introduction of the 
research material on the ground 
that it was “hearsay.” 

Attorneys for Colgate tried un- 
successfully to convince hearing 
| examiner Leon Gross that the re- 
|ports should be accepted as ex- 
amples of the material which Col- 
| gate discussed with FTC. But Mr. 
Gross noted the reports mentioned 
other dentifrice manufacturers, 
which would not have the oppor- 
tunity to question them. 


= Reiterating Colgate’s concern 
about the ruling, Mr. Correa 
termed the research papers “the 
cornerstone of Colgate’s case.” He 
said he would have to reorganize 
completely the presentation of evi- 
dence and that he was no longer 
in a position to estimate the 
amount of time Colgate will need 
to defend itself. 

In his arguments before the ex- 
aminer, Mr. Correa noted that 
Colgate has no intention of using 
the testing information as a basis 
for arguing about the effectiveness 
of its product. 

“This report, which we sent FTC 
in 1958, says Gardol was effective 
in 65% of the cases,” Mr. Correa 
said. “100% less 65% is 35%. So 
FTC was on notice in 1958 that 
|Colgate itself did not claim its 
product was effective more than 
two-thirds of the time. 

“If the commission had that in- 
formation in 1958 and voiced no 
objection to the ‘protective shield’ 
commercial at that time, then we 
had every reason to assume that 
the commission did not regard the 
claim as deceptive,” he argued. 


= Mr. Gross expressed reserva- 
tions that “good faith” will be re- 
garded as a proper defense in a 
|false advertising case in any cir- 
|cumstances. He said he has not 
| reached a conclusion on this point 
| but he will be interested in know- 
jing the views of opposing counsel 
on whether “good faith” by Colgate 
| would relieve the commission of 
its responsibility to protect the 
public interest. 

Colgate will resume its defense 
at a hearing in New York April 20. 


Robinson Joins Publisher 
John S. Robinson has _ been 
named general manager Gi Refrig- 


eraiion & Air-Conditioning Busi- 
ness, one of nine publications pub- 
lished by Industrial Publishing 
_Corp., Cleveland. He formerly was 
| with Hupp Corp. and A. O. Smith 
| Corp. 


‘Pack-O-Fun’ Moves Offices 

Pack-O-Fun, published by Clap- 
per Publishing Co., has moved to 
| larger quarters at 14 Main St., Park 
| Ridge, Ill. 
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Q: 
As I thought you knew. When a magazine reader turns to your 


ad page, he is exposed to it. Your ad’s on page 19. The reader’s on 
page 19. Bang—an Ad Page Exposure. 


What’s an Ad Page Exposure? 


Q: That seems Fundamental enough. But why make a fuss 
about it? 


As Come, come. As the manufacturer of Quinby’s Kumquats, 
how have you been selecting magazines? 


Q: Audience has been helpful. lt told the number of people who 
look at or read some part of the magazine. 


= Ah, buc if that audience isn’t exposed to your ad page, what 
is it? 


Gee, I’m supposed to ask the questions, Atherton. What good 
is Ad Page Exposure? 


AX’ You remember when you were selling kumquats door to door. 
Some doors opened when you knocked; some didn’t. Now I don’t 
know what your sales percentage was with the housewives who 
answered ... but I know for sure what it was where nobody came to 
the door. Each Ad Page Exposure is a proved face-to-face contact 
between your ad page and a reader. 


Q: How do the different magazines stack up at opening doors? 


ATHERTON UNSCREWS 
THE UNSCRUTABLE 


Wasn’t it a Senator who said 
“unscrew the unscrutable,” 
Atherton? 


True, Quinby, but I’m bor- 
rowing it in a good cause 
—a Fuller Explanation of 
the Fundamentals of Ad 
Page Exposure. 


As So happens there is a new study of media effectiveness. And 
it shows that Life and Look aren’t too far behind the Post. 


Q: What’s the box score? 


As I just happen to have the figures right here: Post—30,861,000 
Ad Page Exposures, Life—30,110,000 APX, Look—30,702,000 APX. 


Q: Hmm-m. But which should I use for Quinby’s Kumquats? 


As Buy all three—at a cost per thousand Ad Page Exposures of only 
90¢. Or, if your budget holds you to one, remember there are impor- 
ant qualitative differences in magazines and you choose accordingly. 


Q: Well, I’m looking for exposures to bigger families with more 
money to spend. 


AS Then you want the one magazine that gives you /igh frequency 
exposure to Aigh quality readers in each issue ...the Post. Your Post 
ad page is seen by heavy-consuming larger families 3 million more 
times than a Life ad page, 1% million more times than a Look 
ad page. And among the $4000-and-higher households that spend 
two-thirds of al! durable and package goods dollars, the Post gives 
you half a miliion more Ad Page 
Exposures. To see how high fre- 
quency can work for you, ask your 
Post salesman for a demographic 
breakdown. 


Qs I will! Pll ask him for the 
Republican breakdown, too! 


The Saturday Evening 


POST 


THE Se eTALS’ MAGAZINE | 


A CURTIS MAGAZINE 
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Introduced 


town, city and county civil de-|ommends that everyone have a 


General Mills Finds MPF ‘Survival’ 
Food Attracts Calorie Counters 


MINNEAPOLIS, March 29—MPF,, ter and vitamin C. He reported no 
the multi-purpose food concentrate| hunger pangs.” Two ounces of 
General Mills packages as “surviv-| MPF, the label says, provides one- 
al insurance for tomorrow’s living,”| third of an adult’s required daily 
is turning out to be a tempting | food needs, 
tidbit for calorie conscious Amer-| and has only 190 calories. 
icans. 

“The really big market exposed|s MPF is not a new product. It | 
in three months of merchandising |js based on a formula developed | 
effort is the one for weight-control |by Dr. Henry Borsook of the Cal- | 
food,” said Fred Hafner, director|jfornia Institute of Technology | 
of protein operations in General|and distributed by the Meals for | 
Mills’ oilseeds division. Millions Foundation in Los An- 

Mr. Hafner is testing the ration | geles since 1946. 
himself and has talked members| The General Mills package of | 
of his family and many of their| 4% lbs. for $2.50, however, is new. | 
friends into trying it too. Entirely pre-cooked, the concen- 

“An employe who volunteered |trate consists of soy protein, min- | 
for a 14-day civil defense survival|erals and all essential vitamins 


in December, the | fense organizations. | two-week food supply in his home 
/product was two weeks moving | \shelter area—and a_ three-day 
| into pipelines of two General Mills|# Mr. Hafner said that since Dec. | evacuation survival kit in his auto- 
| divisions serving institutional cus-|1, more than 100,000 Ibs. of Gen- | mobile,” Mr. Hafner pointed out. 
|tomers. Advertising got under ‘eral Mills’ product have been| “One of the problems has al- 
|way in early March with men-/shipped to some 15 foreign coun-| ways been to find provisions that 
|tion in industrial group ads car-|tries for distribution by the Meals| would keep a long time, that are 
\ried in the Wall Street Journal |for Millions Foundation. Domestic | nutritious, economical and take up 
j}and the Journal of Commerce. The|shipments are beginning to move) little space.” 

|product is also described in ads | in carload lots. 


| Minnesota, 


except for vitamin C,| que to appear in the April and 


May issues of Fortune. 


# In Minneapolis, where MPF is 
available in drug stores, depart- 
ment stores and some food stores, 
first local mewspaper ads were 
timed to coincide with Civil De- 
fense Preparation day, March 16. 
The $2.50-a-tin offer was car- 
ried in 560-line ads in the Even- 
ing Star and Morning Tribune. 
With the blessing of civil de- 
fense officials in Washington and 
mailing pieces were 


Up to now, he said, domestic 
sales have been about 90% as 
food for immediate consumption 
and 10% as food for stockpiling 
against an emergency. 

“The sales response has been 
terrific wherever we have had a 
chance to tell our story,” said Mr. 
Hafner. “We expect one-shot sales 
for stockpiling to increase sharply 
as the word gets around to civil de- 
fense people in other states.” 


|m Mr. Hafner said the merchandis- 
|ing effort being put behind MPF is 


trial lost 17 lbs.,”” Mr. Hafner said. | except C. |sent to civil defense directors in| part of General Mills’ contribution 
“Another reported his weight One can would be enough to feed|every other state, asking coop-|to civilian defense. 

dropped from 213 to 198 lbs. on a|an adult for two weeks, if neces- eration in bringing the survival! “The Office of Civil & Defense 
diet of 6 oz. of MPF, plus salt, wa- | sary, following an atomic bomb at-| food package to the attention of |Mobilization in Washington rec- 
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QUAD-CITY RETAIL FOOD SALES SET $85.6 
MILLION RECORD the Quad-Cities’ one quarter 


million people keep the cash registers busy in some 


p ROCKFORD 


DES MOINES 
280 local food retail outlets. Eagle Food Centers, National 4 QUAD-CITIES —— 
Tea (district) and many other regional chains, buying : 
groups and wholesalers have headquarters here. Ebberon 
Map at right shows ranking of the major food markets 
in lowa-lllinois. RETAIL FOOD SALES ILLINOIS 
Quad-City home-town newspapers penetrate 99.8% of the 83,700 households. 1. CHICAGO $2,055,002,000 
THE COMPLETE COVERAGE MEDIUM OF THE MARKET 2. QUAD-CITIES 85,609,000 
3. PEORIA 85,452,000 
QUAD-CITY NEWSPAPERS = «cesmomes 512,000 : 
DAVENPORT MORNING DEMOCRAT MOLINE DISPATCH 5.ROCKFORD = 55,274,000 
DAVENPORT EVENING TIMES ROCK ISLAND ARGUS 
Represented by JANN & KELLEY, Inc. Represented by ALLEN-KLAPP Source: Sales Monagement May l0th. 1959 Survey of Buying Power 
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General Mills believes it has the 
answer and is recommending a 41% 
lb. tin for every member of the 
| family be kept in the home shelter 
area; and one tin in each car driv- 
en by members of the family. + 


NL&B Names Amon to Succeed 
Kies; Klatt to New Post 
Needham, Louis & Brorby, Chi- 
cago, has appointed John W. Amon 
vp and director of art, succeeding 
John H. Kies, who has retired after 
17 years with the agency. Mr. 
Amon, with the agency for 12 


John W. Amon 


Albert A. Klatt 


years, was formerly assistant di- 
rector of the art department. 
C. Franklin Johnson, formerly ex- 
ecutive art director, will succeed 
Mr. Amon as assistant director of 
the art department. 

At the same time Albert A. Klatt 
has been appointed to the new po- 
sition of director of the print crea- 
tive department. Mr. Klatt will 
continue as vp and director of the 
copy department. 


WOW Executives Discuss 
Radio, TV Problems on the Air 
WOW and WOW-TV, Omaha, 
| presented on March 29 and 30 a 
| two-part program which was si- 
| muleast by the two stations, fea- 
| turing station executives discuss- 
ing broadcasting problems and the 
tv code. Frank P. Fogarty, vp and 


general manager of WOW and 
WOW-TYV, spoke on “TV & Radio 
at the Bar of Public Opinion,” and 
| the following day was joined by 
Fred Ebener, WOW-TYV sales man- 
ager, and Bill McBride, WOW-TV 
| director, in a discussion on the 
code. 


STORY 
BOARD 


WTRF-TV 


“You can't quit now" said 
the circus manager to the 
human cannonball. ‘‘Where 
else can | find a man of 
your calibre?”’ 
Wheeling wtrf-TV 
Southern Colonel: ‘‘All | want for break- 
fast is a quart of bourbon, a pound of 
beefsteak and my hound dog.” 

Guest: ‘Why do you want your dog?” 
Colonel: ‘‘To eat the steak, of coursel"’ 
Wheeling wtrf-TV 
This is a MAJOR Multi-Million Dollar Mar- 
ket . . . two million people with an annual 
spendable income of over 2% billion dol- 
lars are responsible for the successful sell- 
| ing of products advertised over WTRF-TV 

. they see, they buy, YOU SELL! 
Wheeling wtrf-TV 
Delinquency starts when children quit ask- 
| ing parents where they came from and 

| start telling them where to go. 


Wheeling witrf-TV 
| Said one coffee bean to the other: “I can 
| be made instantly but | prefer the old 
| grind.” 
| Wheeling wirf-TV 
|More than a buying audience . . . 
| WTRF-TV offers you a complete sales- 
| boosting merchandising plan. Ask George 
| P. Hollingbery for all the selling facts. 
Wheeling wtrf-TV 
Be glad to print some of your favorite 
goodies! 


® =CHANNEL . @ WHEELING, 
| SEVEN WEST VIRGINIA 
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B (first in average audience ratings for the third consecutive week) 


ABC-TV | 20.7 | 


IN FACT, for the eleven 1960 reports to date, ABC-TV has been first with 
Average Audience Ratings 6 times, Net Y 5 times and Net Z no times. 


*§SOURCE: Nielsen 24-Market TV Report, week ending March 13, for seven 
nights, 8-10:30 PM, NYT. 


ABC TELEVISION 
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This Week in Washington 


Broadcasters Ears Attuned for Any | 


Jarring Notes as Ford Makes FCC Bow 


By Stanley E. Cohen 
Washington Editor 

WaAsHINGTON, March 31—If you 
were the newly designated chair- 
man of the Federal Communica- 
tions Commission, preparing to 
speak to 25,500 members of the 
Nationa! Assn. of Broadcasters, 
what ideas would be turning over 
in your mind? 

How much emphasis would you 
put on the criticism that has been 
directed at the industry? How far 
would you go toward indicating 
that you and your colleagues know 
that many of these problems are 
beyond the legitimate responsi- 
bility of the government? 


s Presumably these were among | 
the thoughts running through the 
mind of newly designated FCC 
Chairman Frederick W. Ford this 
week as he sat down to work on a 
speech which inevitably must 
be among the most important he | 
has ever made. 

NAB’s convention is a rare 
forum for an FCC chairman un- | 
der any circumstances. In today’s | 
climate, it is an opportunity which | 
Chairman Ford will not want to| 
squander. | 

Many times in the past the NAB | 
rostrum provided the occasion for | 
some “dutch uncle” reports to the | 
industry by FCC chairmen. But in 


recent years, the FCC chairmen | 


have avoided any discussions 
which might jar the good fellow- 
ship that has come to dominate 
these occasions. 

Only two years ago, for exam- 
ple, the FCC chairman suggested 
that broadcasters have earned the 
right to hold licenses for five 
years, instead of three. Last yéar 
he made headlines by advocat- 
ing legislation to repeal the com- 
mission’s own “Lar Daly decision.” 


s FCC’s new chairman isn’t the 
kind of man who will go out of his 
way to be disagreeable. On the 
other hand, he’s not likely to for- 
get that this is one of-the few oc- 
casions when he has an opportu- 
nity to tell the industry in his own 
words exactly how he looks at the 
future. 

Relationships between the in- 
dustry and the commission are 
unusually strained at the moment. 
Each is seeking to put its own 
house in order. In its effort to 
demonstrate independence of the 
industry, FCC finds itself accused 
of resorting to crippling and un- 
warranted restrictions. 

As the broadcasters enter the 
hall Tuesday, the current flare-up 
over FCC’s recent sponsorship 
identification statement will cer- 
tainly be foremost in the minds of 
most of them. They will be won- 
dering: What kind of leadership 
will this new chairman supply for 
the commission? Is the commis- 
sion’s recent statement on spon- 
sorship identification an example 
of the kind of bitter medicine he 
expects to force on us? 


ws While this will be Chairman 
Ford’s first stint as spokesman for 
the commission, he’s far from an 
unknown quantity. His knowledge 
of the industry goes back many 
years. During two previous ap- 
pearances as a member of the FCC 
panel at NAB conventions, his 
brief remarks were sufficiently 
distinctive to command attention. 
As a career worker and later a 
commissioner, at FCC, he _ be- 
came respected as a legal crafts- 
man with profound respect for due 
process, as well as for the public 
interest. He has advanced with 
political support from the same 
Nixon-Rogers circle which fed 


jine the over-all performance 


| broadcasters at renewal time with- | Resumes Print Ads 


| out violating the First Amendment. | 


men into responsible government 
posts in recent years. 

Inasmuch as he has been an 
FCC member since mid-1957, his 
views on most issues are fully ma- 
tured. At Los Angeles two years 
ago he intrigued the industry by 
proposing that broadcasters be 
allowed to account for their stew- 
ardship with narrative reports, 
instead of warping their program- 
ming philosophy to fit a pre-con- 
ceived FCC formula. 


® He’s on the record on such is- 
sues as network option time (he 


doubts its legality under existing | by Pro-Phy-Lac-Tic Brush Co.,| redeem coupons only when prod- 
circumstances). For more than a/|Florence, Mass., in Holiday, The|uct specified is bought.” 
year, he has been “on the firing | New Yorker and Town & Country. | 


line,” trying to obtain more vhf 
channels for television. 

During FCC’s recent hearings 
on the commission’s role in reg- 
ulating programming, he was 
openly impatient with the view 
that the commission cannot exam- 
of 


“As I read the act,” he would 
say, “we have a responsibility to 
find that a grant would be in the 
public interest. How can we make 
such a finding unless we learn 
what the man has been doing or 
intends to do?” 

Weeks before the mantle of 
leadership was dropped on his 
shoulders he publicly challenged 
colleagues who fear that FCC will 
try to dictate what is on the air. 
“The future of this industry is not 
at stake,” he told a meeting in 
Philadelphia. “No one proposes to 
make FCC into a board of super- 
censors.” 


= In the brief time he has been 
on the job, however, he has al- 
ready managed to bring the wrath 
of the broadcasters down on the 
commission. 

He inherited a backlog of un- 
finished business which would 
be enough to frighten any 
thoughtful person. Still unresolved 
are ancient proceedings on such 
subjects as network option time, 
tv allocations, clear channel radio, 
broadcast hours for daytime sta- 
|tions and pay tv. In the wake of 
|the tv quiz expose, FCC also had 
| announced an array of proposals 
on such subjects as payola, and 
rigged programming, but with- 
out finally adopting any of them. 

FCC’s first action under his di- 
rection was the adoption of a far- 
reaching statement advising 
broadcasters to bend over back- 
ward in identifying the source of 
free phonograph records, trade 


binding on anyone. 


# In short order, however, broad- 
casters have poked the com- 
mission’s statement full of holes. 
Their comments have been so 
devastating that Chairman Ford 
now assures them: “We have to 
find a way so that you can get your 
views before us.” 

Since his past record clearly es- 
tablishes the chairman as a de- 
pendable defender of due process, 
broadcasters may be inclined to 
fee] reassured by this promise. 

Yet even as he bends to the 
persuasive comments of the indus- 
try, Chairman Ford displays a 
streak of steel which has not been 
evident at FCC for many years. 
“Nothing could be achieved by 
withdrawing or suspending our 
announcement on sponsorship 
identification,’ he commented. 


|“After all, the law requires dis- 


closures. We cannot suspend the 
law; and we cannot require more 


many earnest and dedicated young 


than the law requires.” + 


deals, etc. The statement was mere- 
ly a press release, and is not legally 


Jeweine Dressing Table Sets are designed with 
mind. (The one shown has an alabaster pane! wlai «1! 
flakes of sparkling gold’) fn either crystal or onyx. Ht makes 
20) Cage mt addinon to any dressing table Every Jewetne Brust 
Comb and Mirror» preceson-motded. hand palehed ant 
styled to be a rergning fashion Jewelite sets for men as 
well as women are priced from $2.50 to $10 at 


huaury on 


finest stores 


PRO-PHY LAC TIC BRUSH COMPANY FLORENCE mass 


“HER TASTE—This quarter-page b&w 


ad opens a schedule of six inser-| 


| tions to be run in May, July, Sep- 
|tember, November and December 


|Lambert & Feasle 


| 


'L&M Plans Lighter 


Filter for Duke, 


y, New York, is 
the agency. 


JERSEY City, March 30—Liggett 
& Myers Tobacco Co. announced at 
its annual meeting that it is chang- 
ing the filter on its Duke brand. 
William A. Blount, president, said 
“We found most people don’t want 
that heavy a filter.” 

Duke, with a new filter, will be 
reintroduced in some markets, in- 
cluding New York City, in two or 
three weeks. At that time, he said, 
the company will resume advertis- 
ing in newspapers and magazines. 
Liggett & Myers dropped its print 
ads earlier this year when, under 
pressure from the Federal Trade 
Commission, it ended its low tar 
and nicotine claims. 

Mr. Blount explained the com- 
pany’s heavy use of tv westerns 
by saying they consistently draw 
the most viewers. “We tried a cou- 
ple of musicals in the past year 
or two and they werg, complete 
flops.” 


LORILLARD SUPPLEMENT 
RUNS IN THREE DAILIES 

NEw YorK, March 30—P. Lor- 
|illard Co. will use a four-color 20- 
|page supplement in the April 3 
|New York Times, and the April 
24 News, Greensboro, N. C., and 
| Louisville Courier-Journal, to re- 
|view its history on its 200th an- 
| niversary. 
| The supplement, which cost over 
$100,000 for production, distribu- 
tion and space, includes eight par- 
ticipating advertisers: Reynolds 
Metals, Strawberry Hill Press, 
Federal Paper Board, Interstate 
Container, Shell Chemical, Bethle- 
hem Steel, Diamond Match divi- 
sion of Diamond National Corp., 
and Hermetite Corp. These adver- 
tisers contributed an _ estimated 
50% of the $100,000 cost. 

The supplement was prepared 
by Lennen & Newell, Lorillard’s 
|agency for corporate advertising, 
and Sidney J. Wain Inc., its public 
relations agency. + 


Ptaff Buys Don McNeill 

Pfaff International Corp. has 
purchased three segments a week 
on “Don MeNeill’s Breakfast Club” 
(ABC Radio), beginning April 18, 
the “first step in a new integrated 
campaign.” Don Kemper Co. is the 
agency. 


‘La Prensa’ Sold to Popes 

La Prensa, New York Spanish- 
language daily with a circulation 
of about 66,000, has been purchased 
\by Fortune and Anthony Pope, 
| publishers of Il Progresso, an Ital- 
| SS newspaper. Purchase 
price was not disclosed. 


L.A. Retailers Block 
GMA Test Planfor | 
Coupon Redemption _ 


Los ANGELES, March s1—The| 
announced plan of the Grocery 
Manufacturers of America to make 
this a test market for a program 
to eliminate misredemption of 
coupons has apparently come a 
cropper. 

Last week, Paul Willis, GMA 
president, met with representa- 
tives of manufacturers, distribu- 
tors and retailers to present the 
|plan, which called for newspaper 
advertising signed by retailers and 
distributors, and in-store material 
|“acquainting consumers with prop- 
er method of coupon redemption.” 

Typical in-store material would 
read: “Please present your coupon 
'first. Checkers are permitted to 


| = Yesterday, some 50 retailers and 
|their association officials met and 
|decided they could not go along 
‘with the proposed program. Sam 
| White, secretary of the Southern | 
California Retail Grocers Assn., 
‘told the group his association 
jagreed that misredemption is not 
proper, but the proposed program 
is not acceptable. 

A committee has been named 
by the group to meet with a na- 
tional committee of GMA to work 
out an acceptable program. Mr. 
White said that since GMA had 
not yet been informed of this ac- 
tion, the time or place of meeting 
is not known. He said it was 
doubtful if any program for elim- 
inating misredemption practices 
could be started by June 1, as an- 
nounced by Paul Willis. 


= Mr. White would not state spe- 
cific reasons for rejection of the 
GMA plan, but general retailer 
reaction can be summarized about 
as follows: A very substantial ma- 
jority of retailers are opposed to 
coupons, although they recognize 
there is little they can do about 
them. Almost as many believe the 
2¢ they receive for coupon han- 
dling is not enough. 

There is general agreement that 
coupons should be standardized to 
facilitate handling. Instead, they 
complained, coupons are of all 
sizes and types, and are redeemed 
by manufacturers in various ways. | 

Another area that concerns gro- | 
cers is that of public reaction. Con- 
sumers who have been redeeming | 
coupons for cash, or have ap- 
plied them against purchases other 
than the product for which they 
are given, are likely to resent be- 
ing called to account. Too, any pro- 
gram to make sure coupons are 
redeemed only for purchase of the 
product for which they are given, 
would increase operating costs in 
that it would slow check-out time 
considerably. 

Finally, it could well be that 
grocers here are understandably 
resentful that the GMA program 
was formulated and announced 
without any prior consultation 
|with them. At the time the meet- 
\ing was held to announce the 
|plan, food trade publications had 
already on hand a news release 
announcing the plan as though it 
were already a program indorsed 
by the grocers and their associa- 
tion. + 


Venango Newspapers Issues 
New ‘Incentive Rate’ Card 
Venango Newspapers, Oil City, 
Pa., publisher of the Oil City Der- 
rick and the Franklin News-Her- 
ald, has issued a new rate card 
which introduces a new plan June 


1 enabling national advertisers to| 
earn discounts similar to local ad-| 
vertisers. Starting at 16¢, the in- 
centive rates scale down to 12¢ per 
line, 3¢ lower than the present 15¢ 
flat rate. 


Advertising Age, April 4, 1960 


Zenith, RKO 


Set to Test Pay 
TV in Hartford 


RKO Buys WHCT for 
Three-Year Tryout 
of Zenith’s Phonevision 


Cuicaco, April 1—Zenith Radio 
Corp. and RKO General, New 
York, will conduct a three-year 
test of pay television in Hartford, 
Conn. 

RKO General has contracted to 
purchase WHCT, a Hartford uhf 
station, for the operation, using 
Zenith’s over-the-air Phonevision 
system. : 

Joseph S. Wright, president of 
Zenith, and T. F. O’Neil, president 
of RKO, said in a joint announce- 
ment that this will be “the world’s 
first large-scale operation of sub- 
scription television over a broad- 
cast station.” (International Tele- 
meter’s pay-tv system in Toronto 
uses wires to the tv homes.) 


® RKO said it will apply within 
the next few weeks to the Federal 
Communications Commission for 
permission to conduct the test. 
About a year ago (AA, March 30, 
59), the FCC set up new rules 
for tests of subscription tv. These 
include: Only one market for a 
test; tests must be confined to mar- 
kets where at least four tv services 
are available; no charge can be 
made for equipment or installa- 
tion. 

RKO said no date for beginning 
the test operation has been set, 
but that it would “pursue its ap- 
plication vigorously and begin op- 
erations as soon as possible after 
authorization is received.” 

The company plans to have 
WHCT continue broadcasting reg- 
ular programs during most of the 
day, with a few hours devoted to 
pay-tv. Subscribers will be charged 
a fee for watching “major box of- 
fice features not shown on regular 
tv.” These will presumably include 
first-run movies, plays and special 
events. : 

“Negotiations are now in prog- 
ress with a number of major en- 
tertainment producers in different 
fields,” Mr. O’Neil said, “‘but it is 
too early at this time to reveal 
details.” 


s Zenith’s Phonevision system 
centers around the use of decoder 
devices attached to ‘tv receivers 
which unscramble the tv signal. 
“We will be able to start tooling 
for production by the time the 
test authorization is granted,” Zen- 
ith said, ‘‘and should be delivering 
units in a matter of months there- 
after.” 

Mr. O’Neil said Hartford was 
chosen because it is “neither too 
large nor too small, and in many 
respects is a typical American city. 

“We believe that this test will 
demonstrate that Hartford and the 
nation are ready for a subscription 
system.” 


® WHCT went on the air in Jan- 
uary, 1959. “Like many other uhf 
stations [it] has been operating 
at a loss,” the joint announcement 
noted. The station was chosen “in 
an effort to prove that stations not 
affiliated with networks can oper- 
ate profitably if they are permitted 
to engage in subscription broad- 
casting.” 

Purchase of the station is sub- 
ject to FCC approval. Edward D. 
Taddei will continue as general 
manager. Purchase price is $150,- 
000. This includes all but fixed as- 
sets (building, land, transmitter, 
etc.) which will be rented to RKO 
at a rate of $10,000 a year for 
the first four years and $34,000 a 
year for the next six years. + 
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Senator Barry Goldwater (R. Arizona)—who 


recently put a NATION’S BUSINESS article, “Labor ~ 


in Politics,” into the Congressional Record and 
incorporated its recommendations into an amend- 
ment to a bill on political contributions. 


* * * 


Legislators—among others—find NATION’s 
BUSINESS a reasoned, solidly factual presenta- 
tion of new and useful ideas for businessmen 
...Of the significance of observable business 


trends...of case-history solutions to important 
business problems...of sound business thinking 
on the affairs of business. 

Its editorial province is the whole lively, ex- 
citing, intensely interesting field its title suggests 
—with emphasis on Washington, national and 
community issues affecting business, manage- 
ment leadership in business. 

Today, NATION’S BUSINESS gives some 750,000 
presidents, owners, partners and other top 
executives in more than 500,000 business firms 


Why are so many important people 
reading Nation's Business? 


(Legislators, for example) 


a useful look ahead at the business scene 
each month. 

You'll find it useful, too, for any advertising 
whose purpose is to build a favorable corporate 
image of a company or create acceptance for its 
products...to announce new policies and prod- 
ucts to the business community...to deliver an 
institutional message to “‘hard-to-see’’ execu- 
tives...or to produce leads, make direct sales 
or business calls in more places, and more 
frequently, than your salesmen can. 


YOU ADVERTISE IN NATION’S BUSINESS...TO SELL MORE OF THE NATION’S BUSINESS 


ADVERTISING HEADQUARTERS, 711 THIRD AVENUE, NEW YORK 17, N. Y. 


8 USETUL Loon amano 


| Nation’s Business 
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Smith Urges A 


d Scott's Five-Page 


‘Post’ Spectacular 


Field: Show More Stresses Toweling 


Responsibility 


Richards Exec Says 
Ads Are So Influential 
They Must Be Improved 


Boston, March 29—Advertising 
—in both print and broadcast me- 
dia—“so permeates our culture 
that it must be reckoned a major 
cause of our social behavior pat- 
terns and our life attitudes in gen- 
eral—particularly among the 
younger generation.” 

That is the opinion of Paul 
Smith, vice-chairman of the board 
of Fletcher Richards, Calkins & 
Holden, New York. 

“We worry about the rise of 
crime,” he went on to tell a Boston 
advertising and art directors 
luncheon last week. “Yet we flood 
the airways with violence, gun 
play, sadism and lynch law. 

“We worry about our rising rate 
of juvenile delinquency. Yet we 
educate our children 18 hours a 
day in gangsterism, commercialized 
sex and anti-parental attitudes. 
Mom and pop are chumps in nine 
out of ten tv plays. We worry be- 
cause our children are growing up 
too fast, defying authority and 
drinking and smoking before their 
time. What should we expect? We 
made a ‘market’ of them. 


= “We are concerned about the 
steady loss of confidence in adver- 
tising and the public’s growing 
cynicism. Yet the avalanche of bla- 
tant claims, the animated trips 
through the alimentary canal, the 
vulgarity, the half-truths continue 
to pour into our living rooms un- 
abated.” 

Nevertheless, Mr. Smith said, he 
feels that the “good” in advertis- 
ing far outweighs the “bad.” He 
said the good “has been a powerful 
force in education and can be made 
much more so. It has had profound 
effect on our national taste in 
music, drama and literature. New 
beauty has come out of our mass 
production.” 

He blamed the “irresponsibility 
of a few practitioners” of advertis- 
ing “who choose to make a short- 
term profit at the expense of pub- 
lic confidence, and who are willing 
to violate canons of taste and de- 
cency, simply because it pays to 
do so.” 


a Mr. Smith asserted that adver- 
tising “has done more for honesty 
in business than all of the regula- 
tory laws and reforms put together, 
because advertising has made pos- 
sible the mass sale of products at 
modest profit. 


“The first sale is virtually a self-| 


liquidating sample,” he said. “You 
are sitting here in Boston, selling 
a product in a Seattle retail store 
that you’ve never seen, to an un- 
known customer. For the system to 
persist, there must be mutual trust. 


And that is based on honest ad-| 


vertising, backed up by an honest 
product.” 
Mr. Smith urged advertising to 


“step up to its responsibilities and | 


assume the leadership that its im- 
portance demands.” 

He added, “The mogst serious 
problem would seem to be in the 
area of bad manners, poor taste, 
exaggerated claims and the blatant 
self-interest which undermines 
confidence, not only in advertis- 
ing, but in all business as well.” # 


Gardner Displays to Reuter 
Gardner Displays, Pittsburgh, has 
appointed Reuter & Bragdon as its 
general advertising and public re- 
lations counsel. Vic Maitland & As- 
sociates is the previous agency of 
record. 
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CHESTER, Pa., March 29—A five- ‘| 
page “spectacular” ad which will 
contain an actual insert of toweling 
similar to a new ScotTowel, which 


“can be used like cloth,” has been 


scheduled for the April 23 issue of 
The Saturday Evening Post by the 


Scott Paper Co. 

Referred to by Scott as the larg- 
est insert of its kind ever prepared 
for the pages of a national maga- 
zine, the insert will include the 
toweling sample as a tip-on. The 
section is part of Scott’s $1,000,000 
Post campaign for 1960. The five- 
page ad also will be the largest 
ever run by a paper producer in a 
national periodical. 

It took three railroad box cars to 
tote the equivalent of 86,400 rolls 
of pink towels from the company’s 
plant here, just slightly over six 
miles to the Post’s printing plant 
in Sharon Hill, Pa. The Post ads 
will use 1,533 miles of toweling. 


s The ad will appear exclusively 
in the Post and will be carried in 
the full press run of 6,300,000. In 
addition to the spread covering the 
new towel, the five-page spectacu- 
lar will include a Scott all-products 
corporate ad on two additional 
pages. The fifth page is devoted to 
ScotTowel holders in eight differ- 
ent colors, including two new ones, 
mist green and colonial black. The 
first four pages are in b&w. The 
last is a four-color bleed page. 

The insert is designed to demon- 
strate the color, softness, absorb- 
ency of ScotTowels. Each piece of 
inserted toweling can be easily re- 
moved for sampling by the reader. 

Harrison F. Dunning, Scott vp in 
charge of marketing, said the Post 
spectacular is designed not only to 
promote the company and its prod- 
ucts, but also to increase public 
awareness of the contributions to 
better living made by the entire 
paper products industry. 


= The balance of the 1960 cam- 
paign will feature Scott Family 
Napkins and Scotkins, Cut-Rite 


waxed paper and sandwich bags, 


Scotties facial tissues and three 
bathroom tissues. 

Scott also has scheduled all- 
products ads in the New York 
Times Magazine and Sunset Mag- 
azine, as well as the Post. 

J. Walter Thompson Co. handles 
consumer advertising for Scott. # 


A. F. Smith, Robert Stime 
Boosted by A. O. Smith 

A. F. (Pat) Smith, director of 
merchandising of A. O. Smith 
Corp., Milwaukee, has been named 
to head the company’s marketing 
division as director of marketing. 


A. F. Smith Robert Stime 


Mr. Smith succeeds Stanley E. 
Wolkenheim, who has resigned. 
Robert Stime, who has been as- 
sistant director of merchandising, 
has been appointed to Mr. Smith’s 
former job as director of merchan- 
dising. ° 


Skasol Names Hartogensis 


NVENTE 


The first paper towels 
you can use like cloth— 


New Scotitoweis 


MNEs: 


Just like using clos — New Super - Absorbent SeotToweils” 


SOFT, THICK PUFFS—This is the second spread in the Scott Paper Co. 
five-page insert in the April 23 issue of The Saturday Evening Post. 


The 38th annual convention of 
National Assn. of Broadcasters will 
be a major milestone in the long 
and active career of Clair R. Mc- 
Collough, president and general 
manager of the er : 
Steinman sta- 7 
tions, head- 
quartered in 
Lancaster, Pa. 

The industry’s 
biggest meeting 
of the year will 
find the always 
bustling Mr. 
McCollough 
even busier than 
usual. At the 
Chicago con- 
clave (see story 
on Page 1) this pioneer broad- 
caster-telecaster will (1) deliver 
the keynote address; (2) accept 
the association’s 1960 distinguished 
service award; (3) moderate the 
FCC’s panel discussion; (4) pre- 
side at the Television Information 
Office session and (5) preside at 
the NAB business meeting. 

Mr. McCollough, who was born 
within 20 miles of where he now 
lives, in Lancaster, attended Penn- 
sylvania State Teachers College. 
In 1929 he left the advertising side 
of the newspaper business to enter 
broadcasting. As Clair recalls 
laughingly, he “came in at the 
top,” as manager of WGAL, Lan- 
caster, at a time when radio was so 
new that nobody knew anything 
much about it. 


Clair R. McCollough 


s From time to time, in the early 
years, he left the headquarters 
city of the Steinman group on 
brief assignments to various cities 
in Delaware and Pennsylvania to 
open new stations for the group. 

In March, 1949, he joined a band 
of hardy pioneers when WGAL- 
TV started telecasting—the 108th 
tv station in the U. S. Two other 
stations in his group went on the 
air shortly thereafter. He has had 
his present title with the stations 
|since the early 1930s. 

As he grew up with the indus- 
try, Mr. McCollough has been a 
key figure in many of its most 
important activities. The list of ra- 
dio-tv, civic and government com- 
mittees, commissions and boards 
on which he has served is a most 


“|impressive one. When a new proj- 


ect is being launched by broad- 
casters, he usually is very much 
in evidence. 

He served on committees that 
brought into being the tv code, the 
Radio Advertising Bureau, the Tel- 
evision Bureau of Advertising and 
the Television Information Office 
—to mention just a few. 


#2 Some of Mr. McCollough’s cur- 


Skasol Corp., Webster Groves,/rent assignments include (1) head- 
|Mo., manufacturer of chemical] 


cleaning agents, has appointed 
Hartogensis Advertising Co., St. 
Louis, to handle its advertising and 
public relations. 


ing the three-man policy commit- 


tee that is directing the affairs of | 


the N°*.B until a_ successor is 
|/named tu the presidency; (2) serv- 


‘ing as ex officio member of the! 


You Ought to Know ..C.R. McCollough 


nominating committee to select a 
man to fill the vacancy created by 
the death of Harold Fellows; (3) 
serving as chairman of TIO; (4) 
being a member of the TvB board 
|and of the tv board of NAB. 

When asked if all this left him 
any time at home, Mr. McCollough 
| suggested that the question should 
|be put to his wife. The McCol- 
|loughs have one daughter, Con- 
| stance, who has the same inclina- 
|tions as her father when it comes 
to a career. She is in the promo- 
tion department at WGAL-TV. 

For relaxation Mr. McCollough 
likes to fish, hunt or play golf 
“whenever I get the chance.” And 
he spends some time in the radio 
and tv audience, “because I like 
it,’ and not just because of the 
business necessity. 


Charles J. Clifford, 
Agency Co-Founder, 
Is Dead at 59 


GREENWICH, March 30—Charles 
E. J. Clifford, 59, creative director 
and vice-chairman of Kastor, Hil- 
ton, Chesley, Clifford & Atherton, 
died yesterday of carbon monoxide 
poisoning at his home. According to 
Greenwich police he was found in 
his car in his garage. 

After serving with Benton & 
Bowles, where he was a vp from 
1941 to 1945, Mr. Clifford was a 
founder of Kastor, Farrell, Chesley 
& Clifford in 1945. Exec vp of the 
agency, he was named president 
in 1957 and vice-chairman in 1958, 
when the agency merged with Hil- 
ton & Riggio to form Kastor, Hil- 
ton, Chesley & Clifford. Last year 
it absorbed Atherton & Currier. 

Born in Lawrence, Mass., Mr. 
Clifford attended Harvard Univer- 
sity and Georgetown University, 
where he majored in English and 
was graduated in 1924. He served 
with H. W. Kastor & Sons and 
Brown & Tarcher prior to joining 
Benton & Bowles in 1941. 


® Since that time he had orginated 
“I’m from Milwaukee and I oughta 
know” for Blatz beer and “Clear 
heads call for Calvert.” He also di- 
rected the Welch grape juice “stay 
slender” campaign. 

He had handled such accounts 
as Coty, Houbigant, General Foods, 
Procter & Gamble, Schenley and 
CBS. During World War II he re- 
ceived an award from the Depart- 
ment of Agriculture for his poster 
in the “Food fights for freedom” 
program. 

William S. Chesley, chairman of 
the executive committee of Kastor, 
Hilton, recalled today that when 
he was at Young & Rubicam and 
Mr. Clifford was at Benton & 
_Bowles, General Foods “always 
|picked Charlie’s copy” when the 


|\two agencies were working to- 
gether on the GF account. “He 
used to beat our brains out,” Mr. 
Chesley said. + 
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| Use Filters, Inhale 
Less to Cut Cancer 
‘Risk, Doctors Urge 


New York, March 31—Smokers 
| should use “filter cigarets with 
\the lowest yield of smoke con- 


* |densate,” according to two physi- 


oe - 
|cians who have issued a report 


containing “practical suggestions 
that should lead toward reducing 
the risk” of lung cancer. 

The report also suggested 
“avoidance of smoking the cigaret 
to the butt since there is signifi- 
cantly more smoke condensate in 
the latter part of the cigaret and 
not inhaling deeply since such a 
practice leads to much greater 
smoke condensate by the lungs.” 


= The report is co-authored by 
Dr. Ernest L. Wynder, associate 
professor of preventive medicine 
at the Sloan-Kettering division of 
Cornell University’s medical col- 
lege and head of the epidemiology 
section, division of preventive 
medicine, Sloan-Kettering Insti- 
tute, and Dr. Dietrich Hoffmann, 
visiting research associate, epide- 
miology section, division of pre- 
ventive medicine of the institute. 
The report appeared in the March 
17 New England Journal of Med- 
icine. 


= The report is based on a lab- 
oratory study of smoke condensate 
and nicotine per cigaret for “the 
ten leading American cigaret 
brands” and on interviews of 304 
male smokers over 40. 

It says that “laboratory data 
show that as one increases the 
amount of condensate given to an 
animal the tumor yield increases.” 

Four non-filter brands—Ches- 
terfield, Pall Mall, Camel, and 
Lucky Strike—and six filter brands 
—Salem, Winston, Viceroy, L&M, 
Marlboro and Kent—were studied. 

The non-filter brands were 
found to have more smoke con- 
densate and more nicotine per 
cigaret than the filter brands. 


= The following are the smoke 
condensate and nicotine, respec- 
tively, per cigaret in milligrams 
for the ten brands: 

Chesterfield, 39.8 and 2.66; Pall 
Mall, 35.1 and 2.42; Camel, 30.2 
and 2.04; Lucky Strike, 28.6 and 
1.87; Salem, 26.0 and 1.86; Win- 
ston, 23.0 and 1.70; Viceroy, 21.4 
and 1.29; L&M 21.3 and 1.37; Marl- 
boro, 20.3 and 1.32, and Kent 17.7 
and 1.04. # 


‘Newark Ledger’ 
Sues 3 Unions for 
‘Fight Newhouse’ Acts 


NEWARK, March 29—Newark 
Morning Ledger Co. filed a civil 
suit in federal court here last week, 
seeking $6,000,000 in damages and 
injunctive relief from six unions 
which allegedly organized a “fight 
Newhouse” committee in support 
of a craft union strike against the 
Portland Oregonian. 

The complaint further alleged 
that the unions—and 16 individuals 
named in the suit—conspired to 
pursue “retaliatory measures” 
against the Newark Star-Ledger, 
the Sunday Ledger and other dai- 
lies controlled by S. I. Newhouse. 

The complaint sought $1,000,000 
in compensatory damages and $5,- 
000,000 in punitive damages against 
the “defendants jointly and sever- 
ally.” It alleged that a committee 
was to carry out slow-downs and 
work stoppages in violation of col- 
lective bargaining agreements. 


= Among defendants named were 
Newark Typographical Union 103, 
Newark Newspaper Pressman’s 
Union 8, and Newark Photo En- 
gravers Union 28 and several in- 
dividuals connected with the un- 
ions. + 
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Embassy of the Philippines | 


His Excellency General Carlos P. Romulo, Ambassador to _ 2 
the United States from the Philippines and Mrs. Romulo in the it 
Philippine Room of the Embassy . . . another in 


the WTOP-TV series on the Washington diph bie dike, REPRESENTED BY CBS TELEVISION SPOT SALES | 
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| Sindlinger Now Measures — agen ue poke = —_ Apple Ads Aim to 
| us - 5 a i) 
TY Activity in Used Car Field a . 
4 IF YOU BUY ART AND PE |” Sindlinger & Co, Ridley Park, |W °# dealers. Offset Easterners 
i i i ; > ly | 
a nd photography, get ART DIRECTION, The Magazine of Creative Advertiss |Pa. has added a new monthl; Es 
e ae ~ a monthly magazine with a fabulous visual report of WHAT'S BEST. service—reports on used car sales a va prone alte New Storage System 
e Published since 1949, issues average over 120 pages of tremendous value | and plans 4 buy _ oo enebah 7 Rees See all Iie WENATCHEE, WASH., March 29 
: lic its au . ” * : : 
> as an art and idea source. Only $6.00 a year for twelve issues; $10.50 eee Phy lio sake th io eine & ‘fore that head of his own agency, —A arse: ged es 
e ry 50 teen. sample of 20,000 interviews oad = Frederick C. John, formerly ae ee - tr coe 
7 merchandising director of Mautner ‘ : ; . 
> get ART DIRECTION = January report showed | Agency, Milwaukee, have joined = SS Se 
es A41. 19 W. 44th Street, New York 36, N. Y. 536,000 used car purchases during | Alfred Auerbach — New pr Pam rer scoped a - 
e ’ ° ’ | ’ | the month, of which 25% were | York, as account executives. hes oeaiben. = 


New point of purchase mate- 
rial on cooked apple dishes is 
keyed to the theme, “Winesap 
apples from Washington state 
make good things better.” 


s Promotion, via the food store 
division of Cole & Weber, Seat- 


° tle, the apple commission’s 
, is placed i 
You get Sales Action Sper ener 


+ promotions. Approximately 
every morning 1n Cleveland $128,000 is being put into. this 


drive. 


The reason underlying the 
| promotion is greater competi- 
| tion from eastern storage ap- 
| ples, stored with the aid of “con- 
| trolled atmosphere.” In this op- 
| eration the atmosphere in which 

| the apples are stored is con- 

STORE | trolled to prolong the storage 

" DF NS | season and the freshness of fruit. 

$3) Such fruit then is marketed in 
i 


competition with Washington 
winesaps, which are excellent 


~~ keepers and have their best 
& market in the spring. 


i} Just before the winesap -pro- 
motion, the Washington State 


Apple Commission completed its 
first promotion, largely on a test 
basis, for golden delicious ap- 
he ples, a variety coming to market 


. in increasing quantities. 
ISS 


s Stocks of golden delicious at 


e the end of the harvest season 
were more than twice as large 

\ i as a year ago, with a total of 
\S . 1,335 carloads in storage. By 
im S Jan. 1, stocks had been reduced 

j x to 806 carloads, but were still 

q almost twice as great as a year 

earlier, and the commission or- 

ij dered a test promotion using 


newspapers in 15 cities. 

The commission’s dealer serv- 
ice staff worked with mer- 
| chants, urging tie-in promotion 
of golden delicious in food-page 
advertising and suggested also a 
small reduction in price to in- 
crease sales appeal. Because the 
golden delicious is still a rela- 
tively new variety in many 
markets, demonstrators were 
used in some stores to show cus- 
tomers various uses. 


The promotion took hold, and 


Take a half million Greater Cleveland families with a respectable $7,381 spendable income. 


7 fe) t - 
Add 26 adjacent counties a stone’s throw from Euclid Avenue and you have retail —_ nag tag Bia degree: y Bost 
of nearly 4 billion dollars—and that’s larger than the retail sales of any one of 35 entire maid te AK Gael G8 Gone dina 
states. So—if your sales of goods or services in the Cleveland market do not exceed those thatt & your etetter. Gus tae An- 
of 35 states—WRITE—WIRE OR PHONE— 


geles chain alone sold six car- 


loads in a week, the one 
The Cleveland PLAIN DEALER =o “™™r 


= “We can expect more and 

Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. onane golden datlatous teean bane 
Member of Metro Sunday Comics and Magazine Network. out,” Joe Brownlow, merchan- 

dising director of the commis- 


sion, said. ‘“We’ll be a If we 
irly large golden cro 
RETAIL SALES IN CLEVELAND ane souacenyT comes - _—_ © - ee 
COMMODITY CUYAHOGA COUNTY COUNTIES [> start our promotion Nov. 1.” # 
= — Whatever ; 
Total Retail Sales $2,183,389 $1,816,558 $3,999,947 Anken Chemical Buys 
~~ Retail Food Sales 580,592 479,486 1,060,078 _ you sell in Greater Remington Photocopy Unit 
Retail Drug Sales ~ 85,464 51,380 136,844 Cleveland you'll Remington Rand has sold its 
Automotive 353,778 337,921 691,699 Sell more of kt photocopy business to Anken 
Gas Stations 145,825 165,980 311,805 —— Chemical & Film nny Raga 
~~ Furniture, Household Appliances 113,896 91,658 205,554 in The Plain Dealer ton, N. J., for $3,000,000. In- 
(Source. Sales Management Survey of Buying Power. May 10, 1959) 


volved in the deal are Reming- 
ton Rand’s transfer paper plants 
at Newton and at Williamston, 
Mass., plus all physical assets, 
inventory and existing patents. 

Gardner Advertising Co., 
which has handled the $200,000 
photocopy ad account for Rem- 
ington Rand, said it expects to 
continue on the business “at 
least for the moment.” 


%* Akron, Canton and Youngstown Counties are not included in above sales 
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Both Sides in 
Pay TV Hassle 
Mislead: Horton 


Fund for Republic 
Report Urges Probe by 
Congress Committee 


‘New YorK, March 29—Com- 


Republic to look into pay tv, 
former Washington correspond- 


ent Robert W. Horton has de-|>+ 


cided that what is needed is a 
special Senate-House joint com- 
mittee. 

Mr. Horton’s report asserted 


that the debate of the pay tv’ 


issue has become “so confused 
that an intelligent judgment has 
been made almost impossible 
for millions of set owners and 
for the FCC itself.” 

He blamed the opponents— 
that is the tv industry and the 
motion picture theater owners— 
and the proponents, the would- 
be pay tv operators—with hav-| 
ing misrepresented and obscured 
the real issues in the contro- 
versy. 

Asserting that an “effective 
prescription requires a thorough 
appraisal of existing attitudes 
and practices in sponsored tv,” 
the writer then raised these 
questions: 

“Are they consistent with the 
basic requirements of the law?) 
Is the law consistent with the|, 
needs of broadcasting in both| 
its private and public charac- 
ters? Is the existing law being 
administered competently? 
Would the introduction of pay 
tv require any change in the 
basic philosophy of broadcast-| 
ing? 


| 
s “And, finally, should the FCC | 
be abolished?” Should it be re-| 
placed by an agency responsible | 
only for granting licenses, their | 
renewal and transfer, as well as | 
for regulating the licensees’ and | 


networks’ performance?” 


Mr. Horton’s 12-page report was 


released by the Fund for the Re- 


public’s center for the study of 
democratic institutions. Copies may 
be obtained from the center’s New 
York or Santa Barbara office. + 


_Sindlinger Offers Survey 


on Used Car Buying Plans 

A detailed analysis of the used- 
car industry is now being pub- 
lished monthly by Sindlinger & 
Co., Ridley Park, Pa., business 


analyst. The survey includes used | in acquiring all or part of five com- 
car purchases, buying plans, and | petitors in the last two years. 
characteristics of households in| Crane, which has 30 days to answer 
| which a used car purchase is con- | the complaint, said it was “amazed 
templated. and surprised” by the FTC’s action. 


| Distributor Names MARC 

| Shoemaker Bros. Distributors, 
Pittsburgh, distributor of General 
Electric heating and air condition- 
ing units in western Pennsylvania, 
has named MARC & Co., Pitts- 
burgh, as its agency. 


Anti-Trust Suit Hits Crane 

The Federal Trade Commission 
| has filed a complaint against Crane 
Co., Chicago, plumbing and heating 
equipment manufacturer, charging 
that Crane violated anti-trust laws 


Wan-Size Results! — 


The Sporting News 


280,000 Copies Weekly — 
With 98% Male Readership © 
Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continvous Yeors 


Mr. Horton said, “Only Con-|. 


gress is competent to answer) 
these questions. Should it un-| 
dertake to do so, the logical in- 
strument would be a _ special 
Senate-House joint committee.” | 


# Among the points that Mr.| 
Horton said have been clouded | 
in the debate: | 


e Amount of time to be devoted || 


| 


to pay tv fare. When applica- 
tions were to be received from) 
participating stations, “‘the least 
discussed, but one of the most} 
important, requirements direct- | 
ed participating stations to con- | 
tinue providing ‘the required) 
minimum hours of free tv pro-| 
gram service apart from the, 
time given to fee operation.’ The | 
record shows that this require- | 
ment was virtually suppressed | 
by the anti-pay tv forces, so) 
that most viewers exposed to! 
the propaganda that was dis- 
seminated could only conclude 
that unless they paid, their sets 
would be ‘blacked out.’ ” 
e The question of advertising 
and fees. “They [the propo- 
nents] have handled the matter 
of fees in vague and contradic- 
tory terms and have made no 
comprehensive or concerted ef- 
fort to produce realistic esti- 
mates of what the public might 
expect. They have been evasive 
on the question of advertising to 
a point where it could almost be 
assumed that they were taking 
it for granted. The fact is, of 
course, that arguments seeking 
to justify commercials on pay tv 
could convince only their im- 
mediate beneficiaries.” 


7 


get a correspondingly 
to select from. Clear e 
the most weight in advertiser confidence and acceptance. 


Exclusive! 64-page Reference Section that gives 
buyers basic market, materials, and design data that 


buyers refer to again 
the field that contains 


Accurate, authoritative, easy to read. 


electronics Buyers’ Guide and Reference issue 
THE ELECTRONICS MAN’S BASIC BUYING BOOK 

A McGRAW-HILL PUBLICATION 

330 West 42nd St., New York 36, N. Y. @ @ 


HEAVIER 


ADVERTISER 
ONFIDENCE! 


Advertisers, being practical, 

like things that work! That’s 

why the electronics BUYERS’ GUIDE 
and Reference Issue has 42% 

more advertisers than the 

nearest competition. With the 
“GUIDE” advertisers reach more 

of the right people ... readers 
bigger choice of products and services 
vidence that the “GUIDE” carries 


and again. The only directory in 
this valuable reference data, 


1960 Issue Closing Dates: Published July 20; Complete Plates May 1 
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NEWSWEEK HAS A TOTAL AUDIENCE OF ALMOST 7 MILLION 
READERS and delivers more readers per dollar than any other 
newsweekly. 


READERS/DOLLAR 
NEWSWEEK 6,962,000 971 
TIME 8,144,000 616 
U. S. NEWS 
& World Report 4,585,000 767 


NEWSWEEK DELIVERS, PER DOLLAR, MORE MALE OFFI- 
CIALS, PROPRIETORS, MANAGERS, PLUS PROFESSIONAL, 
TECHNICAL AND KINDRED, than any other newsweekly. 


READERS/DOLLAR 
NEWSWEEK 1,847,000 258 
TIME 1,855,000 140 
U. S. NEWS 
& World Report 1,368,000 229 


i 


NEWSWEEK DELIVERS MORE READERS PER DOLLAR IN 
HOUSEHOLDS HAVING INCOMES OVER $10,000. 


READERS/DOLLAR 
NEWSWEEK 966,000 135 
TIME 1,153,000 87 
U. S. NEWS 
& World Report 685,000 115 


NEWSWEEK HAS MORE READERS PER DOLLAR IN THE 
25-54 AGE GROUP. 


READERS/DOLLAR 
NEWSWEEK 4,920,000 686 
TIME 5,363,000 406 
U. S. NEWS 
& World Report 2,946,000 493 


NOTE. All the audience figures above are from the report entitled 
“The Characteristics of The Reading Audiences of Newsweek, 
Time and U. S. News & World Report,” by Sindlinger & Co., 
Inc., Independent Business Analysts. This is a special tabulation 
of unsponsored data in the syndicated “Magazine Activity” report. 
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REASONS WHY 


IS FIRST 


pages and page gains. 


NEWSWEEK’s UNIQUE EDITORIAL SERVICE ATTRACTS THE 
REALLY DECISIVE PEOPLE. 


Many of the facts in the Sindlinger Report, excerpts of which 
are shown above, have attracted the attention of the advertising 
world. But they are what you’d expect when you consider the 
editorial policy that makes Newsweek truly different: 


¢ Newsweek is complete—covering all 28 major fields of in- 
terest to the well-rounded person. 


¢ Newsweek is objective, read by decisive people who make 
their own judgments, based on facts. 


¢ Newsweek is authoritative . . . the on/y magazine that gives 
readers such unique editorial features as the Quarterly 
Survey of Capital Appropriations; Continuing Survey of 
Consumer Buying Plans; the “Periscope,” revealing the 
news behind the news; “The Listening Post,” keeping a 
sharp ear to the ground on political affairs; “Space and the 


Atom”; “Spotlight on Business,” spotting and reviewing 
business trends. 


NEWSWEEK’s PRE-SELECTIVE CIRCULATION POLICY ALSO 
ATTRACTS THE DECISIVE PEOPLE. 


Newsweek’s pinpoint selection of circulation mailing lists has 
actually increased the quality of the Newsweek audience as its 
circulation has grown. The result is indicated in points 2, 3 and 4. 


ee  _ 


The world-wide newsweekly for communicative people 


36% 
in: NEWSWEEK 
Percentage 35% Chany - 3,008 PAGES 
of Je see aw ele see See 
: T 
Advertising 33% yo 2913 PAGES 
in 32% 
Newsweeklies 3197 Pie U. S. NEWS 
- ioe 
30% k ‘AGE 
1955 1956 1957 1958 1959 


MORE OF THE TOP 50 CORPORATE CAMPAIGNS APPEAR 
IN NEWSWEEK than in any other newsweekly. 


And Newsweek carries more pages of advertising from these 50 
campaigns than any other news magazine. 


Newsweek | 
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The Editorial Viewpoint... 


Television Troubles Aren't Over 


If there is anyone in broadcasting or advertising, which we doubt, 
who believes that broadcasters’ and advertisers’ troubles in this area 
are lessening, a few minutes spent listening to the speeches at the 
White House conference on children and youth would quickly dis- 
abuse them. 

For example, Eva H. Grant, editor of the National Parent-Teacher 
Assn. magazine, boldly “dares the networks to have a national sur’ 
vey conducted by a reliable research agency on what people want to 
see.” Miss Grant implies, if that is the word, that all previous and 
current surveys of listening habits are unreliable or worse, and that 
the honest-to-goodness survey she wants conducted will prove that 
“Americans aren’t as moronic as the television networks think.” 

In line with her conviction that things could and should be better, 
Miss Grant also said: “Children’s programs, with few exceptions, are 
at worst stupid and offensive; at best inane and artless... What we 
need are more [good] programs and none of those spawned by peo- 
ple whose polluted hallucinations make one think they must con- 
sciously or unconsciously hate children.” 

Now, we don’t necessarily disagree with Miss Grant’s assessment 
of program levels, and we’re no particular authority on children’s 
programs, in particular. But we think the implication that Miss Grant 
—and so many people like her—get across is that tv is “at worst stu- 
pid and offensive; at best inane and artless.” 

What we’re talking about is the general assumption by Miss Grant 
and others that there is some kind of conspiracy indulged in by 
broadcasters and advertisers to degrade the public taste, the while 
the public kicks and rears vigorously but ineffectively, against the 
anti-intellectual conspiracy in which all broadcasters and all adver- 
tisers so gleefully join hands. 

Maybe at its meetings this week the National Assn. of Broadcasters 
can dispose of all the prior problems facing it and then give some 
attention to making one small change in its public image: To con- 
vince more people, and especially more vocal people, that neither 
broadcasters nor advertisers have any interest whatever in forcing 
low-grade shows down the public’s gullet; that the general objective, 
whether noble or not, is to give the public what it wants; and that 
the public can have any kind of fare it wants, as long as it wants it 
badly enough and in sufficient quantities. 


Handling Competing Accounts 


The development within the McCann-Erickson complex of satellite 
organizations performing special functions, and especially of a satel- 
lite “independent” agency, is one of the most interesting and impor- 
tant developments of recent years. 

Some time ago, when McCann took over Marschalk & Pratt and 
decided to opera’> it independently instead of merging it into Mc- 
Cann, we commented on the fact that this development might indi- 
cate a serious effort to overcome the greatest single problem of the 
large agency—the inability to serve competing accounts. 

Now, with McCann-Erickson directing advertising for Humble Oil 
and its parent company, Standard of New Jersey, and with Humble 
invading the state of Ohio with its marketing, the issue is no longer 
a theoretical one, but an actual one. Because McCann-Erickson has 
handled Standard Oil of Ohio for a great many years and then trans- 
ferred it to the McCann-Marschalk fold by the process of switching 
its Cleveland office from the parent company to the subsidiary. 

Last week ADVERTISING AGE reported that both Humble and Sohio 
would probably stay put in their respective McCann compartments, 
despite the fact that the two will be directly competitive. 

If this state of affairs should continue, the lesson cannot fail to 
become clear to other agencies, and we can expect to see a wave of 
subsidiary establishments set up by major agencies. For agencies of 
large size, the problem of inability to handle competing accounts is 
an almost insoluble one; it is common to hear of agencies which, for 
this reason alone, must turn down as many as nine out of ten invita- 
tions to discuss new business. If McCann has found the solution in 
satellite “independent” agencies, others can be expected to go down 
the same path. 


There's Some Hope for Us 


While we’re all deploring the sad state of American advertising, 
it is comforting to realize how much better it is than any other kind. 
For example, no American baker of breadsticks could get away with 
this message, which a Roman baker prints on his glassine packages: 

“My practice of business and the declarations of my customers con- 
firm that the ‘Grissino of Centenary,’ treated with Viteurone, is a 
highly nutritious food of easy digestibility ...it is recommended for 
sporters and children. 

“Particularly in the cure of falling away and for all dispeptics is 
advisable the integration of the habitual diet with this type of highly 
energetic grissino.” 


. 


Gladys the beautiful receptionist 


—Paul H. Dyal, House of Dyal, New York. 


| “They thought he was an agency 


finalist—ttried to get him to an- 


swer the list of 91 questions on agency principles, until he managed 
to whisper that all he wanted was the key to the men’s room.” 


What They're Saying... 


'Knowing Ad Critics 
| While much that the critics of | 
|advertising have to say about it) 
| should be taken very literally and 
seriously, some must be taken with 
a grain of salt and in turn be sub- | 
jected to critical analysis. As an| 
example, one of the more frequent 
criticisms leveled against advertis- 
ing and admen is the fact that they 
“make” people want what they 
don’t “want” and buy what they 
don’t “need.” 

First of all, it must be recognized 
that in our Protestant Ethic culture 
there is the deeply ingrained belief 
that it is morally wrong to have 
or want too much in the way of 
“earthly,” material things because 
this somehow works against, and 


people to want more, of course, 
runs counter to this belief. 

Of equal relevance is the rath- 
er literal-minded belief in “free 
will” and the high, if somewhat 
illusionary, valuation placed on 
personal autonomy and independ- 
ence of mind and behavior in our 
culture. In short, people in our 
culture tend to believe that people 
ought to make up their own minds 
free of “outside influences.” Peo- 
ple who are “influenced” by others 
tend to be conceived of as “weak.” 
Men are particularly prone to sub- 
scribe to this rather naive fallacy 
... Actually, what the critics are 
saying is, “It is not that I am 
‘weak’ and self-indulgent in want- 
ing and buying all of these things 


is destructive of, spiritual and in-| that I do not ‘need,’ but that you 
tellectual values. While any ob-| are too powerful and ‘force’ me to 


| jective substantiation of this belief | be self-indulgent and ‘bad’ against | 


has yet to be offered, it is a widely |™My ‘will.’ 
and deeply held one. Advertising | 


——People, Advertising and Market- 
which is aimed at encouraging | 


ing, bi-monthly bulletin of John Kish- 
ler, New York marketing consultant. 
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Rough Proofs 


Dodge has been improving its 
sales record with Grant Advertis- 
ing, and so the account was 
| switched. 

Such are the hazards of the 
agency business in the automotive 
| capital. 
| os 
| “Martin Revson sues brother on 
exit pact ‘fraud,’” the headline 
says. 

Blood is thicker than water, but 
|perhaps it can be thinned some- 
| what by cosmetics. 


| CBS plans some programs frank- 
ily reviewing the performance of 
| the press. 

| Publishers know what sells 
| newspapers, just as broadcasters 
know what kind of programs pro- 


| duce the high ratings. 


| “Maybe Eddie needed Elizabeth 
| more than me,” Debbie Reynolds is 
| quoted in an SEP article as saying 
| to Pete Martin. 

| There’s such a thing as being 
| just too sweet about it. 


The Minneapolis Star and Trib- 
une issues Press Club cards to 
distinguished men who started 
their careers as newspaper carriers. 

Those who arose in the cold gray 
dawn to deliver papers before 
breakfast deserve special awards. 


William E. Mitchell Jr., of 
NADA, talks about “the same old 
perennial offenders” among auto- 
mobile dealers who “continue their 
disruptive and confidence destroy- 
ing advertising practices.” 

Wonder if the factories know 
who they are. 


“Editor, not space salesman, 
should be publisher: Marsteller.” 

Just as the most brilliant cre- 
ative men should head advertising 
agencies. 


| Pitney-Bowes published a tab- 
ulation showing parallel increases 
in sales, profits and advertising ex- 
penditures over a 15-year period. 
Company treasurers appreciate 
cash demonstrations like this. 


“Poorer shows cause dip in view- 
ing in summer,” Roslow says. 

What summer tv needs obviously 
is more Stan Freberg commercials. 


Fragrance Process Co. added a 
subtle aroma with a grape-scented 
insert in a recent issue of AA. 

That ought to prove to any 
doubting Thomas that an advertis- 
er can really send a billet doux to 
his best girl prospect. 


+ 
Reader’s Digest celebrated the 
fifth anniversary of its acceptance 


of advertising with 85 pages of paid 
space in its April issue. 


Pretty soon people will start ask- 
ing each other, “Can you remem- 
ber ’way back when the Digest 
didn’t carry advertising?” 


After signing belatedly his con- 
‘tract to play for the Yankees this 
| season, Mickey Mantle started run- 
ning true to form: The swelling 

was transferred to his knee. 
| Copy Cus. 
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The suburbs account for the biggest share of Delaware 
Valley’s sales... 65% of the automotive, 75% of the lumber 
and building supplies, 61% of the food store sales. And it’s 
in the busy-buying suburbs that The Daily Inquirer reaches 


So, if you want to sell more where they’re buying 
more—put your advertising in The Inquirer! 


The Philadelphia Inquirer 


30% more adult readers than the major evening newspaper !* 


*Source: ‘'Philadelphia Newspaper Analysis’’ by Sindlinger & Company Inc. 
Highlights available on request. 
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Advertising Age, April 4, 1960 


Information for Advertisers 


A 35-page fact book, “Questions 
& Answers About Video Tape 
Commercials,” containing answers 
to tv tape questions in non-tech- 
nical language, has ‘been published 
by NTA Telestudios. Additional in- 
formation is available from NTA 
Telestudios, Coliseum Tower, 10 
Columbus Circle, New York 19. 


e “Picture of the Detroit Market, 
1960,” a comprehensive statistical 
study of the metropolitan Detroit 
market, has been prepared by the 
Detroit News. Additional informa- 
tion about the report which pro- 
vides data on population growth, 
origins, housing, labor force and 
family income, may be obtained 
from the News, Detroit 31. 


how National Family Opinion con- 


| 
! 


sell it “a e~ 


with music... 


on RCA Custom premium records! 
Tallyho! When the hunt is on for profits, RCA-produced premium records 
put you right on the scent of big and little quarry. 

If you’re selling oil wells or ink wells . . . to tycoons or teen-agers... 

our custom-picked music, by big name RCA Victor artists, finds customers. 
Versatile? You can use singles or albums, stereo or monophonic. 

Paper records, too ... for pennies apiece . . . help you win the chase. 

For your next promotion, to introduce a product... .to get sales or inquiries... 
records are just right. And RCA does the whole job, including selection of music, 
recording, art work and finished covers, drop-shipping and warehousing. 
Not to be foxy, we’ve got all the details for you. Write or phone now! 


RCA CUSTOM RECORD SALES&<b 
155 East 24th Street — New York 10, New York — MUrray Hill 9-7200 

445 N. Lake Shore Drive — Chicago 11, Illinois — WHitehall 4-3215 

1510 North Vine Street — Hollywood 28, California — OLdfield 4-1660 

800 17th Avenue South — Nashville 3, Tennessee — ALpine 5-6691 


e A 16-page booklet describing | 


ducts family market research by 
mail through cooperation of 70,- 
000 nationally representative fam- 
ilies, plus giving an itemization 
of survey experience in fields of 
general product development, mar- 
ket potential, consumer knowledge 
and attitude and distribution re- 
search is available from National 
Family Opinion, 711 S. St. Clair 
St., Toledo. 


e A 45-page “Study of Male & Fe- 
male Influence on Cigar Smoking” 
is available from Fawcett Publica- 
tions Inc., 67 W. 44th St., New 
York 36. 


e Yuste Publicidad has published 
in Spanish a compilation of data 
on media costs and coverage in 
| Argentina. Additional information 
jon the study is available from 
|Roberto C. Presas, Yuste Pub- 
licidad, Bolivar 569, Buenos Aires. 


e A market survey on Saskatche- 
wan has been published by Trade 
& Commerce. Additional informa- 
tion may be obtained from Trade 
& Commerce, 365 Bannatyne Ave., 
Winnipeg 2, Man. 


|e Copies of a new automotive 
study on “The Impact of the 
Compact” are available from Tele- 
vision Advertising Representatives, 
666 Fifth Ave., New York 19. 


le A comprehensive study, serv- 
|ing both as a market and tv sta- 
| tion guide for the Quad-Cities 
(Rock Island, Moline, East Mo- 
line and Davenport), has been 
published by Avery-Knodel for 
WHBF-TV, Rock Island, Ill. Addi- 
tional information is available 
\from Ed Lawson, Avery-Knodel, 
720 Fifth Ave., New York 19. 


e National Audio-Visual Assn. has 
published the sixth edition of “The 
Audio-Visual Equipment Direc- 
tory,” which contains photographs 
and descriptions of more than 600 
different models of all types of 
audio-visual equipment. Copies of 
the directory are available at $4.75 
per copy ($4.25 if payment accom- 
panies order) from National Au- 
dio-Visual Assn., Fairfax, Va. 


e Wallace Publishing Co. has 
available market and media data 
folders on “Plant Management, 
1959-1960”; “Packaging Progress, 
1959-1960”; “Office Administra- 
tion, 1959-1960”; “Revue-Moteur, 
1959-1960”; and “Product Design 
& Engineering.” Additional infor- 
mation is available from George 
Keefe, promotion manager, Wal- 
lace Publishing Co. Ltd., 146 Bates 
Rd., Montreal 26. 


e A 32-page illustrated booklet 
describing some of the uses, char- 
acteristics and applications of 
Texoprint plastic printing paper 
has been published by Kimberly- 
Clark Corp., Neenah, Wis., and is 
available from merchants of Kim- 
berly-Clark printing papers. 


e A region-by-region guide enu- 
merating qualitative market char- 
acteristics, designed primarily for 
the food and drug spot advertiser, 
has been published by Avery- 
Knodel Inc. Additional informa- 
tion is available from Ed Lawson, 
Avery-Knodel Inc., 720 Fifth Ave., 
New York 19. 


e “Beer & Ale,” tenth annual sur- 
vey of beverage distributors and 
retail licensees in Philadelphia, has 
been published by the Philadelphia 
Inquirer. Copies of the survey are 
available from Inquirer advertis- 
ing representatives or from the 
newspaper. # 
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WELCOME 


TO THE HOME SERVICE MAGAZINE OF THE 60's 


Core on into the NEW American Home. Put your advertising to work in the produc- 
tive environment of the brightest, freshest editorial of any home service medium. Let 

American Horne’s new color, new photography, new wealth of ideas help you sell prod- 
ucts for building, remodeling, decorating, gardening and meal planning to 12 million 
home-inded men and women. There’s no better setting for selling in the Sixties. 


A Curtis Magazine 
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>: FROM ANY ANGLE...: 


You’re always ahead 
with the quality you get 
when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 


ElectrotypeseTravis R.O.P. Glass Mats 
Plastic Plates e B&W and Color Proofing 
Duplicate Photoengravings 


160 East Illinois Street, Chicago 11 « DElaware 7-1541 


Advertising Age, April 4, 1949 


Connie Gay Sells KITE, WYFE| Nashville Station's ”: 


Connie B. Gay, Washington, D.C. 


C., X 
radio ‘station owner and head of! Switch to Top 40 


|Town & Country, radio-tv show 
| packager, has sold KITE, San An- 
| tonio, and WYFE, New Orleans, for 
a total of $1,100,000, subject to FCC 
approval. KITE was sold to Town- 
send U. S. International Growth 
Fund, Short Hills, N. J., a mutual 
fund company, and WYFE was sold 
|to William F. Johns Jr., head of a 
broadcasting group which owns 
other stations. 


Mathes Advances Salimbene 
Nicholas V. Salimbene, formerly 
assistant media director of J. M. 
Mathes Inc., New York, has been 
named manager of the agency’s 
new Miami office, to be located in 
the DuPont Plaza Bldg. Rudolph 
Wahlig, formerly with McCann- 
| Erickson, has been named to suc- 
ceed Mr. Salimbene. Mathes also 
has named Steven M. Berezney, 
formerly with Erwin Wasey, Ruth- 
| rauff & Ryan, an account executive. 


You’re in 
eoein Indiana 
with the STAR 
and the NEWS 


When your advertising is in the Star and the News, 
your products are jn the stores and the homes of 
this $3.8 billion, 45-county market. 


The proof is in the food advertising figures 
for 1959. 72.18% of retail—81.79% of general 
food lineage was placed in this morning 


and evening newspaper combination! 


The Indianapolis Star 


Morning & Sunday 


The Indianapolis News 


Evening 


KELLY-SMITH COMPANY NATIONAL REPRESENTATIVES 


“ é ‘ Ria ae noe jinn Tee ‘fee ,' + 3 Fernie 
Poon) ae ee a 7 4 
att ise 


Draws Massive Beet mi 


NASHVILLE, March 29—Rock I, 
and roll music suffered a major n 
defeat last week, here in the e 
birthplace of “Grand Ole Opry,” >e 
when WMAK Radio § staffers, 
listeners and advertisers revolt- 
ed against a station format 
change away from “good mu- 
sic.” 

WMAK, which has been a 
“good music” stronghold during 
the past few years, converted to 
“top 40” programming March 
18, touching off a deejay walk- 
out and a storm of telephone 
protests. 

Fred Gregg, WMAK presi- 
dent, who acquired the 5kw 
station earlier this month, told 
ADVERTISING AGE that his “logic” 
in switching to rock and roll 
“was sound as the devil,” and 
“nobody was more shocked than 
I was to find out I was wrong.” 


s Veteran deejay Charlie Ed- 
wards threatened to quit during 
a morning broadcast Friday, 
and made good the threat dur- 
ing an afternoon show. Appar- 
ently taking their cue from Mr. 
Edwards, Don Carr and Bruce 
Todd announced their resigna- 
tions during the next few hours 
of air time. 

Bookkeepers and typists re- 
portedly were hurried into the 
sound studios to man the micro- 
phones. 

Management conferred with 
the hard put, but determined, 
staff during the afternoon and 
evening. But by midnight, noth- 
ing had been resolved. Adamant 
fans continued to harass the 
station in a telephone protest 
long after night announcer Bob 
Whitson quit in disgust at 11:05 
p.m.-and left the station silent, 
three hours ahead of schedule. 

The fast-diminishing staff 
continued its conference with 
Mr. Gregg into the wee hours. a- 
Finally the station president re- , 
scinded his rock and roll in- 
structions and sent telegrams 
rehiring the air personalities at 
6 a.m. Saturday. 


wn 
ynt 


® Roland Wolfe, WMAK com- 
mercial manager, one of the 
employes involved in the walk- 
out, noted that the station usual- 
ly doesn’t have much mail pull, 
but that the musical civil war 
spurred a “tremendous mail 
count” Saturday. 

He said advertisers expressed 
the same feeling as listeners, 
and several agency people 
threatened to drop the commer- 
cials of their clients. 

Mr. Gregg explained it thusly: 

“There was no intention on 
my part to insult the disc jock- 
eys. .. I told them of the change 
in advance. After they got to 
playing [rock and roll] their 
sensitivity was hurt. 

“My feeling has always been 
to reach the most people we can. 
I felt rock and roll was neces- 
sary. The phone calls caused me 
to rescind my decision. Every- 
thing is quite amicable at this 
point.” 


es Mr. Gregg said that as a re- 
sult of the rock and roll debacle, 
he will retain a professor from 
Vanderbilt University to make a 
study of the listening habits and 
patterns of the Nashville and 
mid-Tennessee market. + 


Price Heads Division Sales 
Moreton Price, formerly a 
sales director for the AC spark 
plug division of General Mo- 
tors Corp., has been named sales 
director for the new defense 
systems division of GM, based 
in Washington. Alvin B. Good- 
speed succeeds Mr. Price. 
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@ office of J. Walter Thompson Co., | 691. 
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NEW CAMPAIGN—Royal Metal 
Mfg. Co., New York, will use 
this four-color page ad in the 
May Architectural Record and 
June Interiors to promote its 
Arnot office furniture and par- 
titions, as well as Royal chairs. 
Anderson & Cairns, New York, 
is the agency. 


Nellson Agency to | 
Sell International | 
Phonebook Listings 


New York, March 29—R. A. 
Nellson, head of the Rochester, 
N. Y., agency bearing his name, 
has taken over U. S. represen- 
tation of International Tele- | 
phone Directory, a worldwide | 
listing of businesses and serv-| 
ices. 
This will be familiar ground | 
for Mr. Nellson, since his Roch- | 
ester agency specializes in Yel-| 
low Pages advertising in tele-| 
phone directories, billing $3,-| 
500,000 annually. 

International Telephone Di-)| 
rectory is published in Paris | 
in four languages—EngBlish, | 
French, Spanish and German. | 
Its fifth annual edition, just off 
the presses, lists some 500,000 | 
businesses and services in 125) 
countries. 

Each listing gives the name, | 
address, telephone number, re-| 
gional location within the coun- 
try and cable address. The list- 
ings are presented under some 
5,000 categories. 


2 ITD claims a worldwide cir- 
culation of 200,000. 

Mr. Nellson has formed In- 
ternational Telephone Directory 
Inc. to represent ITD. The di- 
rectory is printed in a 9x11” 
format and has a basic page 
rate of $1,000. ITD offices in 
Rochester, New York, Chicago 
and Hollywood will be handling 
the book. 

In pointing up the usefulness 
of the directory last week, Mr. 
Nellson noted that there were 
25,000,000 international tele- 
phone calls to and from the U.S. 
during 1959—and he said the 
volume is increasing rapidly 
every year. + 


Ormsby Opens Own Office | : 


Lionel (Red) Ormsby has| 
opened his own agency, Ormsby 
Advertising, with offices at 1122 
S. Robertson Blvd., Los Ange- 
les. Mr. Ormsby was formerly 
with the San Francisco News, 
McCann-Erickson, Charles 
Bowes Advertising and Shaw 
Advertising. 


Titus Joins Ampex Audio 

S. Champion Titus, formerly 
a vp and account supervisor of 
Batten, Barton, Durstine & Os- 
born, Buffalo, has joined Am- 
pex Audio Co., Sunnyvale, Cal., 


as manager of advertising and) 


sales promotion. 


|Leo’s Foods to Robinson 

Leo’s Quality Foods, Los An- 
geles, has named Robinson, Fen- 
wick & Haynes, Los Angeles, as its 
agency. The company, which man- 
ufactures five varieties of sliced 
meats, has distribution from the 
Pacific Coast to New Orleans and 
Kansas City. Initial plans call for 
the use of small space in 20 mar- 
kets, twice a week for three 
/months, starting in mid-March. 


has joined the Los Angeles tv sales | 
staff of Katz Agency, media rep-| 
resentative. John F. Brennan, pre-| 
viously with the Chicago staff of 
Headley-Reed Co., has joined the) 
Katz Minneapolis radio sales staff. | 


U.S. Erases Fox Tax Liens 

Tax liens totaling $1,688,797 
against John Fox, former pub- 
lisher of the defunct Boston Post, 


have been wiped off the books by | 
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Fast and Sure 


Here Tybe Can & SERVE You 


| Katz Names Brennan, Davis 
: Ronald C. Davis, formerly an ac- 
count executive in the Los Angeles | alleged 1953 income taxes of $332,- | 


the U.S. government. Biggest sin- 
gle tax lien was for $1,285,107 in 
income taxes covering the years | 


1949 to 1953. A second was for | 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


} 


From 5:30 to 10:00 a.m., WRC's Al Ross gives Washington listeners what they want. Ross’ early morning music and news program, 
“Your Timekeeper,”’ consistently attracts the largest morning audience in the Capital area. And WRC goes right through the day 
providing the special sounds of local news, adult music, regular traffic and weather checks ... plus . . . nation-wide and world-wide 
reports from the largest broadcast news organization in the world. Result: WRC delivers the buying public throughout the metro- 
politan coverage area. The Capital wakes ...and stays... with WRC because WRC is tuned to THE SOUND OF THE SIXTIES! 


WRC - NBC OWNED - 980 IN WASHINGTON, D. C.- SOLD BY NBC SPOT SALES 


SOURCE: NSI, WASHINGTON AREA, DEC.JAN., 1960. 


Washington wakes to WRC Radio \ 
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TAINT NECESSARILY SO! 


Lots of folks think Lubbock and the West Texas area are most- 
ly cowboys and Indians. T'aint necessarily so. 

We've got a lot of non-cowpokes too. 145, 000 of us right in 
the city limits with $184, 438, 239. 29 deposited in the banks. 


And wedearly loveto spend it for new and different 
products that make living better. 


LuBBock AVALANCHE-JOURNAL 
MORNING *« EVENING - SUNDAY LUBBOCK. TEXAS 
ROP Color Available All Issues 
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Hearst Boosts Lindner 

Dudley Lindner, a_ publishers’ 
representative for Hearst Adver- 
tising Service, San Francisco, for 
18 years, has been promoted to di- 
rector of the Pacific Coast sales 
planning division of the organiza- 
tion. 


Snyder Names Robinson VP 


Robert G. Robinson, a member 


| of the sales staff of Snyder & Black 
|& Schlegel, 
,merchandising and point of pur- 
| chase company, has been named a 


White Plains, N.Y., 


vp. 


30th metro market in 
.S., Georgia’s 2nd 


Over $7 Bilion 
net income yearly 


Now one, metropolitan Augusta, Columbus and Macon 
are Georgia’s #2 market. And what a bargain! More than 
650,000 population ... that’s yours with savings of 17% 
on each 10,000 lines when you schedule the Georgia 
Group. Saves time and trouble, too. For the Georgia 


Group is a package buy... one order, one bill and one check. 
Nail down Georgia’s #2 market with the Georgia Group. 


German Magazine’ 
Agrees to Drop 
Circulation Claim 


‘UFA Illustrierte’ 
Won’‘t Use 10,000,000 
Reading Circle Figure 


By Hazel Guild 


Municn, March 29—A German 
illustrated magazine has been suc- 
cessfully prosecuted for misrepre- 
senting the number of readers it 
reaches through “reading circles.” 
It was charged with competing 
unfairly for advertising. 

The German Assn. of News- 
papers & Magazines filed suit in 
district court here against UFA 
Illustrierte, a weekly magazine 
which claimed an audience of 
10,000,000 through “reading cir- 
cles.” 

The suit has now been settled, 
with the magazine agreeing not to 
use the 10,000,000 audience claim 
any more. For a short while the| 
weekly was withdrawn from cir-| 
culation. 


s The UFA magazine is part of a 
giant German movie combine 
called Universum Film Aktien- 
gesellschaft, which produces mov- 
ies, distributes them, owns theaters 
and publishes the illustrated to 
push its own films and stars. 

The suit revolved around the 
German “reading circles” and how 
many readers they represent. 

The “reading circle’ is a maga- 


Advertising Age, April 4, 196 19 


the packet would be too costl. 
hence the circulation of one read vs 
ing circle is usually confined to a 
town or its immediate surround- 
ings. ‘ 
The reading circle existed © 
Germany before World War 1 
and at the end of the war, whe 
the country was impoverished, th 
circles flourished. Now with th... 
economic boom in Germany, it’s’ 
generally considered to be losing 
circulation, since subscribers can 
afford to buy new magazines. 


in 
I, 


® Most popular of the magazines” 
distributed by the various reading 
circles is Kristall, which has 204,- 
140 reading circle subscribers and 
is distributed by 97% of the cir- 
cles; then come Frankfurter Illus- 
trierte, sold to 198,150 reading 
circle patrons, and distributed by 
94.5% of the circles; Der Stern, 
194,500 and 92.5% of the circles 
offer it; Quick, with 192,000 sub- 
scriptions and 91.5%; Constanze, 
with 182,480 and 87%; and Neue 
Illustrierte, with 176,900 and 84% 

It’s estimated that every read- 
ing circle copy has from 13 to 20 
readers. 

Advantages to advertising agen- 
cies of the reading circle business 
are two. When an agency buys 
advertising in any of the most 
popular “circle” magazines, the 
agency is informed of the news- 
stand sale, the subscription sale, 
and the reading circle circulation 
of the periodical. In addition, each 
circle sells its own extra insert 
advertising. 

To promote through the circle, 
an agency can buy direct inserts 
which go to all the 800 circles, or 
can concentrate its campaign in 


|one special area of the land, by 


buying in local circles. 


zine rental system that exists in 
Germany, 


cles in Germany, usually named 
for the individual 


zirkel, and they have about 2,700,- 
000 subscribers. 

Each reading circle offers its 
customers from eight to 12 differ- 
ent weekly or bi-weekly maga- 
zines. Individuals may subscribe 
to the service, and it’s especially 
popular with doctors, dentists, 
beauty parlors and other  busi- 
nesses which need new magazines 
for their patrons every week. 


# Each circle rents the identical 
magazines from 10 to 20 times. 
First user (who gets the latest 
issues of the periodicals) pays a 
flat service charge of about 2.50 
German marks (60¢) weekly; the 
last user (who may be getting 
magazines as much as 25 weeks 
later) pays about 40 pfennig week- 
ly (10¢). If the individual had 
bought all these magazines at the 
newsstand price, he would have 
paid from five to seven marks 
($1.20 to $1.68). 

Success of the system depends 
upon cheap transportation. A boy 
generally delivers the magazines 
at the first of the week to the first 
subscriber, picks them up a week 
later when he brings the new set, 
and’ delivers the used set to sub- 
scriber No. 2 on the list. Mailing 


Holland and Austria.) 
There are about 800 of these cir-| 


running the} 
system, such as the Schwarz Lese-| 


Each circle magazine is bound 
into a sturdy cardboard cover to 
protect it for the many times it 
will be thumbed through. And the 
agency buys space to put its o wn 
inserts inside the cover, in frcn¢ 
of the magazine. 


= One problem is that while th, 
circle will use an insert, it won’t 
guarantee in which of its mage;. 
zines it will be used—so it may 
not appear along with the most\ 
read publication. But if the agency, 
books space for six months or a 
year, it’s sure of good placement. 

When the advertising includes 
coupons to send for merchandise, 
it’s customary to add as many as 
20 coupons, to make sure that the 
first reader doesn’t clip the only 
one available. 

Inserts may run from postcard 
size to as large as the format of 
the magazine (biggest is about the 
size of Life) and may be a single 
printed piece of paper or a 32-page 
catalog. Inserts range in price 
from about 50 marks ($12) per 
1,000 on up. Agencies get a 15% 
commission. 

It’s estimated that 25% of the 
population between 16 and 70 is 
reached through the reading cir- 
cle circulation in Germany, so it’s 
important for the magazines td 
keep one of the publications, like 
UFA Illustrierte, on the right track 
when it comes to reckoning cir- 
culation. + 


© Wow! 


a 


- Just saw Purchasing Masazine’ . 
: _ presentation on the Ford Falcon. © 
What a oon for industrial ad 
“What a chance to advertise to and 
everywhere! 


In May 23, this veal? 


THE 


eorgiaQroun 


AUGUSTA Chronicle and Herald COLUMBUS Ledger and Enquirer MACON Telegraph and News 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


: Sis issue of Purchasing Magazine. “ 


_ Closing date? May 2. Want to om 
_ pose an ad? - 
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all to action from a leading American educator: 

“Over a third of our children 

are not getting a satisfactory education in 

the critical junior-high-school years.” 

For six months, Dr. James B. Conant visited 
junior high schools across the nation. 
He spoke with teachers and with pupils. 
He studied the curricula. Now the 
former president of Harvard tells 

what must be done to help children PEOPLE ARE THE PURPOSE—PEOPLE ARE THE POWER 
“at the crucial age.” A terse, cogent report 

in the current LOOK, the exciting story of people. 


“OUR CHILDREN’S CRUCIAL AGE,” in the April 12, 1960, LOOK is a sequel to Dr. Conant's 1959 LOOK article on U.S. high schools. 
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WCEL, already with the lowest cost per thousand 
impressions, is certain to do even better while the spring 
training and regular season games of the pennant 

winning Chicago White Sox are again being 

broadcast exclusively over WCFL. 


voice of labur 


E* | Lu 


““Chicago’s good music station” 


WiC 


Call, write or wire: 
STATION WCFL 


Marty Hogan, General Manager 
Tom Haviland, Sales Manager 


666 LAKE SHORE DRIVE + CHICAGO 11, ILLINOIS - 


MOhawk 4-2400 


NATIONAL REPRESENTATIVE 


Daren F. McGavren + 60 E. 56th St. « New York 22, N.Y. + PLaza 1-4650 
Chicago « Detroit « Los Angeles « San Francisco + St. Louis + Seattle 


LOWEST COST PER 1000 - 1000 ON THE RADIO DIAL 


(Out tome)) 
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POLL—Ernest 
Dichter’s Ins ti- 
tute for Motiva- 
tional Research is 
conducting a 


os = av. Presidential im- 
{ cet ‘ age poll among 

2 os / business leaders 

Ga. gear eS OO to see how closely 


their views match 
the general vot- 
ing population. 


Stevenson__ The person polled 
83 Sean i) — is et oe to ais 
3. Following is « list of mile relatives. Por each of the candidates, picture him related a 
te you. What is bet? up various geo- 
4 y Grematather =a. _ metric figures 
) mix  ___ (2) Stevenson___ (43) Kemmedy___ (#5) Jobmeon__ with the candi- 
p44} Rockefeller __ss—s« (42) Siymington____ ae) 


dates. For exam- 
ple, at top, candi- 
dates are to be 


personality. 


Most Likely Lanai Likelr . 
Sterne ia (53) Stevenson matched with 
va oe heavy circle, 
wn i (55) Rockefeller light circle, bro- 
| 6) que aes (56) ‘Symington “inniiieb ken line circle, 
| (50) stan sieiitieia (57) Wixon —_ etc., according to 
| (2) Somety —_  cmy _—_ definiteness of 
| (52) Hampton saaaieeiel (59) amphorey atmitala 


INDIANAPOLIS, March 29—‘‘It 
|happened like this...” begins 
|Guernsey Van Riper, as he relates 
\the life story of Sidener & Van 
Riper Inc. (now Caldwell, Larkin 
& Sidener-Van Riper), in a re- 
cently published 50-page docu- 
mentary. 

Mr. Van Riper, now chairman of 
the board, chronologically cites 
the events that brought him and 
the late Merle Sidener into the 
advertising business together in 
1909, and the subsequent history 
of Sidener & Van Riper. 

The two men, Mr. Van Riper 
reports, “declared ourselves to be 
‘publicity experts and conduc- 
tors,’ ” although “we knew nothing 
about advertising in the ‘agency 
sense.’ But we did know publicity, 
and we both could write.” 


= The two ex-newspaper men 
billed $3,849.15 that first year. “In 
abrupt contrast,” notes the biog- 
rapher, “just 15 years later, among 
our accounts was one that had a 
budget with us in excess of $1,- 
000,000.” 

Mr. Van Riper, now 80, relates 
that the agency attracted ‘scores 
of young men and women who 
“were loyal, talented, hard work- 
ers.” He mentions Allen Billings- 
ley, who became president of 
Fuller, Smith & Ross, Cleveland; 
Carl Ackerman, who became a 
noted foreign correspondent and 
later dean of Columbia Univer- 
sity’s School of Journalism, and 
B. Wallace Lewis, later to be 
business manager of Denver’s 
Rocky Mountain News. 

’ After World War I two more 
newspaper men, who later formed 
their own agency and then con- 
solidated with Sidener & Van 
Riper, joined the company—How- 


‘Biography’ of Sidener & Van Riper Tells 
Agency's 40-Year Climb from $3,849 Billing 


ard C. Caldwell and Storey M. 
Larkin. 

In the words of Mr. Caldwell, 
now president of Caldwell, Larkin 
& Sidener-Van Riper, “every 
worth while business deserves a 
biography ...to keep the record 
straight. It is a high privilege to 
have this one . .. by the only man 
who -can now write it out of first- 
hand experience . . . from the very 
beginning.” # 


NBC, ABC Sign Radio Sponsors 

NBC Radio, New York, has add- 
ed several new sponsors since Jan. 
1. They include Liggett & Myers 
(Dancer-Fitzgerald-Sample), half- 
sponsorship of “Monitor News” for 
52 weeks; General Mills (D-F-S), 
participations in “Monitor” for 52 
weeks; Electric Auto-Lite Co. 
(Grant Advertising), one-quarter 
of “News on the Hour,” for six 
weeks; Life (Young & Rubicam), 
one-quarter sponsorship of ‘““News 
on the Hour,” for six weeks; Lon- 
gines-Wittnauer (Victor A. Ben- 
nett Co.), one-quarter sponsorship 
of “News on the Hour” for five 
weeks; and Foster-Milburn Co. 
(Street & Finney), participations in 
“Emphasis” for 52 weeks. At ABC 
Radio, General Mills (D-F-S) 
signed as a participating sponsor 
on Don McNeill’s “Breakfast Club.” 


Luntz Named Copy Director 

Perry Luntz, who previously di- 
vided his time between editing the 
“Seagram Spotlight,” a publication 
of Seagram Distillers Co., New 
York, and acting as copy director 
of Seagram has become copy direc- 
tor on a full time basis. Benjamin 
D. Frost, formerly a brand man- 
ager of Calvert Distillers Co., has 
been named editor of “Seagram 
Spotlight.” 


“OUR #e«' COM 


PETITOR IS IN 
ALREADY!” 


Businessmen are becoming alert to the — 

sales potential represented by the 

increase in nursing homes and homes 

for the aging. They are growing at the 

rate of 2,000 beds per month and still 

a 70% increase is needed immediately. 
To find the details on this new 

market see our B P R D ad or 

write to . - - 


PROFESSIONAL 


nursing home 


THE MILLER PUBLISHING CO. 
2503 Wayzata, Minneapolis 40, Minn. 
Business Journalists Since 1873 
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Houston retailers are tough critics, who measure results at the cash — 


register. Evidence of The Chronicle's potent pulling power is 
demonstrated by the overwhelming fact that during 1959, 9 of the 
top 10 Houston retail advertisers placed the bulk of their advertising 
in The Chronicle. 


The Chronicle gives your advertising circulation where it counts! 


Chronicle circulation is not just a word, it's a vigorous, active selling 


force for your advertising. Remember... 


_.. in Houston, The Chronicle 


REACHES MORE PEOPLE... 
CARRIES MORE ADVERTISING... . 
SELLS MORE MERCHANDISE 
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THE HOUSTON CHRONICLE 


Read by More Houstonians Than Any Other Newspaper . . . 
The Chronicle isa MUST Buy! 


The Branham Company—National Representatives 


Be ys 
ms 
Rr i 
Pee 
cs. ¥ 
Shi ‘ J 
7m ae 
ve ee 
Bes oe 
ae ' 
af : as 
fi 
es 
Kan — r) 
: tee eis... i a ; 
Ce ipa — wee 
meagre i 
: #8, ; ess ye + : ¥ Si 4 2 om 
ax a “Se 2 4 « —\ - joe 
mere 3 js ; aera ee, 
erste T ae 7 N il 
ae are a * agli * _* : 
me . : F Dt ay 
-" ” ee, 2 
aE: OT Ned 
Ts hoy el, t ; i di, ’ ee oe 
os . —. tm —- oe J 
cons oo eieegerer sails . - . oes a . 7 
' “ 
ats i, 128 Bak I sy |S '@ + ‘ -_- 
aa I ~~ L . ‘ : 
. a $ - e 
P ; = od a 
Uo rom Bos ; itv, . a tZ . 
a ; ' m, “ le . & 
a \ hilo ao , 
‘Gels ~ a . a 4 at ae aa , 
nay ‘ae mY - . fi od 
pe ~ i ane - & $ 
RE: ss ; _— — ss 
eal i Ht ‘ %: = 
it E H ‘ gh 
Pale : ee See 
Sage : ‘ - : 
eae “y e — nem fe, ee are 
pease ts Site is At ae = é 
: _ at Re (2 ae 
jade aoe Fi. ES i “e irda eh ; 
ome ‘ie, ee 2 ~ 4 ) . Pee eee ee = 
Belge fe A E Son enc eee ane ; 
bi ae a ein Poe id ie se Pigs 
nee RES ae — ne q 427 oe pa er 
as mK if ae nae re ; po ai ee ren Oe a Desa 
ae, 2 eee ae Fl it i, ale ane ces oe 
of: 8 % Kg a, te fa eee: IEE RE ane 2 : sth 
is = << Be? ; ie: 
: ss } : a 2 M ‘~ igs ae 5 rf : i 
= ce ja: ge (Sern iz man 
a a aR a si ¢ t.. Re z . 
: : gee * o-™ — Pi ‘9 eee 
: : 7 ee eo wa. i -- = 
; # : A we: Lae - i. ‘ ee 
" . ier ON Si a as © ; s Bee Firs Ly 
. ee ¥ ss . BS a Pa: ; 
Pr . 3 : ‘i i, ye 4 
— a — os am oS om 
3 ie ot alll ee nae  gaiiecetiatS eet i e 
pia a —— ual ale goes ; i au 
nto 3 _ a PT e\ 3, - patiph is Fas is 
a oe % eee 2 oe eee pig ane he 
Mae 8 i Be, a po oat enn nf SOR aes ge Sat eet and 
see ie i % ee eae ee es eco > i oe eee a 
a ee ee Bape ie ae hae ie . eb =: ee oo Ls Att an 
Bla! i ees. area 2 San r aS ee 2 era Mates Sa ae ‘ 
A Ber Bi De ene Ga aah aa Moe i i= pisincevime cig ay — 
—— yee a j gee hale FE agg een eae Te i aero Sipe oe ae er 
acs ee se Nee at 2 ie Se Me ie 
i eer te Te ge can. ine Sr Ree ap sd ax 
oi on oe ee PR ea ea ce ogee 84. Se i ig } 
Ese Spo eR. ee ee ee es On ee Sie i < Saar ‘ 
pen a veo. ie eee es ais ak hide: ie omnes : ee hae Se Shas > > ae ae 
ay" cet ena Sette. 1 Sa share eee cere ee meee SS eetoetaat te 
; ——— be ie ee a oe: oe oe 
E ‘a ~ are Sia, PO at Cape Ree ee th | eget ee 
pees) : Wen as ; aA gle at me oe eee Sagar 
Be 8 ® eee - , Fa Ag os: Bet ss 
Spee ay teal Sage , oo) 
aes Q . ee sen TSC a ae 
oe Lage P a oe aa igi r 
Soe eights: leet. = aaa oS mee S; : 
meen ae Pe ge P ee a ees ve : 
ne Wer 6 ; sear Si iN aR sc - aueR EEA pie fe 
‘ASS ang j & * alee a, pane hee oo ae 
Seeger ee ee ae Sete nce Si 4 tng 
coaronen er Spike MRS ERE es: pits Be <2 3 
Ee ok. = on oad an eee a ee ee er gS a 
Beatin ae » ie ke a ee ey © SGA eae a ae ee nee 
a) 
" =r eed 
’ ie 
rie a 
Be ai = 
ares 
th 
ti a a 
ees 
2 
S35 
a 
ae 
. 
: ie 
Bog Ce ae + 
Siig Shy. 
Co yma ae 
eas 
an ee 
otal 
re 
pec a 
ir a emacs y 
* 
ee aes. lp OC : - . : 
ay 7 ee 
ae 7 a : ee oe~ 


30 Advertising Age, April 4, 1960 


D . attend. At least three releases dis-|it does not consider the product | ton to give the authorities “the full|is vigorously prepared to defend 
A e1zes tributed at the luncheon were re-| adequately labeled until the label | facts about our Honegar advertis-|this attack on Honegar as com- 
garded by FDA as evidence that| covers instructions for its use for | ing.” |pletely unwarranted and without J 
the promotional plan for the prod-|the entire list of ailments which Commenting on the beneficial| basis.” # 


Honegar Shipment uct seeks to utilize the medical| are discussed in the book. qualities of the “natural food’ | 


comments in “Folk Medicine.” products, the Babbitt statement |Edwards Appoints Keating 
pe 4 The FDA spokesman said the HONEGAR SEIZURE concluded: | Edwards of Canada Ltd, Owen jj 
as Mislabeled agency's position is that the tie-in DUMBFOUNDS'’ BABBITT | “We are sure that after the offi- Sound, Ont., manufacturer of elec- | 


with “Folk Medicine” implies the; New York, March 29—B. T. Bab-|cials of the FDA have all the facts | trical signaling, communication ] 
product is recommended for all|bitt Inc., the recent purchaser |concerning our Honegar advertis-|and protective devices, has ap- | 


U.S. Agency Irked by | situations where honey and vine- of Honegar, said that it was|ing, then they will reconsider the | pointed Frank F. Keating manager J] 
Pp ti I Link ¢ gar are described as remedies in| “dumbfounded” by the FDA sei- | precipitant action they have taken.|of marketing services. Mr. Keat- | 
romotional Link to the Jarvis book. The agency says|zure and was meeting in Washing-|On the other hand, the company |ing joined Edwards in 1953. | 


Best-Selling Book 


WASHINGTON, March 29—The| 
Food & Drug Administration moved | 
last week to prevent B. T. Babbitt | 
Inc. from going ahead with a pro-| 
motion for a new honey-vinegar | 
preparation called Honegar which | 
is being offered as a “nutritious, | 
zesty tune-up.” 

FDA was irked by promotional | 
material which links Honegar and_| 
the home remedies described in the) 
current best seller, “Folk Medi-| 
cine,” by Dr. D. C. Jarvis, of Barre, | 
Vt. The agency’s agents seized an| 
estimated $60,000 of the product at| 
Albany, N. Y., charging that it is| 
improperly labeled. 

The FDA seizure represents an} 
application of the “squeeze play” | 
technique which the agency has| 
used in the past. While the product | 
itself does not carry any question- | 
able claim, the agency contends) 
“mislabeling” occurs if the product | 
is promoted with material which| 
makes claims that are not covered | 
on the label. 


# An FDA spokesman said the 
agency has been following Hone- 
gar since Babbitt bought the prod- 
uct several months ago. FDA} 
stressed that it is not charging that 
any offense was committed by the 
publishers of “Folk Medicine,” but 
that it entered the case to make 
sure that Honegar is not promoted 
on the coattails of the best seller. 
FDA said it will contend Bab- 
bitt sought to tie to the book 
through references in streamers, 
pamphlets and display materials, 
including reprints of reviews of the 
book. One shelf display item al- 
legedly reprinted the cover of the 
book, with the slogan, ‘““A Vermont 
doctor’s bagful of health secrets.” 


s Part of FDA’s information came 
from a volunteer “consumer con- 
sultant” who had been invited to 
an “introductory luncheon” for the 
product in California. The “agent” 
consulted FDA, and was advised to | 
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HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


THREAT OR OPPORTUNITY? varnished truth about Japan’s thriving electronics in- 
Bemey Kingston, Merchandising Direct Top quality Japanese components, radios, electronic com- dustry from the inside in our May 27 issue. 
Your. wall ite one thing to. put” your puters and many other products have already captured They tell : Why Japan is concentrating on the U. S. 
ave fe nearly ONE BILLION DOLLARS in U.S. sales...annually. market. Which products. News about Japan’s brilliant : 
St gene pretest ec qerttens tents te Excellent quality plus low overhead enable Japan to and original design achievements. The position of 
omee, store ge give U. S. design and production men the toughest com- Japan’s trade officials. 
booming ‘fobiiion. DIRECT” SELLING petition for domestic markets in electronics history! Mature, thoughtful reporting that will help U. S. 
utives often ‘amazed to learn how ‘easy Competition that grows each year. electronics men to plan intelligently. . 
counties of the $0 states cau ie the pat GET THE FACTS! ELECTRONICS MEN WA 7 
inces of Canada. NT To KNOW! 7 
Let us ana i i i i iti 
set i ae rs a ed pagel bere gr dee rere 
mut Jb rear faler tested ‘lan fot nad. ; q ik cna eee ee 
Seen, “Smnere Blan start 14 wide McGraw-Hill News Bureau in reporting the un- facts. Only such understanding can lead to constructive 
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Anton, Jet Lounger to Yardis 

Anton Co., New York importer 
and distributor of Met-all metal 
polishes, and Jet Lounger Inc., 
Souderton, Pa., manufacturer of 
Jet Lounger reclining chairs, have 
appointed Yardis Advertising Co., 
Philadelphia, to handle their ad- 
vertising. 


Risk Joins D'Arcy, L.A. 
Lealand E. Risk has joined the 


Los Angeles office of D’Arcy Ad- 
vertising Co. as an account execu- 
tive. He was formerly a vp with 
Charles A. Mottl Inc., Beverly 
Hills. 


Wiggin to Petersen Publishing 

Arthur R. Wiggin has joined the 
New York office of Petersen Pub- 
lishing Co. as an advertising space 
representative. Mr. Wiggin was 
formerly with Davidson Publish- 
ing Co., Chicago. 


‘Savings Assn. Puts 
Reply Envelope 


Inserts in Magazines 


Cuicaco, March 29—Chicago 
Federal Savings & Loan Assn. is 
seeking new depositors by using 
business reply envelopes bound in- 
to the March 26 issue of TV Week, 
supplement of the Chicago Trib- 
une, and in newsstand copies of 


the March 26 metropolitan Chicago 
edition of TV Guide. 

The flap of the envelope con- 
tains advertising copy, including 
an offer of a private papers file for 
persons who deposit $50 or more. 


s Placing the envelope in TV 


‘Guide cost Chicago Federal $900. 


They were given a one-fourth re- 
bate on the cost of two pages ($1,- 
200) because 25% of the Chicago 
area booklets are mailed, and post- 


...SOLD IN U.S.A. 


action. That’s why the most influential men in American 
electronics will read the May 27 issue of electronics 
again and again...the best time for your company to be 


seen and heard from. 


PERFECT TIMING! 
You have a perfect opportunity to present significant 


- YOU CAN’T AFFORD TO MISS IT! 


Closing Date— May 6, 1960 


messages about your company, your products, your poli- 


cies ... your own ideas about “what to do” in the future. 


Ideas well worth the most careful, thoughtful presenta- 
tion. Get the highlights of this special issue in advance. 
Your McGraw-Hill Representative will be glad to help. 
Call him today. Make your message count. 


THE ELECTRONICS MAN “BUYS” 
WHAT HE READS IN... 


electronics 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, 
New York 36, N. Y. 


ADVERTISE IN THE MAY 27TH ISSUE OF electronics 


May 27, 1960 
electronics 


SPECIAL 


REPORT ON 


31 


al regulations forbid the inclusion 
of third class matter with second 
class mailings. 

The envelopes were placed in 
about 225,000 copies of TV Guide 
and about 840,000 copies of TV 
Week. The Tribune charged’ for 
two-and-one-third pages for the 
‘envelope insert. At regular one- 
time rates, this would cost $4,200. 


# Klau-Van Pietersom-Dunlap, 
Chicago, is the Chicago Federal 
agency. The envelopes were made 
by Columbia Envelope Co., Mel- 
rose Park, Ill. + 


Rank Sells Plastic Discs 


An unbreakable plastic record, 
¥ oz. in weight and .004” thick, 
has been introduced by Rank 
Audio Plastics, a division of Rank 
Records of America, 25 W. 65th 
St., New York. The record may be 
rolled into a mailing tube or in- 
serted in books and magazines 
without special equipment. Rank 
said it can be played hundreds of 
| times. 


Far-Reaching! 


| 
| 


Yep, gonna build a 
motel right here. 


on WCSH-TV 


Besides this fellow, there are 
263 other local and national ad- 
vertisers who know what to ex- 
pect from SIX’s “Far-Reaching 
Effect.” 

If you don’t already know, 
ask your Weed TV man about 
our 6 straight years of surveys. 


WCSH-TV 


f NBC for 


PORTLAND 
MAINE 
MAINE BROADCASTING SYSTEM 
WCSH-TV 6, Portland WLBZ-TV 2, Bangor 
WCSH Radio, Portland 
WILBZ Radio, Bangor WRDO Radio, Auguste 
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If you do business in New York you ought to know 


What's 
going on among 


eee - Sate er . ‘ * : 2 ee i ; . * 4 ot, ‘ 3 : ‘ ee 
‘ ‘ : 
¥ om 
: ea 
gee 7 
ee ae 
i 
; she 
ea oL 
ee . 
ie os 
> eee pons 
Ba, ey 
bh Soe" per 
Seek 
a : 
somes : 
= ame ; 
Bits: ac 
z ae 
- ae 
: a 
ge artes 
ae 
me see 
ey a 
aay ee 
ce es 
a. 
a m 
eh at 
k Eaes. 
i ; reo 
. me 
pag egy 
i a Gp 
ote sae 
a 2 pees 24 
Sete : 
eit re eke 
ane 
a ‘es 
os ge | eee 
ers 2 i 
regi vee 
puis ag aes 
Np eS pee 
oe os re 
‘ae fee 
Reh rea 
. > 
\ i) 
ee me 
esl ae 
mies ag 
7 oie 
oe ‘ ee 
“eae : 
oe 
“Ens 
eet ? 
ik wee 
ne Lae a 
eae eas, 
rake au ele 
a Kr a Ba A 
a : Ta pa 
pos ae 
te co. : cee 
“a a 
nn mt 
> ate ee 
oo See a 
ee 7 2 
aa is ees 
a tee < Bie I 
ae eee 
Bai Nes : bl 
ee F sac 
uh ‘ yan els 
pid : BORG 
«5 aia Ben! 
ae ae es Ba” 
eG P ea 
she ne 
ae f = 
ee i, ; 
a 4 
= ae 
; ie 
sy ij Hy 
f 
j 
{ 
a 
- 
} 
A. a 
= a 
eee ; : 
me 7 
« a) 
7 : 
| _ 
i 4 
ou d ; 
B ‘ ee 
; + me 
a } reas 
erp. k aie. 
ta thas 4 
rey eo 
es eae 
as F . 7 
Ae i by i 3 ¢ . dems i" a . - 
Be ae OS Fw Soar cn east get FY ne) teh eS SOMGCeM Rv reaMeeMe Ae mt Tne oe SR ee TST ey ag Lo (be Rea sotelh Song Oy Migr PEE ee one ate TAG Oy ean en ES ad, . : eesreria A! oe 4 
Be log eee Sel oe fe fe eet ee a oe eee Be Pd BE ie Seat” Eat ag Se eee ENO Mag at a Neg ae ae A VN Pee eS, 8 iy Spe thyme Uc) OT Sieg an Oe lees Ere hs een apnea, 
cee 
— 


Something is stirring in the New York market. 
A walk around town will show you. A drive 
through the suburbs will convince you. New York 
is building. New York is expanding. The biggest 
market in the world (by far) is growing even 
bigger. 


Something is stirring among New York’s news- 
papers, too. In a market as big and as busy as 
New York, nothing remains static. Things move. 
Things change. Wise advertisers change with 
them. Their newspaper habits change, too. 


Let the figures show you. Take just the past 
five years: 


IN ADVERTISING 


In the five years 1954-1959, New York City’s 
seven metropolitan newspapers gained 
25,097,200 lines of advertising. 

Of this gain, 15,932,365 lines were gained 
by The New York Times—more than was 
gained by all the others combined. 


IN CIRCULATION 


In the five years 1954-1959, The New York 
Times gained 87,954 weekday circulation, 
107,775 Sunday circulation.* 

The Times February Monday-Friday average 
of 684,871 was the highest February average 
in Times history. Its Sunday average of 
1,392,884 was the highest Sunday average 
in Times history 

The New York Times is the only one of New 
York’s seven metropolitan newspapers whose 
circulation today is higher than it was five 
years ago—and substantially so. 


*6-month averages as of September 30 


THE REASON WHY 


Now you’re wise enough in the ways of advertis- 
ing to know that these things don’t just happen. 
There’s a reason for them. We think the reason 
lies right in The New York Times. If you haven’t 
seen a copy lately, treat yourself to one. If you 
want to indulge yourself, just phone our nearest 


office and we’ll send you one—for free. Read it. 
Enjoy it. 


That’s what increasing numbers of men and 
women in the vast New York market — city, 
suburbs, exurbs—are doing every day. And this, 
in turn, is why advertisers increasingly depend 
upon The New York Times to move merchandise 
for them in this big and busy market place — 
everything from animal crackers to zithers. 


WHY NOT PHONE US? 


This also is why people—readers and advertisers 
alike—are spending more money every day to get 
the values The New York Times gives them. 
Advertisers, for instance, invested 90 million dol- 
lars in The New York Times last year —more than 
they have ever invested in any U.S. newspaper. 


Something is stirring in New York, don’t you 
agree? And don’t you think you ought to be tak- 
ing full advantage of it? All you need to get started 
is a phone call to our nearest office. There’s 
nothing we like better than telling you about our- 
selves, and what we think we can do for you—now. 


The New York Cimes 


“All the News That’s Fit to Print” 

NEW YORK: LAckawanna 4-1000 « ATLANTA: TRinity 3-1643 
BOSTON: Liberty .2-6579 * CHICAGO: RAndolph 6-3300 
DETROIT: WOodward 2-5005 * LOS ANGELES: MAdison 3-1266 
MIAMI: FRanklin 9-1601 *« PHILADELPHIA: LOcust 8-0280 
SAN FRANCISCO: EXbrook 7-5869 * TORONTO: EMpire 8-8681 
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- Panel of ‘Perceptive’ Consumers Foretells 
Sales Better than Random Sample, AMA Told 


CuicaGco, March 29—‘“The typical| one or two exposures to new prod- 
random sample used in research|ucts, advertisements and pro- 
|may be a very poor predictor of|grams,” he said. “It might take 
|consumer trends in fashions, pro-|the non-perceptive consumer nu- 
|gramming and other matters of|merous exposures to develop a 
\taste,” said Irving White, a psy-| crystallized reaction. 
|chologist and director of Creative 
| Research Associates. s “To use unselective consumers 

Speaking last week at the third | in panels means using a ‘lump 
seminar session on perception re-| sample’ that will say ‘yes’ to black 
jsearch conducted jointly by the | and ‘yes’ to white without feeling 
Chicago chapter of the American |any contradiction. The highly per- 
Marketing Assn. and the Univer-|ceptive consumer, on the other 
sity of Chicago, Mr. White said,|hand, is a predictor, because he 
“Research can benefit from a sam-|can discriminate quickly between 
|ple selection which utilizes the| that which he likes and that which 
‘perceptive consumer’ in predictive| he doesn’t,” said Mr. White. 
\! | problems.” Dr. Saul Ben-Zeev, also a direc- 
Believe it or not, you can get a reservation for any of these 54 hotels, even the four in Hawaii, in just 4 seconds via Sheraton’s | He indicated there are individ-|tor of Creative Research Associ- 
electronic RESERVATRON. Try it. Just call the Sheraton Hotel nearest you. This service is gratis. WRITE FOR FAT FREE juals in the avante garde of con-|ates, said, “The task of perception 


sumer behavior who are very|research is to enable the consum- 
BOOKLET: 96 pages to fill you in on the wonders of Sheraton Hotels in 39 cities (and to show us how this ad pulls). Address: needful of and emotionally in-|er to reveal his direct experiences 


volved with tv programs, products, | with a product, an advertisement, 

Sheraton Corp., Ad Age Ad #7, 470 Atlantic Ave., Boston, Mass. | styles, and other taste problems.|or a or pesmeaiae It is not =i 

| These consumers react after | deep into the instinctual recesses 

of his psyche, but to get a glimpse 

at how he gets value from his di- 

rect experience. 

“The way a consumer perceives 

a product is a better source of pre- 

diction that is its deeper, symbolic 

value. To get at such perceptions, 

it is often wiser to use consum- 

ers who are sensitized to their ex- 
| perience,” Dr. Ben-Zeev said. # 


at ( 
ALL 
THREE! 


The U.”.A., Hawaii and Canada are 
strategically covered with Sheraton Hotels — 
a whopping 54 in fact 


Spring Ads Announce Vycron 
Fiber Debut in Men's Wear 

The first appearance in men’s 
|garments of Vycron, a_ polyester 
fiber manufactured by Beaunit 
Mills, New York, will be advertised 
to the consumer during April and 
May. The media list comprises Es- 
quire, Holiday, New York Times 
Magazine, The New Yorker, Play- 
boy and Sports Illustrated. The ads 
will feature ball-players Whitey 
Ford, Harmon Killebrew and Bill 
Skowron, wearing the new fashions 
as their choice for off-the-field 
comfort and convenience. 

Copy says that besides being a 
wash-and-wear fiber Vycron rep- 
resents a “major breakthrough in 
eye-appeal.” This refers to the fi- 
ber’s affinity for dyes. Robert B. 
Grady Co., New York, is the agen- 
cy. 


Basford Names Four; 
Adds Auer Register 

G. M. Basford Co., New York, 
has elected three new vps: Sidney 
C. Lund, manager of industrial lit- 
erature; Herbert R. Harris, copy 
group supervisor, and Don Kar- 
shan, account group manager, pub- 
lic relations. Elaine Siebert, for- 
merly with N. W. Ayer & Son, has 
joined Basford as an account ex- 
ecutive. 

Basford’s Cleveland office has 
been named to handle Auer Regis- 
ter, producer of heating and cool- 
ing registers. Jayme Organization, 
Cleveland, formerly handled Auer’s 
advertising. 


Vaughan Named VP, Marketing 

Southwestern Industrial Elec- 
| tronics, one of the Dresser Indus- 
| tries, Houston, has appointed Rob- 
ert O. Vaughan vp of marketing. 
| He was formerly western regional 
manager of government operations 


Compliments by the sackful! ~~ 


Across our desk come letters of honest and before have I enjoyed watching television i aah edu sean 
sincere praise like the letter from the Navy as much.” The satisfaction of our viewers, we Se 
wife who wrote: ‘Your station has always af- as expressed by the volume and content of ; JUNE ISSUE CLOSES APRIL 20 
forded the finest entertainment . .. we have our mail, is more impressive, we think, i Orders and sample copy requests to 
lived in many parts of the country and never than any rating picture could be. EN eT Les 
Telephone HArrison 7-7176 


CHANNEL 10 - COCK-OF-THE-WALK IN THE PROVIDENCE MARKET MESSENGER» 


| 

28 £. Jackson Blvd. Chicago 4 
Represented by 
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Who reads 
CHICAGO’S AMER 


“As a Circuit Court Judge I am a very busy woman. I want 
an impartial and reliable newspaper and I particularly 
want it to be easy to read in a hurry. That’s why I like 
CHICAGO’S AMERICAN.The ‘Top News at a Glance’ column 
on the front page, for example, is a wonderful time-saver. 


“As a woman,I am naturally interested in foods and 
fashions. The AMERICAN fills the bill here, too, with up-to- 


the-minute features by Jean Cameron and Mary Martensen. 
Judge B. Fain Tucker 
has served as a Judge we - 
of the Cook County Read the AMERICAN? Indeed I do! 
Circuit Court for 6 
years. A graduate of een: ae 
the University of Chi- 
cago Law School, she is Qn. } naa 
one of the few woman ; 
circuit court judges in 
the United States. 


soe CHICAGO’S AMERICAN 


Hearst Advertising Service Inc. Wholly owned subsidiary of the Tribune Company, Chicago, Illinois 
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UN an IRE award winner for 1959 
® 


HIRE REMEMBERS THE MAN 


for Service 


And behind the cold statistics of 
the 61,957 circulation 
Proceedings now enjoys, are 
57,334 (ABC) professionally 
qualified men plus 13,976 
student members in 156 
Engineering Coileges, now 
awaiting your message in their 
own journal. If you buy space in 
the radio-electronics field, you 
should meet them. 


For a share in the present, 
and a stake in the future, 
make your product NEWS in 
Proceedings of the IRE 
The institute of Radio Engineers 
Adv. Dept. 72 West 45th Street, New York 36, New York « MUrray Hill 2-6606 
Boston « Chicago « Minneapolis « San Francisco e Los Angeles 


er 


Backing up a great government 
such as ours is a large and 
dedicated group of men. 
Among such men is Jack W. 
Herbstreit, Chief of the 
Tropospheric Propagation 
Research Section, National 
Bureau of Standards. To him 
goes this year’s Harry Diamond 
Memorial Award ‘‘for original 
research and leadership in 
radio-wave propagation.” 

IRE is happy to honor 

Mr. Herbstreit and all the _ 
other fine, outstanding men 


in government service. 


to this princ 
~made KOIN-TV one of the 
nation’s truly influential advertis- 
media. 


vestionable | indvadlicing ‘hea ; 
been consistently refused. On the 
other hand, no pains or expense 
have been spared to bring our. 
audience in and adjacent to Port- 
land, Oregon, the best in enter- 
tainment and information. For ex- 
ample, many live KOIN-TV pro- 
key are backgrounded by the 
Station’ s full-time staff eeshesiet 


bined with widest area coverage* 
and highest ratings, makes 
KOIN-TV one of America’s 
soundest advertising buys. 


One of the Nation's Great INFLUENCE Stations 

a Represented Nationally by CBS-TV Spot Sales 

; *7 of every 10 homes in Portland and 32 sur- 
founding Oregon and Washington counties. 


Advertising Age, April 4, 1960 


Getting Personal 


Clifford Sutter, vp and account exec at BBDO, New York, and 
four-time national men’s doubles tennis champ, has a new title. He 
and his wife Suzanne are now holders of the national platform ten- 
nis mixed doubles championship . . . Among those caught in the 
Tampa, Fla., flood this month was Alfred Politz, head of his own 
New York research company. His Tampa home was surrounded by 
water and he could have been seen calmly canoeing about the 
yara... 

Tom Jones has been asked by his publisher, Romaine Pierson, to 
revise his book, “Detailing the Physician,” published in 1940, because 
of renewed interest being fanned by the Kefauver senatorial com- 
mittee hearings. A former senior vp of Paul Klemtner & Co., New- 
ark, he came out of retirement last month to serve as medical pro- 
motion consultant for Kalak Water Co... . 

Stanley Fein, art director at the Rockmore Co., is showing his 
paintings and drawings April 1-14 at the Phoenix, one of New York’s 
Tenth St. galleries ... Stuart Duncan, ad manager of Lea & Perrins 
Inc., is producer of Sam Spewack’s off-Broadway comedy, “Under 
the Sycamore Tree.” He’s also handling the play’s advertising and 
promotion, of course . .. John Hines, tv-radio copywriter for BBDO, 
New York, did the choreography for Westport Community Theater’s 
production of “Annie Get Your Gun”... Also at BBDO, Copywriter 


Jack Brownell has sold The Saturday Evening Post another in his 
series of animal “interviews.” This one’s called “The Clumsy Little 
Pelican” 


BOSS OF THE YEAR—Jack Pitluk Sr. (left), president of Pitluk Adver- 

tising Co., was presented the Outstanding’Boss of the Year Award 

by the San Antonio, Tex., Jaycees. Ray Creek, Jaycee prexy, is 

shown presenting the certificate at the annual awards dinner, in 

recognition of Mr. Pitluk’s contributions to Jaycees and other civic 
and charitable organizations. 


On March 12, Victor J. Cevasco, senior vp and a director of Albert 
Frank-Guenther Law, started his 60th year with the agency. Back in 
1901 he was hired as messenger, general office assistant and news- 
paper checker... 

Susan Ostrom, daughter of David Ostrom, eastern manager of the 


‘Reuben H. Donnelley Corp., was married March 12 to Lt. George 


Erickson, son of George Erickson, exec vp of Doremus & Co... 
Margaret Katherine Deviny, executive editor of American Investor, 
and Jack Pacey, former ABC press chief now with Ben Sonnenberg 
Publicity Consultants, were wed in Washington, D.C., March 12... 
Also wed March 12: Andrea Townson, daughter of Douglas Townson, 
vp of the Gannett newspapers and radio stations, and Lt. William 
Lashar Jr. ... Also Audrey Lundell and John Roderick Wilson, mid- 
west sales manager for Continental Broadcasting, Wilmington, Del. 

. Lucille Gross, with the Bureau of Advertising, will be married 
this month to Ensign Albert Grossman . . . Elizabeth McCandless 
and Philip Reid Livingston, vp of Doremus-Eshleman Co., Philadel- 
phia, have decided on a spring wedding . . . Doris Gravert, Dancer- 
Fitzgerald-Sample, and Fredric Emersen Bensen Jr., ad manager of 
Canada Dry Ginger Ale, were married March 5 in Boston... 

Fred I. Archibald, publisher of the Baltimore News Post and Sun- 
day American, and a vp of Hearst Consolidated Publications, has 
been named to the commission governing Baltimore’s Civic Center 
soon to be constructed... 

Spouses: Anna Carolina Barringer and Otte Lucian Anton Spaeth 
of Foote, Cone & Belding, New York, are planning an April wed- 
ding .. . Advertising had nothing to do with it, but Susan Hockaday, 
niece of Margaret Hockaday, president of Hockaday Associates, will 
be married June 25 to Maitland Jones Jr., son of Maitland Jones, 


_ former vp with SSC&B, now a consultant. Susan’s a Vassar senior, 


Mait Jr. is studying for a doctorate in organic chemistry at Yale... 
The engagement of Susan Taylor and Richard Morgan Jr., an ac- 
count executive with CBS-TV, has been announced .. . Sylvia Anne 
Ray and Bob Shiver Hodges 3d, a market analyst with Henderson 
Advertising, Greenville, S.C., will be married in July .. . Ruth 
Pologe, eastern advertising and publicity director for American In- 
ternational Pictures, was wed Feb. 13 to Irwin W. Levinson, of the 
market development department of Morning Star-Paisley . 

James E. McGhee, vp in charge of U.S. sales and advertising for 
Eastman Kodak Co., was given a 40-year pin by Kodak president 
Albert K. Chapman, at a banquet March 9 in Rochester, N. Y. . 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 


Metropolitan Oakland (Alameda County) continues to show the 
dynamic growth that has made it the leading population center 
of the Bay Area. The buying power of the population is well 
above average. The result is sales leadership in major retail 
classifications and in total retail sales—a combination establish- 


Oakland 


Greatest Home Delivered Circulation 
in Northern California 


National Representatives: 
CRESMER & WOODWARD, INC. 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


COVERS METROPOLITAN OAKLAND* 


in the TRIBUNE... 


ing it as the most important marketing area in Northern Cali- 
fornia, centrally located for distribution to the West. 


WILLIAM R. BAKER, Jr., Chairman of the Board, 
BENTON & BOWLES, INC., New York 


Tribune 


*65% of the more than 250,000 families in 
Metropolitan Oakland (Alameda County) 
are Tribune subscribers 


Member Metro Sunday Comics Network 
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People looking for ideas 
the 


Better Homes and Gardens. } 


NOW 5,000,000 COPIES MONTHLY 
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When people with an urge to change things get to- 
gether with ideas that say, ‘“‘Here’s how!’’—that’s 
where a sale begins! Showing people how is Better 
Homes and Gardens’ major mission. 
You won’t find fashions or fiction or reports on 
world events in the family idea magazine. What you 
ee. will find is what nearly sixteen million men and 
a women readers look for each month—ideas. 


..where America shops for ideas that make 


s family IDEA magazine 


Sales-maker ideas from wall to wail in this BH&G kitchen! 


During the year, a third of America—the top- 
spending, family-centered third—turns to BH&G 
for ideas they can turn into action. Ideas they can 
use in their homes, their gardens, wherever they’re 
together as a family. This makes Better Homes and 
Gardens a very profitable place for advertisers to®e! 
Meredith of Des Moines... America’s biggest pub- 
lisher of ideas for today’s living and tomorrow’s plans 
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Switch to Lake Shore | 
for faster service! 


ELECTROTYPES * NEWSPAPER MATS | 
REILLVYTYPES * PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL.» SEeley 8-1010 | 


| ‘Scandinavian Times’ to Wittner | 

The Scandinavian Times, Eng- 
lish-language weekly published in 
Copenhagen for distribution in the 
Scandinavian countries, has ap- 
pointed Fred Wittner Co., New 
York its sales promotion and public 
relations counsel. 


Black, Little Names McAndrew 

John F. McAndrew, formerly 
with McCann-Erickson and Cun- 
ningham & Walsh, has joined 
Black, Little & Co., Newark, as vp 
|in charge of the agency’s new of- 
| fice in Princeton, N.J. 


Advertising Managers/ Advertising Agency Executives/Sales Promotion Managers 


here’s one POSITIVE step you can take that will — 


help you conduct more effective Sales meetings: 


The Dartnell Institute's Two-Day Executive Demonstration on 


Advertising Age, April 4, 1960 


Britain's Ann Ford Flashes Gams, Stresses 
Packaging, Says TV ‘Doesn't Sell Hosiery’ 


CHICAGO, March 29—A rich, leg-,Co. of the U.S., except in name 
gy, egocentric Englishwoman hung) and parentage, for which the 
up her housewife’s apron two and/|British company pays a royalty. 
one-half years ago and sparked a| Agency for British Bear Brand 


|marketing campaign that has tri-|is Masius & Fergusson, but Mrs. 


pled the earnings of her husband’s | Ford says it is used only for “spac- 
hosiery concern, British Bear|ing and placing and some artwork. 


| by American exporters, 


Brand Ltd. 

“I was wasting my brain keep- 
ing house,” Ann Ford told ADVER-| 
TISING AGE. Now she reportedly is} 
the “only woman in the world 
holding a top management post in 
the hosiery field. 

How do men feel about this? 
“After all,” she replies, “I’ve 
proved [to them] I’m right, haven’t 
I?” If by being “right,” Mrs. Ford 
means successful, then she has 
been right, all right. 


Her mission here and in New 


| York is dual. She has applied for a 
|patent on new packaging designs | 


for British Bear Brand hose to 
insure the design against copying 
and to 
see “what I can import into my 
j}own country ...if there is any- 


“HOW EFFECTIVE SALES MEETINGS ARE ‘Mh 05) pss io ter th 


PLANNED, 


PREPARED AND STAGED" 


April 26 and 27, 1960, Barbizon-Plaza Hotel, N. Y. C. 


Dartnell’s 1960 Demonstration Conference will be the 
best “meeting on meetings’ ever held, anywhere! Pains- 
taking plans . . . outstanding executive speakers .. . 
plus the expert direction of The Jam Handy Organization 
will assure the success of this ‘“show-how’ conference 
on improved meeting techniques. 


Whether your meetings are big or small .. . whether you 
are directly or indirectly charged with the responsibility 
for sales meetings . . . this conference is for YOU! It 
will give you a wealth of ideas you can use directly or 
adapt to make your meetings more purposeful, interest- 
ing and effective. 


THIS DEMONSTRATION CLINIC WILL INCLUDE OUTSTANDING EXECUTIVE SPEAKERS: 


“How Whirlpool 
Gets Two-Way 
Communications in 
Sales Meetings” 
Jack Sparks 

V.P. in Charge of 
Marketing 


“How Campbell Soup 
Saves Time and Money 
with Meetings 

that Travel” 

John A. McGlinn, Jr. 
Vice President 

of Marketing 


“How Brunswick-Balke- 
Collender Uses Meetings 
to Get Promotion 
Materials Used in 


“How Pontiac Builds 
Enthusiasm Into Product- 


the Field’ Announcement Meetings” 
Nat Wexler W. P. Holzworth 

Director of Marketing Sales Promotion Manager 
Services 


“How Hertz Corporation 
Uses Meetings to Get 
the Company Message 
to the Field” 

Fred A. Mudgett 
Director of Advertising 
& Sales Promotion 


“How Kelly Girl Uses 
Formalized Presentations 
to Sell Through 

Small Meetings” 

Tom Graham 

Vice President 


“How General Electric 
Used Packaged Meetings 
to Increase 

Distributor Sales’’ 

James Forbes 

General Manager 

Retail Sales 


“How Cities Service 
Uses Local Meetings 

to Train Dealers and 
Their Sales Personnel” 
Tom Jenkins 

Marketing Staff Assistant 


Executives from the nation’s leading companies will tell 
the “inside story” 
tual demonstrations will show you how to use such ad- 
vance visual aids as Open Circuit TV, Jumbo Strips, 
Stereo Sound, Mobilux, Blinker, Cinesphere, Flat and 
Bimatic. Members of the Jam Handy Staff will summar- 
ize the “do’s and don'ts” for each type of sales meeting. | 
Registrants will have an opportunity to ask questions of 
the Panel-Of-Experts. A full session will be devoted to 
Personal Showmanship . . . 
Humor to Present a Product to Liven a Meeting. A 
glance at the program will tell you why this is one meet- 
ing you can’t afford to miss. 


of how they use sales meetings. Ac- 


another on How to Use | 


“How Perfect Circle 
Uses Meetings to Keep 
Present Customers Sold”’ 
Cliff Storey 

Sales Promotion Manager 


“How Coca-Cola Uses 
Meetings to Up Sales in 
Foreign Countries” 
Frank Harrold 

V.P. in Charge of Sales 


“How Ford Tractor & 
Implement Division 
Makes Resort Meetings 
Pay Off’ 

Emery Dearborn 
General Sales Manager 


“How Ralston Purina 
Uses Meetings to 
Increase Sales at Retail” 


| been cut at least one-third 


we can’t do ourse Ives. ” 


She is unwilling to cite the ad 


budget figures of her husband’s | 


company, but is 
that advertising 


boast 
have 
since 
she joined the board of directors. 


quick to 
expenses 


@ Mrs. Ford’s newest 
idea—to which she attributes a 
“tremendous” amount of Bear 
Brand’s growth—is triggered by 
the apparent “magic” of USS. 
names and places to Englishwom- 
len. Each package—about 22 in 
all—is emblazoned with the name 
of a famous USS. city, sight, state 
or Broadway show. Along with 
the titles are illustrations. The 
package is trimmed in gold, and 
|somewhere in a secluded cranny 
| (placing is different for each 
package) Bear Brand hosiery is 
“softly” mentioned. 

On the reverse side of the cello- 
phane package, the stockings may 
be glimpsed, along with data on 
their dimensions, style numbers 
and shades. 

“Repackaging is costly,’ notes 
Mrs. Ford, “but nothing else will 
pay off so well.” 


packaging 


° “Simplicity is the soul of good 
advertising,’ she believes. There 
is nothing clever—‘nothing ob- 
lique’”—in Bear Brand ads, she} 
notes, adding, ‘““‘Women don’t want | 
to see a pair of legs drawn like | 
spaghetti.” 

In fact, legs aren’t used at all. 
Mrs. Ford doesn’t believe in show- 
ing legs when you are advertising 
hosiery, since “we all know what 
legs look like.” (Her own legs, 
however, have made many ap- 
pearances in plugging Bear Brand 
during her world travels.) 

And tv? “Before I joined the | 
company,” she asserts, “a great 
deal of money was wasted on 
television advertising. It will not 
sell hosiery.” 


John McGinty 
Vice President, Director 
of Sales Promotion 


THE DARTNELL INSTITUTE 


4652 Ravenswood Ave., Chicago 40, Illinois 


MAKE PLANS NOW TO ATTEND! 


registration forms for your 2-day Exec- 
utive Demonstration, April 26-27, 1960. 


, 

f Name Title 

i 

t Company _ 

| Gentlemen: 
8 Address = 

| 

i City Zone___ State 

. 

s 


@ RUSH THIS COUPON TO US FOR COMPLETE PARTICULARS 


THE DARTNELL INSTITUTE 
4652 Ravenswood Ave., Chicago 40, Illinois 


4 
| 
i 
Please rush me further information and iE 
3 
{ 
| 
J 


Mrs. Ford’s company has no 
|tie-in with Bear Brand Hosiery 


If they do come up with anything 


worth having,” she adds, “I'll buy 
ag 
Meanwhile, her own ideas on 


*| color, design, packaging, advertis- 


|ing and point of purchase material 
parlayed British Bear Brand earn- 
ings from £25,000 to £90,000 to 
£180,000 in three years. + 


Manning Named Coast Rep 

Paul Manning has been named 
West Coast advertising represent- 
ative of Applied Hydraulics & 
| Pneumatics Magazine, published 
by Industrial Publishing Corp., 
Cleveland. He will headquarter in 
the corporation’s Los Angeles of- 
fice and will cover California, Ore- 
gon and Washington. Before join- 
ing the company, Mr. Manning was 
assistant managing director in 
charge of the western division of 
| Business Publications Audit of Cir- 
culation. 


Chester Gore Adds Haymaker; 
Names Lerman Space Buyer 

Haymaker Shoe Corp., New York, 
has appointed Chester Gore Co., 
New York, to handle its advertis- 
ing and sales promotion. Lester 
Harrison Inc. previously handled 
the account. 

Florence E. Lerman, formerly a 
space buyer for Willard B. Golovin 
Corp., has joined Gore in the same 
capacity. 


Kelly Girl to Ross Roy 

Ross Roy Inc., Detroit, has been 
named by Kelly Girl Service Inc., 
supplier of temporary bonded of- 
fice help, to handle its mail adver- 
tising. The Kelly company has 120 
offices coast-to-coast, with head- 
quarters in Detroit. The account 
has a yearly volume of about $200,- 
000. Cleveland, LaRue Inc. han- 
dled it before. 


Larrabee Opens PR Oftice 
Larrabee Associates, Washington, 
has formed Larrabee Ltd., a pub- 
lic relations company, which will 
| service the agency’s clients and 
| Washington clients of Monroe B. 
|Scharff & Co., New York public 
|relations company. 
F itchette Named Manager 
James Fitchette, a member of 
the public relations staff of Phil- 
lips Petroleum Co., Bartlesville, 


Okla., has been named division 
manager. He _ succeeds Carstens 
Slack, who has joined Phillips’ 


| Washington office as manager. 


‘Baby Talk’ Offers Regionals 
Baby Talk, effective with its July 
issue, will offer regional editions 
covering New England, Mid-At- 
lantic, South, Midwest, West and 
Metropolitan New York. 


the behind- the- -scenes 
story of how Ford planned 
and pre-costed the Falcon 
will be told in the May 23 
Value Analysis issue of 
Purchasing Magazine. 


It's quite a story—seems 
they turned the whole 
cost control job over to 
Purchasing. 7 


Closing date? May  % 
Want in? Lots do! * 
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is ‘ 
| lars bound to succeed? And wre ial i\\ ooserve 
(Get? if you look at the history of advertsi"S 
| OF weakened their efforts (sometimes at critical 


seen in the forgotten trademarks of the past. On the other hand, there are advertisers who mounted massive adver 


© biggest by 


Slackeneq 


campaigns—costing many millions of dollars—who have failed to increase their sales. The question of the advertising 
appropriation should always be preceded by these questions: Do | have an idea which will sell my product? Has my 
agency been thorough enough to arrive at a sound selling strategy, and ingenious enough to express it in an arresting 


and interesting way? If the answers to these questions are “yes,” advertising tonnage can be regarded as an invest- 


ment, instead of an expense. Everything depends on the idea. Ideas sell products because—people buy ideas. 


New York * Chicago « Detroit *« San Francisco « Los Angeles * Hollywood * Montreal « 


Toronto * London + Mexico City * Frankfurt» San Juan * Caracas + Geneva YOUNG & RUBICAM - ADVERTISING 
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fhe 1 there 
vers. No travel fatigue. You arrive rested, 


1 best More than a millon women passen- 


» vibeation aboard 


mn all have flown um the 707 


fy will want to take next trp 


FIRST—This is the first in a series of 
four-color junior pages beginning 
in April in Ladies’ Home Journal | 
as part of Boeing Airplane Co.’s 
first campaign directed to women. 


Boeing Woos Femmes 
in ‘LH]' Campaign 
SEATTLE, March 29—Boeing Air- | 
plane Co. has the distinction of be- | 
ing the first jet airplane manufac- 
turer to launch a magazine ad | 
campaign directed to women. 
The campaign will begin in the 
April issue of the Ladies’ Home | 
Journal. A series of six four-color 
junior page ads for the Boeing 707 | 
| 


and the 720 jet planes will run in 
the Journal during the year. 

Each of the ads will feature 
illustrations and copy designed 
especially to appeal to a feminine | 
audience. Some will tontain ex- 
terior and interior views of the 
jet plane. The series is designed to 
familiarize women with the Boeing 
models. 


= Boeing decided to wamertalce | 
this series of ads following inten- 
sive research studies which re- | 
vealed the increasing influence of | 
women in air travel. | 

Ladies’ Home Journal will back | 
the campaign with an extensive 
merchandising program in travel 
and ticket agencies across the | 
country. The program includes 
point of sale plaques, display cards 
and booklets telling airline agents 
how to sell women on flying. The 
Journal also will initiate a mer- 


Pharmaceuticals? 


Here’s a preferred market- 


ata popular price: 

for less than 5¢ apiece, 
you reach 85.000 dentists 
in a magazine they read 
devotedly. May we give 


you facts and figures? 


ral Hygiene 


PITTSBURGH, PENNSYLVANIA | 


chandising program in department 
stores tying in jet plane travel 
with women’s fashions. 

Fletcher Richards, Calkins & 
Holden in Seattle and New York 
is the agency. 

The Boeing campaign in Ladies’ 
Home Journal is part of a larger 
jet travel drive scheduled by the 
advertiser. Other magazines on the 
spring schedule are Holiday, News- 
week, Sunset Magazine, The New 
Yorker, The 


Saturday Evening | 


Post, Time and U. S. News & 
World Report. # 


Researchers Weigh New 
Industry Research Group 
Four researchers are contem- 
plating formation of an industry 
research association—American 
Research Bureau, C. E. Hooper 
Inc., Pulse and Trendex. The new 
body would (1) help buyers use 
ratings and try to clear up mis- 
conceptions about them, (2) set 
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up code of practice for research-|on their rating methods. 
ers, (3) recommend uses of the | 
data in trade advertising, (4) help |Wickersham Heads SCI 
represent the broadcast industry| james C. Wickersham h.s been 
before legislative and other groups, | appointed president of the SCI 
and (5) retain outside sampling) qivision of Communications Affili- 
and statistical authorities to study | ates, a McCann-Erickson unit. SCI 
research techniques. handles sales promotion, direct 
The proposed project has grown | mail and sales meetings. Mr. Wick- 
out of concern over a bill intro-|ersham has been an SCI staffer 
duced in the New York Assembly | almost from its founding three 
which would require broadcast) years ago. He was previously a 
rating services to disclose full data | McCann account executive. 
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Networks Say ‘No’ to SRA 
Bid to Air Problems Together 
John P. Blair, acting president 
of Station Representatives Assn., 
New York, has received letters 
from all three ty networks in 
response to SRA’s invitation to a 
joint meeting to air common sales 
and program problems. The net- 
works said they didn’t consider a 
meeting appropriate at this time. 
All pointed out they have duly 
constituted affiliate groups to deal 


with such problems when they 
come up. This is the reaction antic- 
ipated by industry sources (AA, 
March 21). 

NBC’s letter explained that 
since the subjects proposed for dis- 
cussion involved sales and pro- 
gramming policies, for which each 
network is individually responsi- 
ble, it did not feel it wise to discuss 
these matters with competing net- 
works and station representatives. 


The NBC answer hinted there also 


might be a substantial legal prob- 
lem involved regarding anti-trust 
laws. 


Ayer Cup Date Selected 
Monday, March 14, has been 
chosen by lot as the date of issue 
for newspapers entering the 30th 
annual newspaper contest for the 
Ayer Cup, sponsored by N. W. 
Ayer & Son, Philadelphia. Papers 
submitted will be judged for ex- 
cellence in typography, makeup 
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and printing. Deadline for receipt | 
of entries at Ayer Galleries, W. | 
Washington Sq., Philadelphia, is | 
April 13. All English-language | 
dailies in the 50 states are invited 
to compete. 


‘Houston Chronicle’ Boosts Two 

Richard N. Merrill has been 
named manager of the general ad- 
vertising department of the Hous- 
ton Chronicle, succeeding M. J. 
Gibbons, who has been named as- 


For the past two years, WRC-TV’s average. share-of-audience (ARB) has been the largest in | 
the Washington area. The range and quality of WRC-TV programming is responsible for this 
impressive record—a record of audience delivery that makes WRC-TV the most productive 
advertising buy in its 57-county coverage area! Is this special delivery working for you? 


NBC ownedechannel 4 in Washington sold by NBC spot sales wret Y 


. 


HARRY B. WARNER has been named 
president of B. F. Goodrich Chem- 
ical Co., a division of B. F. Good- 
rich Co., effective May 1. Mr. War- ~ 
ner, former division marketing vp, 
succeeds John R. Hoover, who has 
retired. 


sistant to the advertising director. 
Mr. Gibbons joined the Chronicle 
in 1929. 


Alib 


BULLETIN 


1S the SUPER market 
for SUPERMARKETS 


NARGUS BULLETIN 


readers control their 
own purchases in 112,- 
000 food stores with 


annual sales of $24 bil- 
| lion, representing 44% 
of total food business. 


NARGUS BULLETIN 


reaches 80% of all su- 
permarkets (exclusive 
of national chains), 
50% of all superettes, 
all voluntary and co- 
operative group head- 
quarters and all mem- 
bers of National Ameri- 
can Wholesale Grocers 
Association and Na- 
tional Food Brokers 
| Association. 


NARGUS BULLETIN 


is the outstanding 
monthly magazine in 
the food distribution 
field. Published by Na- 
tional Association of 
Retail Grocers of the 
United States. 


ARGU 


BULLETIN 


YOUR SUPER-SALESMAN 
360 N. Michigan Ave. 
Chicago 1, Illinois 
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Media’ Law: 


To a seller of swim fins the pulling 
power of an advertising medium is 
equal to the number of swim fins 
sold. 

To media men, pulling power is 
influenced by several inter-related 
factors. 


The law or formula looks like this: 
Pulling Power sit 


Circulation Volume 
x 
Editorial Vitality 
x 


Reader Confidence _ 


6 2 
° 


-28°8 Osco eo. 


The larger measure of these ingre- 
dients in the Chicago Tribune ac- 
counts for the greater results pro- 
duced for advertisers. 


The Chicago Tribune, with a cir- 
culation 1% times that of any other 
Chicago newspaper, out-pulls the 
other papers by at least 3 to 1 and 
as much as 15 to 1. 


More Chicago families read the 
Tribune than the top five weekly 
magazines combined; more than six 
times as many Chicagoans turn its 


pages as turn on the average eve- 


ning TV show! 


Chicago Tribune 
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BANGOR 


AB.C. RETAIL TRADING ZONE 
MAINE'S LEADING MARKET 


H ’ I Seven of Maine's 16 counties in our ABC Retail Trading Zone ac- 
eres count for 38.5% of the State's population—35.4% of the Net 
most of your income. Send ter foctvel folder about this growing market and its 
dominant advertising medium, the 
. 
Maine sales 
are made 


... or can be made 


Bangor Daily News 


Maine's Largest Daily—73,760 (A.B.C.) 


Represented by JOHNSON, KENT, GAVIN & SINDING, Inc. 


HOW TO START 
AN ITCH 
(TO BUY) 


ice aK ate Biel Con ahale + rats ie yee Bo 


+ 


No need to resort to hairshirts, fleas or poison ivy. The kind of stimulation that results in sales 
is better aroused by Mass Mail. 


Mass Mail is the versatile new medium for advertising, sales and research. It combines 
the direct impact and individual appeal of a personal letter with the broad coverage of other 
mass media. 


It also allows the smart practitioner to predict the return from his mass effort on the basis 
of small, economical tests. 


Lemarge is one of the pioneers of Mass Mail. Over the years, we have developed scientific 
techniques for Mass Mail advertising, sales, market and product testing. 


This advertising and marketing know-how is backed up by technological ingenuity and one 
of the Midwest's largest mechanized mailing plants. We can address, label, collate and insert 
more than a million mailing pieces daily. 


Right now, we are serving some of the nation's largest advertisers and agencies in the 
planning, creation, production and processing of Mass Mail campaigns. We'd be happy to 
have you among them. We think you'd find it profitable, too. 


Mass Mail 


Specialists Pesce ess===5 


'LEMARGE! 


Loenenenasisipeséien eal 


Lemarge Mailing Service Company + 417 So. Jefferson Street » Chicago 7 
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Nielsen Network TV 
Two Weeks Ending March 6, 1960 
Cre me A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 21,289 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) «0.0.0.0... 19,707 
3 Winter Olympics—Sun. 2 p.m. (Renault, CBS) 2.0.0.0... 18,939 
4 Have Gun, Will Travel (Lever, Whitehall, CBS) ..............0.0.0...0000 17,538 
5 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 17,447 
6 Bing Crosby Show (Oldsmobile, ABC) ...........:cccccsscessessesseerserseneeens 16,769 
7 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ............0.000.. 16,724 
8 Bob Hope Show (Buick, NBC) oi ctastebageeiaigiaididnaihdias thnhghinawisdawaxineistdbins 15,413 
9 The Real McCoys (Procter & Gamble, ABC) ................cccccccceeeeeees 14,961 
10 Winter Olympics—Tues. 7:30 p.m. (Renault, CBS) 2.0.0.0... 14,826 
PER CENT OF TV HOMES REACHED+ 
Homes 
Rank Program (%) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 48.0 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) «0.0.0.0... 44.7 
3° Winter Olympics—Sun. 2 p.m. (Renault, CBS) ................ccccecees 433 
4 Have Gun, Will Travel (Lever, Whitehall, CBS) ..........000000000000. 39.7 
5 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 39.3 
6 Bing Crosby Show (Oldsmobile, ABC) ............ccccccccsseeseeseeeseeseenees 38.1 
| 7 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) .........000000000000. 37.8 
8 Winter Olympics—Tues. 7:30 p.m. (Renault, CBS) «0.0.0.0... 35.2 
© Ga PR Be Ft, BD Sch cicckraticrtabecsecicsinccissnscetrtsnnsoisaceins 34.9 
10 that Mason Show entiation a MUUTEE  spissesiacncbetsisovenayeinaindee 34.3 
| Nielsen Avesuse Audience** 
| TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ................0000.. 18,894 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 17,990 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) .......0....ccccceeee 16,724 
4 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ...........0000000008 15,504 
5 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ...... 14,012 
6 The Real McCoys (Procter & Gamble, ABC) ...........cccccccceeeeeseeeees 
7 Bing Crosby Show (Oldsmobile, ABC) .........:.:ccccccssesscssesseteeseeeenee 
8 Price Is Right—8:30 p.m. (Lever, Speidel, NBC) 
9 Wanted, Dead or Alive (B&W, Kimberly Clark, CBS) ................ 12,656 
10 Ford Show (Ford, NBC) 12,656 
PER CENT OF TV HOMES REACHEDt 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand; CBS) 0.0.0.0... 42.8 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 40.5 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) ..................00000 37.8 
4 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ................000 35.0 
5 The Real McCoys (Procter & Gamble, ABC) 32.0 
6 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ...... 31.6 
7 Bing Crosby Show (Oldsmobile, ABC) 31.2 
8 Price Is Right—8:30 p.m. (Lever, Speidel, NBC) ..............0.008 31.1 
9 Perry Mason Show (Several sp s, CBS) 29.2 
10 77 Sunset Strip (Several sponsors, ABC) ...........ccccccceeseeseseeseeeenees 29.2 


* Homes reached by all or any part of the program, except for homes viewing only 
one to five minutes. 

**Homes reached during the average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities used by each 
program. 


Elgin Watch Names Agency 
Elgin National Watch Co., trade 

materials-industrial sales division, 

Elgin, Ill., has appointed Robert- 


Caples Adds Three Accounts 
Caples Co., Chicago, has been ap- 

pointed to handle advertising for 

Arrivals Ltd. (cosmetics) and Stif- 


son, Buckley & Gotsch, Chicago, to 
handle its advertising. J. Walter 
Thompson formerly had the ac- 
count. Beside the use of trade pub- 
lications, greater emphasis will be 
placed on direct mail, merchandis- 
ing campaigns and public relations. 


fel Co. (lamps), both of Chicago, 
and Cicero Federal Savings & 
Loan Assn., Cicero, Ill. The agency 
also has promoted Ray A. Han- 
sen, Norman J. Phelps and Jack H. 
Stilwill to vps. William J. Nelson 
has been named radio-tv director. 


WE’RE ON THEIR LIST! 


It’s one of the largest shopping lists 
in business . . 
for nursing homes or homes for the 
aging. These homes, and there are 
more than 16,000 of them to date, 
need everything from bedpans to 
beauty aids. 


. made up by the buyers 


You can get the staggering facts by 
reading our B P R D ad or writing to 


- PROFESSIONAL 


nursing home 


THE MILLER PUBLISHING CO. 
2503 Wayzata, Minneapolis 40, Minn. 
Business Journalists Since 1873 
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Today’s marketing specialist knows that the 
heavy-spending consumers of the dynamic In- 
dustrial North and East, who generously 
expend their seemingly limitless buying power, 
are the decisive customers to woo and win in 
the struggle for national brand dominance. 


THE GROUP WITH THE SUNDAY PUNCH 


Within 227 counties of the Industrial North 
and East, where 26% of total U. S. Retail Sales 
are made, FIRST 3 MARKETS GROUP de- 
livers an audience of 44% of all families. 


Profitably apply a modern version of the “Pied 


bats 


ROTOGRAVURE » COLORGRAVURE 


BUYERS 


by the millions! 


Piper” by using a strong advertising campaign 
in FIRST 8 MARKETS GROUP to attract and 
win new buyers by the millions. 


To make your advertising sell more where more 
is sold... it’s FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New Yorx 17,N.V.,News Building, 220 East 42nd Street, MUrray Hill 7-4894 + CHICAGO 11, Ill, Tribune Tower, SUperior 7-0043 SAM FRANCISCO 4, Calif., 155 Montgomery Street, GArfield 1-7946 » Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Merchandising Ideas 


e A pocket-size 
Standard Gives digest of articles 
Farm Digest {rom farm maga- 
zines read by 


midwestern farmers is being pub-|Stein & Co., Chicago, maker of | 


lished by Standard Oil Co. (In- 
diana) for free distribution to 
farm homes. The new “Digest of 
Farm News,” which made its first 
appearance in March, is being 
circulated to nearly 500,000 farm 
families by Standard Oil agents. 
The publication will be issued six 
times a year. 

Included in the first 52-page 
issue were a woman’s page, sports 
article, almanac and _ horoscope, 
puzzles, tricks and games, 4-H 
Club and Future Farmers of 
America news, reports on farm 
prices and pending farm legislation 
and suggestions for better tractor 
care. 


e Retailers will 
Kites Boost 
Perma-Lift this spring, 


thanks to A. 


|Perma-Lift girdles and brassieres. 
|The kites, being supplied to dem- 
jonstrate the “lightweight and 
|cool-as-air” features of the new 
Perma-Lift Magicool girdles, may 
ibe attached to counter, aisle and 
|window displays. Included in the 
|'Magicool promotion kit are three 
|kites, a mobile unit, banners, 
|streamers and counter cards. 


e Reliance Mfg. 
Big Yank OffersCo., New York, is 
Burpee Seeds putting a little 

extra “spring” 
into its 1960 sales. A current pro- 
motion, begun appropriately on the 
first day of spring, offers pur- 


... from Amana, 


| chasers of Big Yank matched 
|pants and shirt sets an opportunity 
|to send for a Burpee summer gar- 
|den. With every purchase of Turn- 
|abouts wash n’ wear cotton shirts 
and pants, the customer receives 
a Turnabout tag which he may 


be flyin kite: jsend with 25¢ to receive the seed 
C1 hee» 3 collection, worth $1.55, according | 


to Reliance. 
Reliance is backing the promo- 
tion with facing half pages in Look 


|retailers which includes a sample 
| packet of seeds. 


e Armstrong 


| Booklet 
Pushes Pickles caster, has pub- 


lished a booklet, ! 


done in cartoon style, as an aid to 
|pickle packer salesmen in calling 
on grocery and supermarket ac- 
/counts. The booklet, titled, “I Ran 


|the Supermarket,” used a hypo- 


thetical character, the third assist- 
ant manager of a supermarket, 


who made a sales success with! 


pickles as a “big volume and big 
margin” item. It is available 


|May 24, plus a direct mailing to| 


Cork Co., Lan-| 


through Armstrong sales repre- 
sentatives. 


e A new color 
film that aims to 
show florists how 
they can get more 
business by telephone selling and 
promotion has been made available 
for showings to florist groups by 


Film Shows 
Florists How 


the Bell Telephone System. The | 


30-minute motion picture, “Cash 


Poa 


A friendly word to the men and women of the press 


now owners of the trade-mark Deepfreeze. 


Over the years you have been ex- 
tremely kind and generous in your 
news and editorial references to one 
of the outstanding products of Amer- 
ican industry. ..the Deepfreeze 
Home Freezer. You have helped to 
give it world fame and respect. And 
we sincerely hope you continue to be 
as generous as long as there are 
presses to run and news to print. 


However, for our protection as 
owners of a valued trade mark, we 
would like to suggest this—that you 
use the name Deepfreeze only when 
you are referring to a Deepfreeze 
Home Freezer. When you are refer- 
ring to freezers in general, we would 
appreciate your simply calling them 
home freezers. It is easy to do and 


*And both are followed by a ®. 


Deepfreeze 


HOME 


will keep your stories at their present 
high level of accuracy. 

As you know, Deepfreeze is now a 
division of Amana Refrigeration, Inc. 
—and Deepfreeze chest-style home 
freezers are made with the same su- 
perb quality and traditional Amana 
craftsmanship which have made 
Amana famous as the world’s leading 
manufacturer of food freezers. 


If you are interested in the ad- 
vantages of the world’s finest food 
freezers—upright or chest models— 
we cordially invite you to visit your 
friendly Amana dealer. He will be 
happy to explain to you how an 
Amana or Deepfreeze Home Freezer 
can contribute so m:ich to better liv- 
ing for you. 


FREEZERS 


Made only by Amana’ 


Amana Refrigeration, Inc., Amana 62, lowa 
World’s Leading Manufacturer of Food Freezers — Also Producers of 


Freezer-Plus-Refrigerators * Room Air Conditioners * Central System Air Conditioning * Dehumidifiers 


Advertising Age, April 4, 1960 


PICKLE STORY— 
Armstrong Cork 
Co. has published 
this booklet, tell- 
ing how pickles 
can boost grocery 
and supermarket 
profits, as an aid 
to the pickle 
packing industry. 


on Your Line,” stars Stubby Kaye, 
Broadway and Hollywood enter- 
tainer, backed by a dozen Holly- 
wood performers who dramatize in 
songs and skits the selling points 
of “flowers by phone.” 

Set in a florist’s shop, the film 
includes ideas on how a florist can 
increase the order, suggest substi- 
tute items, receive orders by phone 
and place long distance orders. 
| Florist groups may arrange show- 
| ings of the film by contacting their 
| local Bell Telephone manager. 


e West Coast 
‘Lumber Group Lumbermen’s 
Booklets Out Assn., Portland, 
| has brought out 
|an eight-page color brochure, “In- 
| dividuality in Home Planning,” 
that pictures houses in West Coast 
| wood and carries three-dimension- 
| al cutaways to show floor layouts. 
/Copy stresses individuality and 
| flexibility possible in architectural 
designs with wood construction. 
'The booklets are distributed 
|through lumber and building ma- 
terials dealers. 

As a result of inquiries growing 
|out of the forest products pavilion 
lat the recent Oregon Centennial 
| Exposition, the association also has 
|published an eight-page booklet, 
| “Construction & Analysis of Simple 
|Hyperbolic-Paraboloid Shells of 
| West Coast Lumber.” Photographs 
[snow how the pavilion was con- 
| structed, and the hyperbolic-para- 
| boloid shell is analyzed. With this 
| construction, spans up to 100’ are 
| anamenss covered with only two 
| layers of 1” boards. + 


Midas to Co-Sponsor Jack Paar 
Special; Will Use ‘Silent’ Spot 
Midas Inc., Chicago, has bought 
| half sponsorship of an hour special 
|April 26 on NBC-TV, with Jack 
| Paar as star and producer, and will 
|launch a new 60-second film com- 
|mercial for Midas mufflers, with 
only seven words of audio. For 57 
seconds the sell will consist of an- 
imated flash cards, shown with 
a soft piano music background. El- 
gin National Watch Co., co-spon- 
sor, originally bought the entire 
show (AA, Feb. 15). 

The new Midas tv commercial, 
now being produced by Animation 
Inc., is one of a series of seven 
| slated for spring and summer. Ed- 
|ward H. Weiss & Co., Chicago, is 
the agency. 


Borta Joins Banthrico 

Frank W. Borta has been ap- 
— advertising and sales pro- 
motion manager of Banthrico In- 
| ternational, Chicago, producer of 
|custom made cast replica coin 
| banks. Mr. Borta formerly was 
with Zenith Radio Corp. and Leo 
| Burnett Co. 


wae Associates Moves 

Denial Associates, Detroit agen- 
cy, has moved to larger quarters 
‘at 15926 Puritan Ave. 


@- WESTERN HORSEWAN 


. ce . 149 Advertising 
Agencies Placed 
167 National Accounts 


in Last 16 Issues of 
THE WESTERN HORSEMAN 


3850 NORTH NEVADA AVENUE 


COLORADO™SPRINGS COLORADO 
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PHOTOGRAPHED BY PETER FINK 


A 
“Metropolitan’’ 


personality... 


More and more people are better informed and better entertained 
through spending time with a “Metropolitan” personality— 
a personality like each of our widely-recognized properties. 


METROPOLITAN BROADCASTING CORPORATION 


205 East 67th Street, New York 21, New York 


TELEVISION STATIONS: New York WNEW-TV; Washington, D.C. WITG-TV; Peoria /Illinois WI'VH; Stockton-Sacramento /California KOVR-TV _ 
RADIO STATIONS: New York WNEW; Philadelphia WIP; Cleveland WHK; OUTDOOR: Foster and Kleiser. 
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S-P Names Import Managers 
Studebaker-Packard 


BROCHURES © CATALOGS © DIRECT MAIL 
ADVERTISING peaeecnes 


direct 
eat 


with 
ve ond finished art work @ Photogra 
and 

vpere Qn yord:ination and fo 
moke better advertising easter 


vo St., Chgo 11 
Metachrome, Inc. iH. Saebese 26802 


Corp., 


South Bend, Ind., has named two 
sales managers for its imports: 
Heinz Waizenegger for Mercedes- 
Benz and R. A. Baldwin for Auto 
Union-DKW. Both cars are han- 
dled in the U.S. by Mercedes-Benz 
Sales, an S-P subsidiary. Mr. 
Waizenegger and Mr. Baldwin 
have been with M-B Sales since 
1957. F. L. Armstrong continues as 
general sales manager. 


FREE! Fact-Packed Newsletter 
on Direct Mail Advertising 


Latest ideas, techniques and methods you can use 
for practical, proven, profitable mailing results! 


Keep up-to-date with all the newest 
developments in the Direct Mail 
field. This handy newsletter brings 
to your attention expertly analyzed, 
thoroughly tested ideas to improve 
your results .. . give you more for 
your mailing dollar! Published by 
The Reporter of Direct Mail Adver- 
tising, this unique FREE newsletter 
service tells you where and how to 
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OUTDOOR 


oe 
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Complete Your 
SELLING PICTURE 


get the facts and articles you need 
to make your direct mail produce 
more profitably than ever before! 
No need to search for the answers 
. DM Newsletter does it for you! 
To get this newsy direct mail guide 
regularly—without cost or obliga- 
tion, attach this ad to your business 
letterhead and mail it NOW to: 


The Reporter of Direct Mail Advertising 
240 Seventh Street, Garden City, N.Y. 


The Magazine of Busi Pr ti 


with an Ad Metal 
MERCHANDISING DISPLAY 


Shelving your product at the point of sale can be mighty 


expensive. You can lose your investment in other media and 


your opportunity to increase sales 


An Ad Metal merchandiser, custom-designed for your 
product, can close the sales your other advertising has 
opened 


Let AMDCO help put your product in Selling Position 


cove, ADVERTISING METAL 
j DISPLAY CO 


CHICAGO 50+ 4621 West Nineteenth Street / Bishop 1.1242 
WEW YORK 36+ 11 West 42nd Street / LOngacre 4.8255 


FTC Examiner Says 
Giant Food Misuses 
Ad Allowances 


WASHINGTON, March 29—A Fed- 
eral Trade Commission hearing ex- 
aminer held last week that Giant 
Food Inc., big Washington super- 


|market chain, has engaged in ex- 


actly the kind of offenses Congress 


/had in mind when it passed the 


Robinson-Patman Act to prevent 
big merchandisers from seeking 
discriminatory advertising allow- 
ances from suppliers. 

After more than five years of 
preliminary legal skirmishing, 
hearing examiner Loren H. Laugh- 
lin filed an initial decision which 
found that Giant tried to induce 
about 500 of its suppliers to con- 
tribute to a 19th anniversary sale 
in 1955, and succeeded in getting 
at least 150 to pay a total of $37,- 
875. The examiner said the terms 
of the arrangement were such that 
suppliers ordinarily could not make 
similar benefits available to other 
food stores competing with Giant. 


s Giant's officials 
nown, he said, 


have 
sup- 


must 
that many 


pliers paid the requested sums only 
because of its tremendous buying 
power. 


“It requires no great seer 


to know that a concern doing over 
$60,000,000 worth of business can 
exert an economic pressure 
its sellers, large and small, to 
obtain concessions that no small 
competitor could possible obtain. 
Mr. Laughlin said these subtle 
attempts of this very large buyer to 
obtain special concessions are im- 
proper. “Such conduct is one of 
the monopolistic types the Robin- 
son-Patman Act is intended to 
prevent.” 


spent slightly more than $15,000 
in behalf of the suppliers who con- 
tributed to the sale. A substantial 
amount, including $6,872 for radio- 
tv spots, was of no direct benefit 
to these suppliers,” he said. 

Since the original complaint in 
November, 1955, Giant has ap- 
pealed procedural decisions to the 
commission, and the complaint has 
been amended at least twice. FTC 


upon | 
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Cling Peach Ad 
Setup Seen Unhurt 


1 by Revolt Threat 


San FRANcisco, March 29— 
Leaders of California’s cling 
peach industry are going full 
steam ahead with their $1,250,- 
000 advertising campaign, con- 
fident that growers and canners 
will vote to continue the farm 


_marketing order which created 
s He noted that “at most, the chain | 


|}both here and 


has issued consent orders against | 


from several of the suppliers who 
have participated in Giant’s sale. 
FTC also has another complaint 
against Giant, involving deceptive 
use of list prices in comparative 
pricing ads. 

His decision is subject to review 
by the commission. + 


NOAB Shitts Personnel 


_ in Chicago, New York 


MAGAZINES 


Scripto A 675 
Service Station 
produced by AMD 


NEWSPAPERS 


National Outdoor Advertising 
Bureau, New York, has appointed 
John Hembre, formerly an account 
supervisor in Detroit, as an account 
supervisor in New York, succeed- 
ing Ben J. Eagan, recently named 
New York branch manager. 

Martin Conroy, formerly poster 
contract department manager in 
Chicago, succeeds Mr. Hembre, 
and Dwight Hooten, formerly 
manager of poster contracts in 
New York, succeeds Mr. Conroy in 
Chicago. Carlton McCarter, for- 
merly an assistant poster contract 
manager in New York, has been 
named manager, and Rudolph Ze- 
man, formerly field representative, 
succeeds Mr. McCarter. NOAB also 
has named Paul L. Richey, former- 
ly San Francisco branch manager, 
assistant to the vp, a new post; 
John H. Moody, formerly a field | 
representative, assistant office) 
manager in San Francisco; and) 
W. Douglas Lohman, assistant 
manager of the paint contract 
department. 


First TV Station in Panama 


RPC-TV, Spanish language tv 
station, Panama’s first and one of 
Central America’s most powerful, 
went on the air for the first time 
this month. It is estimated that 


the Cling Peach Advisory Board 
12 years ago. 

Spokesmen for the industry, 
in California’s 
rich agricultural belt, told Ap- 
VERTISING AGE that by May 1 
“all of the votes should be in 
and by that time even the small 
group of growers in the areas 
east of Stockton who are op- 
posed to the marketing order 
will have become reconciled to 
its continuation.” 

There are some 3,000 growers 
and 35 canners in California in- 
volved in the industry, which 
had a 1959 output of 571,000 
tons of cling peaches produced, 
distributed and promoted in a 
unique “self-help” program 
completely free of any state or 
| federal government subsidies. 


s The Cling Peach Advisory 
Board, which has headquarters 
here, and whose advertising is 
handled by the San Francisco 
office of Batten, Barton, Dur- 
stine & Osborn, is financed by 
an assessment which last year 
amounted to $4.80 a ton. 

Of this total, AA was told by 
William Hoard, advertising 
manager for the board, approxi- 
mately $3 is spent on advertis- 
ing and promotion. The remain- 
ing $1.80 is devoted to other 
| board activities, such as grading, 
quality control, research, etc. 


s Approximately 12% of par- 

ticipating growers have indicat- 

ed a desire to see the marketing 

order expire, essentially because 

they are opposed to quantity 

}and quality controls, AA was 
told. 

The opposition from this 12%, 
| according to peach board exec- 
|utives here, has “succeeded in 
welding the remaining 88% of 
the participants more closely to- 
gether . because every evi- 
dence we now have is that the 
final vote will be overwhelm- 
ingly in favor of the board’s 
continuation.” 

Under the agricultural act 
creating the various marketing 
orders authorizing establish- 


there are close to 10,000 tv homes | ment of the advisory boards, the 
in the Canal Zone and Panamanian | participants are required to vote 


republic. 


don’t count heads. . . count dollars 


slloen ; nd in Massachusetts 
e@ Consumer Spendable Income 
@ Retail Sales 


Sp pring gfield 


Newspapers: 


|every three years on whether or 
|not they want the program con- 
| tinued. 

| In its 12 years existence, the 
|Cling Peach Advisory Board 
has been a consistent user of 
practically every advertising 
medium. It pioneered in devel- 
oping tie-in campaigns designed 
to promote the sale of the 20,- 
000,000 cases of canned cling 
peaches which are produced 
each year in California. 


| 

|= The board’s total budget for 
| the 1959-’60 crop year amounts 
| to $1,750,000. Of this, $1,250,000 
has been allocated to consumer, 
| institutional and trade advertis- 
|ing. The 1959 budget was ap- 
| proximately $800,000. 

Much of the current budget, 
according to Mr. Hoard, will be 
j}spent on development of in- 
| store materials, direct mail, and 
| magazine advertising, with con- 
| siderable emphasis on joint pro- 
motions such as a fruit cocktail 
program with the pear commit- 
tee and two campaigns now be- 
ing developed by BBDO and the 
board with the nation’s dairy 
industry. 

Canners and growers alike 
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Look what you 
can dowtth hot 
cling’ peaches 

and hamburger | 


: $= 


ae 


| IAA Will Launch First Issue 
| Of ‘Int'l Advertiser’ June 1 
The International Advertising 
Assn. will launch its new monthly 
publication, the International Ad- 
| vertiser, on June 1, in time for dis- 
| tribution at its annual convention 
|June 1-3. The publication will 
|supplant the monthly IAA news- 
|letter and will accept a limited 
}amount of advertising. 
| Initially, five full-page ads per 
| issue will be available on a first- 


| | come-first-serve basis. Three cover 


| agencies. 


plans are under the direction of | 
Daniel C. Kaufherr, vp of Gotham- 
Viadimir Advertising and chair- 


man of the IAA’s newsletter com- 


mittee. 


ABC Adds 55 Members 


Audit Bureau of ‘Circulations, | 


Chicago, has added 55 new mem- 
bers since the first of the year, 
bringing its membership total to 
1,058. Included in the new group 
are 39 national advertisers and 16 


how Ford put the p.a.’s to 
work to pre-cost the Falcon. 


Sure—they're running the whole 


story in the Value Analysis 
issue—comes out May 23. — 


Closing date? May 2. Want to © 
expose an ad?  ) a 


| Positions will also be sold. The 

| basic page rate has been set at Dr. Pepper Names Simmons_ | 
| $200. The International Advertiser John C. Simmons, advertising 
| will be circulated only to IAA| manager of Dr. Pepper Co., Dallas, 
|members, giving it a worldwide | has been promoted to vp-advertis- | 
circulation of 1,380. Publication | ing. 


RARE—Hot cling peaches served 
with hamburger and cheese will | 
be pushed during May and June | 
in Better Homes & Gardens, La- 
dies’ Home Journal, Life and | 
McCall’s by the Cling Peach | 
Advisory Board. 


have been almost unanimous in| 
their approval of what the | 
Board has accomplished in ad-| 
vertising and promotion. The | 
growers who might like to see 
the cling peach marketing order 
expire, reportedly consist by 
and large of individuals who 
grow other agricultural prod-| 
ucts, such as walnuts, as well as | 
cling peaches. Their opposition | 
is based on reasons other than| 
advertising. | 

The cling peach crop this year | 
has been big, and prices have| 
not been what the growers con-| 
sider good. | 


# Growers located in low pro-| 
duction areas, faced with a de-| 
crease in their income from| 
cling peaches, have become con- | 
cerned with production and 
prices. It is this concern which 
sparked an unorganized effort 
to stimulate a large “no” vote 
on continuation of the advisory | 
board’s work. 

The peach picture in Califor- 
nia is somewhat complicated by 
a basic fact of agriculture... .| 
that there are two distinctly 
separate categories of peaches 
grown. One type is the cling, in| 
which the pits stick and must be | 
cut out; the other is the free-| 
stone peach, commonly thought | 
of as the fresh peach, which is| 
softer, and from which the pit 
can be easily removed. 

Both types of peach can be} 
canned, but because the cling is 
firmer and can be more easily 
handled, it is the variety which 
is used in great quantities for 
canning. The cling, incicentally, 
is grown only in California. 

The freestone peach is g?own 
in 21 states in addition to Cal-| 
ifornia and enjoys the promo- 
tional services of two groups, | 
the Advisory Board for Tree | 
Fruits, in Sacramento, and the) 
Fresh Peach Advisory Board, in 
Fresno. 


If it’s reach 
you want 


... Nielsen Station Index gives you all the dimensions 
you need for all competitive tv markets: 


¢ total number of homes viewing each station by quarter hour 


¢ total number of different homes reached by successive 
broadcasts and frequency of reaching them 


¢ detailed composition of each time-period audience 


NSI® supplies these useful measurements 
for both Metro/Central Areas and total 
station reach—with known and 
acceptable accuracy. 


Send for free specimen reports and descriptive 
material on NSI nationwide services 
covering every tv market and major 
radio markets. See for yourself why, 
more than ever before, decision makers 
are relying on Nielsen Reports. 


ZA 


s The Sacramento group pro-| 
motes the sale of freestone. 
peaches outside of California, | 
while the Fresno organization | 
devotes itself to in-state | 
tional activities. 

Approximately 5,000,000 cases | 
of freestone peaches are canned 
each year in California, but the 
two groups which promote this 
variety of peach are not in- 
volved in the marketing order CALL...WIRE.. 
under which the Cling gt « * 

Advisory Board operates. 

Competition between the free-| Nielsen Station Index 
stone and the cling is practically | 
nonexistent and the markets for | 
both are quite different. + 


. OR WRITE TODAY 
FOR ALL THE FACTS 
CHICAGO 1, ILLINOIS 

360 N. Michigan Ave., FRanklin 2-3810 


NEW YORK 22, NEW YORK 


a service of A. C. Nielsen Company 575 Lexington Ave., MUrray Hill 8-1020 


2101 Howard Street, Chicago 45, Illinois * HOllycourt 5-4400 MENLO PARK, CALIFORNIA 


70 Willow Road, DAvenport 5-0021 


U.S. Envelope Names Henry | 
U. S. Envelope Co., Spring-| hid 

field; Mass., has) promoted 

Thomas A. Henry from assistant | 

manager to manager of adver- | 

tising and sales promotion. 
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Schaefer Sponsors Racing 
F. & M. Schaefer Brewing Co., 
New York, (Batten, Barton, Dur- 


48 West 48th Street — 


Cl 6.4775 cr 6-4786 


stine & Osborn) will sponsor half- 
hour live telecasts of thoroughbred 
racing from Aqueduct, Belmont 
and Saratoga for 30 weeks, starting | 
March 26. The show, with Don 
Ameche as host, will be aired every 
Saturday at 4:30 p.m. EST, on 
WOR-TV, New York, WTEN, Al- 


bany, N. Y.; WTOP-TV, Washing- | 


ton; WBZ-TV, Boston, WCAU-TV, 
Philadelphia, and WHCT, Hart- 
ford. 


HUB OF AN ISOLATED 
TRI-STATE MARKET 


Qualifies as a Major Midwest Test Market 


QUINCY IS A VERY IMPORTANT FOOD MARKET. 
ft.) and National 


The new Kroger (16,800 sq. 


Food (18,000 sq. ft.) Super Markets in Quincy's 
recently opened 29-unit Casto Shopping Center 
make the Quincy Market TOPS for these great 
companies in the central midwest (exclusive of 


metropolitan St. Louis). 


ONE NEWSPAPER WIDE 


THE QUINCY HERALD-WHIG 


HAL CULP, Advertising Manager - Phone BA 3-5100 


Represented by the 


John Budd Co."’ 


50,111 asc CITY ZONE POPULATION 


ium that does the big job! | 
n years Metropolitan Phoenix food 


doubled to $179,454,000, > 
ome is UP 94% to $935,676, OC 


Ne 


The Arizona 


REPUBLIC 


‘Don’t ‘Service 


| 


|of the grocery products division 


when you think o oe 


Account to Death, 
Clasen Urges Admen | 


MINNEAPOLIS, March 29—The 
importance of the account execu- 
tive as the “pivot man” in the 
agency-client relationship was 
pointed up last week by Earl A.| 
Clasen, vp in charge of the grocery | 
products division of Pillsbury Co. 

Speaking at the annual meet-| 
ing of Twin City council, Amer- 
ican Assn. of Advertising Agencies, 
Mr. Clasen noted that it is possible 
to “service an account to death. 
But unless you can figure out a 
way to twist the tail of the con- 
sumer, you have no right to exist.” 

Mr. Clasen joined Pillsbury’s ad- 
vertising department in 1944 and 
was successively ad manager, di- 
rector of marketing and manager 


before elected to his present post in 
1957. 


s Drawing on Pillsbury’s experi- | 


ence with Leo Burnett Co. and 
Campbell-Mithun, Mr. Clasen not- | 
ed qualities the account executive | 
ought to have. 


. First of all, he said, the “pivot | 


man” must be loyal. “There is al 


hs a Hed, 


| 


|must believe in his job.. 


| tive should be able to sell his ad- 
|vertising without 


| “pivot man,’ 


WNOLDS 


power a car... 
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ALUMINUMS* 


power a light bulb. ..power a rocket 


W nepecice aseninen the singwlas metal that we very plural indeed 


PLURAL INDEED—Reynolds Metals Co. launches its new ad theme for 
its aluminum with this four-color spread in the March 28 Time. 
Campaign has the theme: “Reynolds aluminum, the singular metal 
that is very plural indeed.” The campaign will run in Business 
Week, Fortune, Scientific American and the Wall Street Journal as 
well as in Time. Clinton E. Frank Inc., Chicago, is the agency. 


.I don’t 
| want a man who can be had; who 
will flit from one account to an- 
other.” 


e Second, he must deal with facts. | 
“There is a lot of room for emo- 
tion in advertising, and I have re- 
spect for ‘feel,’ but this doesn’t 
mean account people should oper- | 
ate in a vacuum.” | 


|e Third, he said, the account exec- 


utive must be “fearless and forth- | 
right.”” He should state his case 
and stick with it. “I like contention 
as long as it has to do with issues, 
not people,” he said. 


e Fourth, a good account execu- | 


¥ : 
‘Madison Ave.) 


| superlatives,” and in his own way. 
Mr. Clasen said he _ objects| 
|strongly to “surprise” presenta- 


\tions which leave the client in| 


|the awkward position of having) 
| to accept or reject projects into | 
|which creative people have al-| 
ready put much effort. The good | 
’ he said, usually does | 
ja lot of pre-selling with the cli-| 
ent, which Pillsbury encourages. | 


form your friends,’ Mr. Clasen | 
| offered. 
e Fifth, the pivot man must have | 
|the authority to cut across lines 
of authority at the client level. 
Mr. Clasen said the notion that} 
| the account executive must speak | 
| only to the advertising manager | 
| is “strictly for the birds.” 


ie Sixth, the “pivot man” must be 


a “builder of men. He must see 
| that his men are working effec- 
\tively,” said Mr. Clasen. He must 
“mother hen them when they need 
mother henning” and “give them 
their due when they have it com- 
ing.” 


= Two new directors were elected 
to the Twin City council. They are 
Norman Best, vp and general man- 
ager of Campbell-Mithun, and 


John W. Forney Inc., both of Min- 


|lot of maverick in all of us,” he} neapolis. 
said, “but the account executive! Elected chairman to _ succeed 
must demonstrate his loyalty. He|George O. Ludcke Jr., of the 


Minneapolis office of Reach, Mc- 


|Clinton & Co., was George Alarik, 


of Batten, Barton, Durstine & Os- 


| born, Minneapolis. 


Paul R. Phillips, of Knox Reeves 
Advertising, was named vice chair- 
man, and Alvin Jaffe, of Jaffe- 
Naughton-Rich, was reelected sec- 
retary-treasurer. + 


FC&B Names Three on Coast 
George Anthony has been named 

media supervisor and Michael 

Lindsey has been named to the 


|ecreative staff of Foote, Cone & 
Belding, Los Angeles. Mr. Anthony 
| previously was media director of 
|Honig-Cooper & Harrington and 


Stromberger, LaVene, McKenzie. 
| Mr. Lindsey formerly was a copy- 
writer with McKim Advertising 
and Vickers & Benson in Canada. 
Alfred Shepard Boote has joined 
|the research staff of FC&B, San 
Francisco, as account research su- 
pervisor. Most recently a market 
{research analyst for California & 
Hawaiian Sugar Refining Co., he 
also has been with Dancer-Fitzger- 
ald-Sample in New York. 


| “Surprise your enemies and in- | John Shaw Names Three 


John W. Shaw Advertising, Chi- 
|ecago, has added three persons to 
its staff. They are William Casey, 
account executive, formerly mer- 
| chandising manager at Foote, Cone 
& Belding, Chicago; Peter Grum- 
haus, account executive, former]) 
account executive at J. Walter 
Thompson Co., Chicago; and Rich- 
ard Hazlett, copywriter, from 
Keye.; Madden & Jones. 


Bickel, Chandler to C&W 

Robert G. Bickel, formerly as- 
sistant merchandising manager of 
Bristol-Myers Co., products divi- 
sion, and H. Grady Chandler Jr., 
previously doing market planning 
for the Best Foods division of Corn 
Products Co., have joined the mar- 
keting and merchandising depart- 
ment of Cunningham & Walsh, New 
York. 


\\ Wo kidding 
tion | ever saw! | 


_ that will be! 
_ Publication date? May aka. 


~ Closing date? al 2. Wa 
- expose an ad? | 


- That one Porceas ik nisi ae 

has on how Ford put its Pur- — 
~ chasing Department to work on 

pre-costing the Falcon. -* 


What a story for industrial pur- 
chasing men. What an issue ; 
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THE LEADER IN FOOD ADVERTISING...BECAUSE 


The Chicagoans with more money 
to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily News has carried more food linage than any Their median income is $1070 a year higher than Metropolitan 


—: other Chicago newspaper—more than any other evening newspaper Chicago as a whole. What’s more, Daily News families are receptive 
a in the nation during the last fifteen years. Why? Because Daily ...93% of them read the paper at home and spend at least 35% more 
- News families have more money to spend on food and other items. time with the Daily News than readers of the other Chicago dailies. 


VS ae ES 


r ee : 
| 
F | 
= | 
ey j 
ge ‘" < 
Ra Base 
pie pigs 
oe ne it 
rit Ae 
Ei eee 
ms | , =e, : 
= | N ae 
en TaN 
os Su 
: Tees 
Nie 
Fenn 
me 
Q Pride Ps yee 3 . ona Ne il Pg Sean eres Sey: xan 2s ee Be: ys (2S eee a 
v » ‘ ; 
: > . F 
" ts ae Ae fa 2 A - o a 
® i . . = ae Te etTt x. “oe - ae 
i saa : > <A Pat aa Bax i Se * ES os ms 
ae ies Be, > J Hes 
hige. Ser. Ree tae ae x Le thea wey 
ae eg . ‘ . Bee ee Bore ee ty. ae ie sas ms ak 4 ; : 
. a , ; = B ae sy Oy mee Ary ich Sgr. Ree ; : 3 
rs “i 4 vs ¢ ~w oer ce: pa easy ; * ; 
pees pie 5 & ee Se on sf _ a : : 
. : : ~ a ? § , i | = ea bcd a ec < 
Cadi P ‘ om -~ —— ae .S “4 
tt eg é te eis = cee “/ aes 
all aden cK etal . : aiiieniitcmnn-aiiaon: ee 2 ont 
vos BE Ne “ > ¥ ae A _ ai Ba iS “=: 
ee my es ' - ‘. 
ew ae ss 7 ‘ % 
a ? . ee : 
ee Z Ae ie = . Wao [. ie “ > ae a * 
Halt Poe 4 
; - Yee ae ¥e a 4 oes 
4 ' : f te — i ay, .- 
: % eh fa ee * os) 
; ;, kame, Gewese ey 
70 J kell! od 5 ents 
i a Sit hes ae | : a 
at ee tate ote .& “ Re ja 
oe A pane semen ; ; - oo = ca fe ‘ y ; . is 
age a t — ¥ — Y eh * . : ee 
aes — \ 2 ae | age NW ov ~ a mia 
Bes aed Bee ae es ren ee ss 4 pe fine = a eared a Dec Sig: ara ae ee i 
‘ee ane 8 Wi eubenh a " \ ri Be se be et Keine ee ea aa 
Bark) se ae ; ten : ; ie ae the » SER eee ener te eae 
ad eolea a ae —_ a ors 00 to e racials SSSA wi 
=o eae : atte Bh <n oo ee gall” CBee ONCEET £4 38 “ 
a fap . Seapessinaucussensacsanaansessusiinaiensnansensemeseee ~ i = ~ = - a : : ~ 
Sa asi Or , 7 wae, re ” . cid 
ee Se cai ‘ie . re% Wy 3 ie a ‘ : 
Bt iter}. | - ' ets wae i 
oe ges ee “tide oy ye 5 ae 3 
= eee. is : i Ben FOOD BA: *.IRS TODIY ANB PSEIYY DAY an | ; a | bei ale ? 
: ae rae Re ’ " . SeeRiMn mrp ¥ ke 3, 7 
— a ee —_— : ; rr | ‘ } Tee <a ns See ON aaa = 
ad : 7 & beth ) 2 ha i r ae. 
Tes | . ‘ Wee te ~ & us F | i = ioe ten ete 3 fi Seas) 2 allan a 
eae — ae * foes oe ¢ See Se - Me! , D et , r) 5 : . - . = Seon E 
Bee Sa ; “if Ree iy te. : ee: Gee | } 7s , - = : y > : % Seg . 
: — ak eae tee h 4 uJ gail 4 89 a Yo 7 2 e ‘ 
e Ee ee See Oe a SNORE Be: ee a os : 
yi ee eo ee RD a EN in Oh 4 ee Ne ree “4% é tage : i g : , 
4 aye cao "OS_ eagcedegn anne a P . aw |. Ss aiiatinatie ” Pe , & re : 2 “ee, a 
~ 1 Wy Be pam e a Y x) Pre — y, 5) ee ; a x om te i = 
Phe ~ Bn iat) 2 Sn pee ERR ii ated = . é ‘ Pee eee edge. a 
akgeh a oe ' . Snned ee es ; Bi 
Bos, ee oud k asi ., y it) Seen a a 7 . 
Bis Asie a 3 wie : cate: WE eS ‘ er ~ 
a... I: vag rar -~ : ¥ VASA 7 ‘ ~ coe 3 
Be, 2 A i eon ; Saha ae ae vy wie : 
ae i > oo [Shee vi ali te 
ee rns Se \ ‘ * a , , Sees . 
ise a * \, “ . ee Mine oe ~ ; s 
Sarees q d ee Tee, bee ia 
anes - - sate Re iermeial sai . — re 2 i ead oo , ’ 
Reh ote Be re. TR 1 Re ee Y hn a ammeerepaet 2. cs cemadonal genoa per oat ee “te ats . E 
pe ; gesge ¢ ok ae sy Se eae Ye — : aes aad y Spl “ Se a sas “ pate . = my . 
. sie 4 rare Vie i ap Ss ry ee . ves cy bin a “ ~ 
7 , te aus aan ies ° 5 HOR Re uae a £ ae —— 
| — — Cans — 
t EASA, FES Tae . ee erga ee elas: Soir, 4 a oh aaa “— et ; . agercasoretes. <i t sti Taya sire ee ee ~ : ae ~ 
i Ri ein ‘ a = meat 3 - ai: DR ies 8k ‘ay 
et Rae oe th RE LE naa as ae ore 0 ee ae ‘ ; ; —— et ; 
oe eumairt TS oe a I Sl So ang nee % Bae ee = 6 ne, Mee Ne titre pnd on a St abi 
= Mn See 2 ee ee ee ee a eee, ie ee a oii ; 
: maine ss Saliapienne a a cual a ai gd tie La ee I es a an PS ase : 5 : r te ae : 
Re EO REE eat ae ga Seg meer Pro e Se nn aaaD : 
* ——————- — SPT sae a ce ee “aos ee ts of eet . Sin OER be he ee en Po rags ie See Ome ee ane AMS eal “ae 7 
, RPE oe Reet eens ee fk gee ot ae Se. etn ee GRE ee Sera a ee 8 VR eT a8 ae 
2 , 
nf sy 
aries 
2 : / aurea ‘ + _ feet : a : os EE tenia 
= : ai ig, ss vanits cea @ : al a A 
wast. 4 poms : 


I me ey rm 


al 


ee 
ne a eee neteemenmmenaammmmmmmmmmmmmmemmeiaiiie, i 
ee ee a. = 


<p ea Rye 


tis 
AT RAE NI ONE RE OE ALR : 
angen some nario cenit 


ee ee 


re ene a re 
Aa BRE et te 

a “ 

an AGAR NRE EA EATS RIES AE 

ee mato RRR 


a re apa 
REPS Ag 


semeanteinianctee ey nahn pete 
so amma as ecto 
i NSE Pt a AO Rs 


sty A canta 5 
ee ee 


ti Sun ee 
gists: etnies SU easy: cial ees: Tl, 2 
ae ee ee Bh ae ae oe Sere, basis Pain ee ps ben! - 
mS 4 Ta aaa aa es: be wh; a. : : # + a Ae? tae oer =r . ; 
ean a Spe By ree a ee ea 2 ea ere in ca i SO 5 stg. oe alae: 
co ie - Beh SE Bp SS eer a ae ae = Sele Eee par Me = esis co eis Bee 
a a fe eee OU a Uk 
‘ ie: cal See a it ls ha : vr a a a a 
; a ee : ; BS ; ee ae ; 
eo 
oh emerge ia es eset Pe nee a ieee aR ere eee Se oe ae 
i: r 5 tees “ : oe 
7 | sa hac a —_ Fg MIME, bes erg w ee ee re = see oe s 5 
et ores if 
ee; Uae a I a a os aoe avn esis a _ —, sn za 
a oe Sere. = rs ‘ OF cs seiggromes I gees 2 eee ao age P 
eat. SOR oe cael : 
a SiS ed ae . ees Se ings ote so UR BS + ‘ . — ; 
ae ee Sy : 
Be he eon eee « i HE Poel ad : - 
Mere ‘ates - f 
gad ae ay b SGM eee MMM — m peng i 
a oe ime & SS eee ee ae — me . - 
Bie rare : Se Sates ~ si : 
i = = ~ Ce ee A ROE . : 
ve eed eee, Be” a 
: , we oo ia edge F ne en ; “ — . onal : 
sea : Pee. ‘ E ee , — > 
a ca ge a . Ti ee Peis 6 ee wk le Ee MRR - Se 
Se yy en ‘ BF Cooks 4 i ia : At ‘ . a 
ae Tee oa iit Sa = a ee eae * nin . ‘ 
pie Me fu SE eeeoeeet — get , aia : 
me . lpn a cs eee eee se 
aaah eas i ess om 4 oe Ce pili. — - : a 
Ulibe "ae xg 5 Si ae ioe EA nt mead Ss ae F e & . ania I ret Wie tes . ty ieee 
_ pee OY e ee ees ™ wil eal Be ie — ste H = 
ars i abe ie . AI ve ilies : ple 27, alt 4 es [EE ‘ a drank tate * ae 
| Shee ee <naoa Pi hes 
Ra Ba BP ex ee E as eherew « So same se - aan ap tee pr ca a F eeaeaatll (ll SO cg . " eat 
‘ = ee aan aa el scnte s a0 x pipnirientenaninagn tng omy os as 5d salad gate iiiine oi Me ee ee et oe 
; oe | eed ae ae aa sn a oe ae il J x 
. ee oS he eee ee i. , " _ queens ; eee? ee: Ca as: =. a ‘icra: x ceceeceimmlmmamliatiat Sm gee 
NR SR ee pet re) = " " . 7 | os ae ae ‘ Ms 
ome a * os stemieiniien (ee RRR RRR ar ei ge a is i . eel AIP a = A nye ee 7 
“<1 re 458 vl —— . Sn tree ee a Fe ot hee i 
oy ee a ; ye "tae ama dlacaai iiia a in ll NS — ‘ irene * igs 
Jae By oo eaihieitles guanine ndnamamamienetline scp -- lana am A es % « a . oe 
ee vee et ned ee en ee et eee — velba tener. le ~~ sen. ° pi 
eae ee, ee + ee Poe . ssiaieetiaeiaaie alten ce 7 e 
ie Soe : sone A eg AMIN A Bee PER 3 _ een ite es le oe — 
: Sh vam, |e - oes Ce ae ae a see . Pee 
: AY oe = z - ~ mennemmenpeamnipegaan stan q Le ~ gt ee. ieee a a OG RH ae ae pn eC, consngeeaien . . CS 
. Bey 4 a cmaiiaiainensiinn - oe rca ’ Ne eee ae * ae le ee ne . cs 
as ee ! te : ome ae oe cieenipaaeenet ae eae a ea iin a: a, i$ 4 >is as lee a 
re ee ; — emmenpeiniial 2 jee Ee para : pect me elie: ll it son oe oa 
Sh ee 3 ee ~ “Saal = es nage . ae gaa ss mma oo : & 
‘ a ern = te, oe ; iy 
——— ae os : ’ euite i ie a 4 * 
ea . — _ 2 as —e a - ae = — H —_ i. “ 2 te we se 
see ea “ scetnemaaintinenl : ai “ " ~ a or Pd ee” “ sete ite: * 8 20 aw ue 
eure Ss —_— Ra: Se 7 f sabe ” F — = ee alte Big fag + ~ 
if oe | : ea ee ee a eee : 
ae ESC race ae ea ae > —_ * ~ ig Bs, i % —— el ee te a " mn te . . we ge. Gee ee 
ct ote Breall eae ee . o ‘ > ae wh — . os . a : — . | tee, Ss - ee er a 
St i ites Al eee — es ee. ncattinampaneaties 
‘a my ied ~ " ae ma on * * - Ram ba ies a a <a a a eons 6 — aera om « : 
5 rs ne . — _ ‘ , We 4 oo ai a aati sconce ntti: menial a a. mit an lle ine lle ae tn gg on tte is 
ed ¥ ori ie fe fone re a Se Se ae oe te pit ~ Ane wa OG. cs 
“eo cans P F ao ea te neil ” en 
= ' xe = * ate + eae ee ae — . g 
ae ee _ ea ss - " Pee, 4  arliirsiaa, . ae ie = —. a . aor ’ = “ on a 
anes . peg - ae. “ tee ae v= tee lll ie — _ — ° a 
as wits meni if a a oe —_* P4 eattcasety seein $ we ss : ‘ a _— : a! ~~ agp ‘ cq 
iets 7 ce — . Seemed aa a ssaaaniatiliees ao 4 ug en oe ra — waite on a 
ms ~ “ae spctage tet ia a ¥ . & 4 sa . 
Nee a a a onli etieneeiatiedl ee — é ; re oe ee - —— 
ae Loe 2 Py . oa anid ihe 0 at en eel erases | cS Ha —— © 
se ar, S , . : tn 4 IIE Ro oe mem See ean ie e — a witay janevamieat a 
Be Bie fp “ - oe to os a oe I al ena ~<a : - ‘ nnn mt et ce 
fo: EA : cael ondiineatians Barina ht ee lll a ma en Pa 
; F ° - ai ee pg anne ess - s v - at " f é 
: . — Seiten iain eeicetlecnaiaasicrmercn mene ae ‘ime runes * a saan nt ee Me he 
hs . tee on A . hate sn ceahaceaaiieatndlapans r 
: ne - — . ee a eenutiommmniacant yr aa Mitseterisie ecco sane eninge spacer cer eat tigers ~~ . ee ~a po oman - Po ta LS oe 
i “ 4 4 ied eS = — Rego. ri 7 
. = aati Le . ‘ ; — one — enpetrmmaneasnanegy Stee yi LATTE TS TT SSO taeaaie a oni etnies ‘ Aig 
i on ae ae + 4 2 “ , << ==t=—[—==—[——aa, $i  .. ....—————__—_—__——————e cen so gaging eye Ase cotati resem «oe ee canna 
hee eed ee 4 x a ee ee hig GEE Pa i 
fee ee: et - — mes . SS ee ee ear ee -ccomanauaaaniaisiasiiastiias tannin rae . einen : 
BREEN? | ree » ae — an, ae ae = siaieeennin seinen LLL LM LMM LLL en ee mks 
eeepc uh. J tay A eR Pr enn nce - ceil ‘ 
ic ae “Capel. a Be a > Ree Ua es tena Ae NR NE NE OC LT LL LLL LAE LS peasy tcc icnimcncnn ena 
5 (i o , re ene UE RS Ne eer OI REE i pea en 
alec eee wae m4 wm - - - . ee, a ee 2 TNR ie —_—__——= 2 ttn LLL AMBALA ALLL ce -tgseaiten se ecellacapecmael 
ies . nore Bees ” Peet ee TT a Se nT ee aN SSS TST sseeemieanciehnne caine - A eC zs 
ee ee es . : - hile gis Uo baa ALL eT TE eae a TERNS SINS: SOSIVSRRESE TET ace al - ore vs 
j F Ley = Bae ee ~ . rere 
eee reais oc Maas... ~ se ts “— <a a et) | AT EUTT er ee eT NH PAO CIO - re cares 
: Pe TY mary > s ‘ maemo —— Se irenesinghpnaianeennennmcnantnnescstapetate tT NP ee ATT AN AT ceaeeiaaneinets Se 
x : ne ae —.. vane pra ear Rencontres nen OAL AMAL LALLA IO er ie 
a Ae - ES A EL ETE Me a . eeiins 
Es ee pee pana tthe om i orem ta —————————E———— ail NL SB CEE NLA LE LENIN eae 
a . , al ee — ‘ wile 
a ea aie suenegnesm aberemans a ,. esa A Aaa ARTEL IEC NLL A OL ALAA LI cosets nies: cece AAA PONE A athena aia 
ih Fo Sg acon TnSeeaianaiie senate oe ALAA SS SIR ROO cet: AIRC <n Re 
com pg a ae a ea A a 7 sett ecco nen eR tN NE ORNS RRC AIRTEL oR RE LS ee vest ee SS ARE ER fe 
Pee 7 es “ . a Uh | ae meee eanmnennnintacantt LA A OIOO e —— 
2 ir. 4 or os inte sors at ae Bre a ¥ 
Fr i ee a nea * = magni — | 
? c 3 sa * i ninesienamimatpielaaaee ee) ap , et RO ROR a NU RE GR ARERR RI MOSCA SNR I am a re . —_ - cto 2 onlin <a ne 
* so) taal a . a “ i. lil AREA AN ANE _- a ame ma ee ponseoncmtingt ae aes wee meine — is SOI AD ee 
ey as ‘ea ple tadio eq ean ae ee PONE O are cee tate aR ERR eS re enna smegma ft A OO GOEL egigetiton alll e 
aN “i e “rel aaa a i edad . in! 
o ‘i bare Say ee a a “4 _ ena _ Clpcimesiet os a a RA OL LLL LE ie tech 3 
af These eters ei 5 EI cine ta ete nea one i Stee ee ee 
an i Be csorier hem i, 3 a See sleet nm mc tet TI a Sener LR NE ene at —— . ta 
ie ey Be , a _ = —-. a em ene ee Sen 
: nh ia ie a a Siaeenenaine 4 S “ sie pinata tee men A RN Cl . . : emereancatatet sass cteniiceccacens wcetieteiitam ea 
fhatin x6 epson: y a Nae ag lp em. ey 5 bapa, — ‘ ‘ pron - ee: 
ae ela on a Ph ¥ — pamenand oe! A" = tad et eC AEA NS a Pair oe 
ages iene ja ay Se 4 * i 3 a - a oe ee ae eee a tate ae aiid, 1 eee ae ee a a RII nae i if ie 
fence ae reais = w . a . .  — iimiaaemmmiaaaiaamaiaaiiaaital, amma, | ht TTT eens aoa eon ecgeensiamae prac te 
he . OE, _. cae ee La eel Ta ee Des scis 
eee wee * » i: a6) be . 2 ee “a gpalmemamapaal Ca aionarien,. ee som pn natin: emt RN  enianinaiiiies, te 
ae et eee ete . * - “ i ee... -_ 4 4 - Se er ern" a sa ann 3 soersals . a cama. sade Mental 
Bo itaa yt eee Yas > ya t ane teh ees TA ARI et omen ——— ————E—— 
sae etic sete. o'4) ‘ z : ci eit a ee oe Silas" - Pegi aeeoes 
els Gree cunts ate “ 4 ln, Se en » oer : seme wn lll a Oe a | 
ile pa ee ae we . a a pene eat A ao a al ote ee) lanes ‘ ems = ae ail 
; Agee Ses ee a , ‘ 5 yc aa cen. mis Be ate _— dah oe ee : . mene tea gt ae 
athe aS S sacurratae eas 3 ph hie a sila so ag ae aed 3 i - mae ii arm 
pie c Toate : a e Te Pag —— a a) a , — ns ~ ON A IT — 
ae ae : a fs ae ae Se ee Pe ames - he ee eenanstnne anaes cmmmaaiaan i — ii 
mi Dek ol Pea elle “f 2A fstb 3 >, & . =a ce UL ee p a a cee: aa Seatac tgs nt AE ESE A tt a 
oe pence Si diy “t a a “ee nt - as - é os 4 ey eraes p-) me Ae Oar . ¥ aie a “2 ete ag ee a Ae atte Neen ey Tan neeiinamaiiaiien dutty. er 
= ose pe af - ite - + rae Sa ait z ae.” en , . sreelar ne gpm neonate Baran cer nena senna an = m8 Ame a el sae 
eg eee ix . : i Z a ~ %.. ee ae an ‘Mg : Pion canine a no A Aa TT ee ti ee ——— a TT 
cid Dee yc i il - ° i : “ suey ae ons I ear nant eR A ial tech ill 
eS es eee: -— : " s aaa eater niente rma a TM A _ Sa ST eee sor ia ete eee ae la ae 
ee Poets Ses es pica ‘ - te lan as i ARO A AOA ALE A AEA OER tan ihaapiect ent RE BO eT ery. 
Bech’ glam roe te . - a Wag ~~ A aa aT desnaaeaiinmiaite sri asinine NN AIBC AE te A lle shone 
‘i Pee ee Sa |: - . i - a Ul hh A A ASS Fae eee cncemaeenvaiemiannienypesianiyin sta a 
ie ee hea > et ers UC —_: LALA LLL AAAS A OEE AE A OS —————— 
: : ‘ E IN tN es me See eeaiianmambeadlan ee deme 
aes 3 eas . ements a Rash : Le ee tomon. Ria ae 
oe seeed a o Ze wencineiniati 7 z RE Sarees ee ti ca Buc: 
faa Tey i Nie ° ed EEE . See . hie av -_ seuaenenaneenenetaametiel areas er a... s we 
Pe i rtd EY pemeieh ae 4 ae re a i © a aida sean tenses catatonia — coi — 4 Spree an 
— _ ee NEE ogee oe a mens - = Fi ue wo ee  cemeoman- «=o RNG I “ ™ ¥ re ee 
‘ — ee oe en - scans  ntiien a tee es el I SC SIENNA . stl, m eee 
% P a. ” cs we a Re ad - * en Seat TO LALOR LL se Ri: ca eae aaa i 
: :  — ae Pie ie “ - 0 ee Palins Atiesssieitiecncenete eit oe ne acc m  k EIS ean Baxl 
: : oe ~ = Nuit Sin, as ne : a 
“ mee el = e See wy . — sit ” “ 
ate eis , a E = 3 Be ik 5 iam a ieee ~ ~ »« i 
’ as ‘J a 4 — i ~ - ne tre nen 4 - 
“) a EB Be me : - a eon . ea te t ‘es : eT sone was nee to <nvimepemmnennngpall ea gy ea 
ie es a ‘ —- — et z coat oe ga oh ey : —< 2 
ei eee: Ti ae * eavtenn ~ He aoa SE ia i iy tap ates 2 ae ne a _  ———— . ete Se ii 
sea ney eee a eee ~ mean cot on sme es ~ «iil a rs ee Se i a ae a a 
5 omer! a Pays cn boecal “ wis ae “ — nate — ees — Sa or ae at i Re iahipiteetiaer nee Oe ns ge " é ek teas 
a —— enn eee — — lle is a 
; SS ae ae - ~eiaingunenenineneameinaeinmmemen 2s ENTREE i aeadied . 4 oe Se Eon ae a eee 
ge ee! hy ta eat en nT amemnnenaiantindini oi IMR ae — Sa sete aan oe, esas tape ‘ aie Ae aie 
Piece... ies Sram piese ae Pi on othe) emt Ne eeeee te So SAA te RR e  — ional Fs ee age a: eine ee a er ee iii. i ieee 
a ee oe ed os Ree oe ea . US ERNE cep etna er NR A  — ane es 4 Bie oo pot oe oro ll ee ete en eS Tics 
are an oe gee Se aes ve . sheen este eee nee EE eS TREC ei SMS Sot a se 2°) a ie ey ee Bie. Oro aaa eee il niente Aenea” soma AR aN mo z ae 
ee) ames he hy vy ee . ese cartcemesa reper nate cease meena lll — a. » ae ae ao Sle “tae a eee. sete a a mS SN Hicks 
Be cen eh etl | lee ner eter nt te i tl Se —_. “aa ———— eee son oo soften ileal es 
Peni “Maes ane Sy aes So | til menace map eeteNgttiln meena x ea 4.) oe 5 ee eee | sale er i geet ots Ds eee 3 ti AMG OES OANA EES A OR ALES AES AON oe if: a en ae 
ctireince oi: ee ee ee ee so = ssdauieauniataabanteaminenmeanmenianae ee ae een a — oe a i, ue Dis anaes RR RAO ARRAS 0 ACB tt tet eee ferris ie ce Baan 
SO. ae "aga Sei : So ees cena ramen natememten>--aeommmlll es eee > a ; = =— ican é Deport. enaliipgiene senate rion Na oe 
Pee. ar ees asain A eR RENT ‘ee pa i 7 "Uae ‘ A AT — = 2 
2 — oo aa oo erence . eS. eS i aoa <  —- ic, ae it ae eee ee 
oe song on _"...j Se a ane a ale 
Oi ieee Syl neta eebabace ie . , ee ee ~~ 6 esa mmalpamee 8 : liom <i eam Rot Pali! eho as Sat tail ws Seesecngll as; See 
ee rics ye opal <a \ ie oe ed — ii a mila ear seein 1 aM aes Papen ACE eae sale: os eee ae 
eos vee se : ee is ‘ een ee 4 . are 2 eee ae omnia pte nce ee Se es 3 
i citi er Sel: le OT — a 
: ee Te War fa 5 ea Ge ee a ee arn <a iam a ese i 
> a 5 a is Pe ee Sia tay Seman Sia De meets) ae os . ‘ ete i a. Se ete ek anacnsnanmangnimncsnsaltpeatil <i Te oe : ; 
i ie : eres ge 2 _ ESS Seek rie eer eh gy a a Sear rey ele Sogn) eens eeeee Say ee ea ee ag ae og oe 
Deg ety ae aus arene pte age a ee ee a ~ + . aan irre eas ah tan ee aN a = = sored So re ee 
Oe 0 ences) ee a ce ieee ; ac COEDS. foe aea. Sanaa a ame coy k, i e *¢ depen en am ti adie cy «ae lg oe iso aa st a aC me [as ao oe op 
Oe ee eee lll (it —— re = 
re se PMNS Cea ey OL te — coon Rane xe ait Beliefs a er epee Ei Sion as Pe i a ae 38  cclinemneatieenatniaies eagle ieee EAR ts Betas era ne oe te cr ee et ct ss ane ee ee roy ES 
5 eee okie be Be en ata ve ee Be SE Sot a ieee I TT ovate oC AG oer EP oD ea ie a a ‘tp nic! ae transi mR Le ee scenes . i enna mo " ae 2 : ms Pt 
pee, peat BO es ns ae peice ons ea ae ae (Sec remneo a ae ee et ee gi 
ees err a> sulaeeai ee Pe) let ga cn te Ses on ‘ > ERAS ro OR ca ee aiid Bee es Ce ~<a i ERE «0 sent: Re: AB ea i 
eS a) Oi ae : f : . Med See ee eee sie an ra na enjoy na aie 3S) cae ee aeanineianaiienaen eins noni ot ie. el — . Poe 
= as 2 alanis en eer a ‘as pea eae aang anes aig Sag ome ale lll Se A eres 
A oe ke Seale * *. - sills se a he lll Recxnielils ee bd . ie 
se = Panes ae a ee ; a . Elo “ 
: — i a me a 7 J - aliiee ; ee cp Nba eo Chante # = Hotel 
. a. ee ae eS Saas. ee 
3 ee a, ame ~ re oe See ae G sd Pre gnrm cee a sie ' ee aos , ie ao ae alld al 
are re ata Ber 4 ie q - ss ae ad ae 2 J BREE se -ognes <, ga 2 Peg htie a se , A F Z ha Chae 
ae an he ies wae. 2 a ee : tes sa . eee . ee iy a : “is E ee ae aoe : 
ear asi. 5) aelegia: SN Ae ee ee : 458 . : : eee a a ne ~~ eeu See = i ape + 
RSE le eR << EN 5 ee ee gy SN oe ae ae " Be Hy et site: eet aaeeale Lew er : ok. ial 3 E a a s 
pcos: |. aes: SOS ae, eee Sek : Pa is ee: : ¥ aaa et ee b= gameiant : ay eee am va oS Ze a Sportage ae Tn bag al om eae 3S Foe a se 
. “4 Lets allt pad OES eee Se, Oh eee eres Rm ie Perr rome ae er ey ee ‘ i cee eg oe Y= Soporte ee ty a eee ese St ara bila Oo falas ss 
Op a erga oe ae Se Pe ay eee eee SO a ee Ba a £3 > ed a 
BR ere nae ee a er "ced aT ee " FO RRR i a arterh Tien Elk Om ks Pike ee " 4 J Seema cll ie ome -~ o Res 4 ; 
yO Ae AE Be oe ia ere ae Ate ht as 9 ems oe eae eosye ete io ee ReiesS sng nary or. | za ys Stas ee CU. le bi. Pit Si 
Ses ec ie, eee Sta, fear. AG eae Be esa ae «ach ena” encore BT ee =a me . Pn ee ee gee a a : - Tea 7 oe ae 
«ae 2 area i foie e.g Oey ee aS, ee i he 2S wk eh sae Bary ae: OR UN Ee car agg, pee aaa ok Ein nae ee ar a Ain. ae ed epic 7 ze mi 
js or MP hes A val eee cae ee age a parte ed le ani ee a Cee Ua ane ue [eo 8 — bo eee Sek aie q Siete 3 oil ; SY ees aaa ee "ar ges — baa Fare ee - a os Se et 
See Chaketereer et ee, Pees te ye ee Chg fou. yee eae Sail nme 8 Se et a ” SSR eet ee, Pn ae eo Aaa : ile lee me 
eum, i Speers OT Bg ied Ue eae eee ee co) i a ee Rae ee eo Hails dae Aue Sn v2 eS 3 ee , (a ee aCe re ~ Las om gaa Seay adie... ai. os seamen ae “i 
eins 2) Si Ree Ok een ieee el leas a Oe RES ea eno eae pores Sn Ege Mae see iene ai. . callie a Sr se ees Sr ale? newer te : = a. ") 
Sikes. ‘~- . oa ee Je pe Ges 4 ‘ "gl epeaea ig Tree peti gs ce os ye Rea ili: pee Ser Sl op 4 se Fig epee) ea oy eer eta tat i of aa Re HI steno Mg pt . = nes asd £ — he a 
ee ee AD aS al ae ite Port see me foi oe Say a ge Ee ieee aman it ge ee re ena Shee Ae Sema le, a tala Eo mS Sars sues cS ee wath Pe 4 ei . ihe 2, eg ES 
Meee 2 ee a ee ees webaee aa ce . ERS a SON gE a ae a Pit Mag eae ain ae yt AORN MN res Cheha. eae gee ene Ea icps Le Sasa, 5 see cap ee pine reamfgtiace atin nie Sl seine sili coe ti ee eer eee ate 
ae aoe ate Oh ef ‘ue: 5 Beg ; Mobeni see ae eat Rae re a i Sr > aks, anal i ee eae De ait eee ae te pm oot es Bie a agg ens | ay 
: Renee see (ey Lee PSS eee eee esi a bes ri 7 ume Taga Sto en ay I TS rays P oe Oe — oy aoweae ei : rf: he ee ee ieee i a 
si ita Le eal au RCE i, Bett seas 8. oi) ag ae lg aa . eee preheat | Sil. ne Mpa anemia es amen * Sere. oc ee ae 3 SP SABE on. Saag x ro. iy a 
; a oe ae es <2, cin Sn fo a a baci Bei fro kee Te, eee a oe: i oe ge ee ges: ees re gi: kp te on - 
ty oe he Mrs ey oat kerry EMR OA pa Me Ri Ta eae ee eS since italy eed gui wee ey. oe 
oa ‘ 2, eae Gee Te ts a ee Se, pe: ete Sob ee. eee a eee ee ee i ies, SU on 
ee recie oes A see eo cca ae Meas Sg aS, ne 2s es ie ae oa i 2 a ee ee eer ae Bik aa 2 Big oe ¥ ae he aa ee : 
TS Pea eee - ieee ae mae Bad Ee Per a en ai ra ties ©. seemed cates Bc Salk A eee 1 eat ais 
és 1 ae ea ees tn gt ie AA era ee Bhne Pe coc oe ’ a a ee ae ee 2 ore a Rad : 
= as ee ee renee isp ae Eo Ge Wa tad ee ee. : a fae .. ee Bear =. — ee “ 
7 ae aaa RR ae vy Os Sere ey eee” Ce thee aa A gehie Bete ey lee ea 9 a ae ree ae eS le AMO gh ene MBE Se: ei 
$5 ip AE 2 i eee er ‘ae, Pied So ere ea ae on nee od (gee ee pa eS iad ks tie’ ee Sir She SOP: hae Face ‘ 
“ TO Mek ei pt, +p? ! 5 Ae a fhe ene Rea EN av = ip th eee pS, sg ET 5 wig ie ee ae ones a roe 
ae cae ears SE: oe ‘cage ees ets a Meats ae 
as, 5 ig Uigaa Ae Maeght pee e) 82 HEE cee, Seri He eager Bees Re eee tlie cag eates ay tenn ae a IO Sm a at oe a : 
eee oe ‘hierar Pow etl. : geting | 4: 3 cy. Te eas tin ANT: leg oo tide ee an » =e tec ae eee ge - ae. oe oN gS 
ST aren eee ee oi ERS WPS cre, Pe ee Ae = ae Beepare PtPaiihage Aa. Ue vetion Ss ge . er uae ogy pr ne — . os ee ee ee < Ce a aetna Ce ee 
ee, pee eRe eS Be gman ue ifs MOE eee i eer oe ear <4 Got ae a ieee ee ee ee i Ree ans ie or 
rie tees i aiGe ue scope REIN Tes peru ieee Ae 6. US he ae a aie ee ier BTN eee Cre 2 ye . i ec ini tales ae ~~ scoala, ee Mica! : 
i tele 5 pate OR tne eee ey Se? a De ha ae Ep RRA ge 2 aa eet an nee 7 seis ele <i meta acai tia = Bi A oe 
ect e) ah ae A J Lae, St oe ue Ree erg aie Pe eae seca 5 ae A halal Mere” a Maer ee Best Plea is Oh pa ieee ne od " 5 Ro aS aw Me 
Sees > * real a a3 er ee ik a if Fic Mei aera eee ante ee ee ate ny Ae eas tant = Soeien shai a a es E+ Ail Rare Satine. ig i as : she ke iad si 
oe " Foe AO Dhoni ige ing SANE eC af cd eae Ny Spee’ > ae RR RET SR Pian lage pct ks tira ic : RT PRR rm yy a a tame ee Ci eS =e 
ne Eee | CeCe ase eat cee Mae ry esters Gi Ramee , —oeienbaepledeaar al ieee a . : ; Co. un ag oP ee ms 
ae aa ee a iether hla tha i en lie to eae a ‘G eh eer ne ee we i pie Rich chtien ti... > . = ah on, lag ale wee ™ 
ee ie MR A oc hc) ka = ee ee = 
i OS Te ge ee Se eee ane a ae oo agree 
Pr Re Lari acre Patan aloe se aah Beate aia eae ico Oe heey a - _ at i 
tes rest ateee Fate Pig, as SRS aly ec ay eg ge Gd gi 1, le ee 
oO gee Sen aoe ease a Sage Re th ee pee OST: ie ci 
Bre cee 2 ee AA se ge eae Caen RRA ee A Seif a : 
Ky Ci ee HP age Rc aaNet Uy rine i De oT ane gaa coe eee ; : 
2 re a iat a ene cre aie oe ee Siete S ADE se 53, 15S ee ee ehh a9 A oan 
PRM Pa. i Sipe estar eee a aE ae a ieee ie Nie ST Td rl ar gi iy. “lane ot sc ith as eae ee ea eS si 2 tee ca he a a 
Peeters 2 pct RAE eae Ne nae age earn ae eer + aa ee! Bie Be Ba ek ore ae Male oT ae Star NR Nee MR oo RI ge pee ea th See a he tae nee a Sema Se ee ro tae Me eae 
Dee cen Uae ha eee PA en ee oe a See ae ane 26. tete: <a : a Ps) Ds Ue ere et a ee iia! RE rach bara keel pie oo 8 at wea Rees ere a et UAT coe, beac? sdeataaes 
eather i 2 abueks eee a ue 7 eae iii ee ieee eae cee a Rae Nts artany Fmie Wea aca ee By Br Se ag ob aise Pay aia Tp dens SNP coer Sh alegre ea Fc Peete ee 
Pe 7s Seaeapencie i ule ry a Seer eae mee a OI ae ERR ceria teat Neha eT. fees eee Cae a) ae py anes Se le ged eae pee Ce emp iag Satie ae et ‘4 
ideas ie 1. 2 ee Set F bipee ee ys eee eee Meee ht Pybei ee Sn area a a Ree Seng oak y ees fet oe PB aria egy eens run thee eras = Peet Rn Oey me SM eet N Ws eM eee one a a aan - ta 
OR et Sy. ye Squat hoe glee seer Be ae 5 ite ek ees = er aie: Tra ? TOO GES UR TUL INS So eee eT tee A ARR Malia Asai < UBORT Na SSS Nid cee lath ices mea ra Zo a at fst nag See hay Se eae * 
icelel yea , —— — a — eile peer etent Tae cae a rakes eng Oe hs a a A ad Gre eee ns Pree bil ee eee Nl rl ate, pinot TE Re A Nee Sok gsm pete ee cag STENTS 5. 
Pact Sy i aC ORR une 7 — —~-- - 1 oe jaa ete le harass eae ot etl tarts ati rarer see ceie ay Fos Br Le ies STA Re da ‘s 
tas a et ae PY pi aca ss ee caaal 2 eye Ss a: Pea as eT ee . 7 _ — “ Ti ee SRNL eater et a eee ere eeu ee eens Bc A cong RE HRT PA Ea pteraign Gra yt Pee pes pte rush Me ay 
% <, TEE taal s - Weare . - = ines: <2 a eater Ce enema aN oa ee ee ee Sn Wn oars i SP Me epee ore ee Se tae oi 
ean SE oe 7 ee eee es oO st ess? . 7 rt ig ee ase eat Shy > Te oe Ne TA Ba igted, Mtg kee i eR . ee SEE ie ea 
Seg al eat ox, sy 4 . = cotgor si aietileg elie a bs e See re eee Cee ae Mae Pate Oe poe m ax “ oo 
i ire real ; ; ; nee see a a i eee a ee ee as ee 
A i Se ee ne te ee r a ana 
- 7 _- ANE 


Churchill 
Memoirs 


FIRST OF A SIGNIFICANT SERIES 
OF ABC TELEVISION 
PROGRAMS IN THE PUBLIC INTEREST 


“Tt 1s my earnest hope that pondering 
upon the past may give guidance in 
days to come, enable a new generation to 
repair some of the errors of former 
years and thus govern, in accordance 
with the needs and glory of man, 

the awful unfolding scene of the future.” 


With these words, Winston Churchill 
concludes the preface to his memoirs. 


And from these words the most 
ambitious project in visual history 
takes inspiration: ABC’s television 
presentation of this pageant of 

the fateful years from 1919 to 1949. 


To meet so immense a challenge, 
historical film footage—much of it 
never shown before—has been 
gathered from allied and axis sources. 
Cameramen have girdled the globe 
to film special interviews with the 
history-makers of our time. For this 
series, President Eisenhower, former 
President Truman. ..many German, 
Italian, Japanese and Russian 
leaders have added their eye-witness 
testimony to the record. 


But dominating the stage, giving 
the vast scene immediacy, color, 
dynamic import... are the words, 
the voice, the presence of the great- 
est of all living history-makers... 
The Right Honorable Winston 
Spencer Churchill himself. 


The program, with special musical 
score by Richard Rodgers, will be 
brought to the American television 
public next fall in a series of 26 
half-hour episodes. 

Pridefully, it takes its place in the 
array of public affairs programs 
creating the significant look of ABC 
Television in 1960. 


WATCH ABC-TV IN’60 


(more people will) 
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Reprinted from March, 1960, JOBBER PRODUCT NEWS & JOBBER NEWS 


Jobber Product News Show Daily 


Acclaimed at New York IASI Show 
Total of 152 Pages in Three Issues... 


“We don’t know how you did it—but 
you did!” 

That remark was repeated many times 
in varying forms as friends of Jobber 
Product News expressed surprise over the 
size, the format and the news coverage 
of the JPN Show Daily published in con- 
nection with the IASI Show in New 
York last month. 

The success of the JPN Show Daily— 
as in the case of any daily newspaper— 
lay in careful advance planning, alloca- 
tion of assignments to proper individuals, 
split-second timing—and a lot of hard 
work while others were playing or sleep- 
ing or otherwise engaged! 

Weeks of preliminary planning final- 
ized such items as arrangements for pho- 
tographing every booth in the Coliseum; 
requests for copy for product news 


This staff consisted of 38 people. Each 
staff member had a specific assignment. 
The fact that each of the three editions 
of the JPN Show Daily was in the hands 
of our readers by 7 o’clock each morning 
is testimony of the efficiency of JPN 
teamwork. 

Each issue differed from the other in 
front-page makeup, in news coverage, 
and inside composition. The February 
10th issue, identified by its red banner, 
contained 40 pages; the February 11th 
issue with blue banner, contained 48 
pages, while the February 12th issue, 
with green banner, contained 64 pages— 
a total of 152 pages. 

Each issue carried either complete 
texts or resumes of all the principal 
speeches made during the ASIA conven- 
tion sessions in Carnegie Hall, as well 


|e QR} 
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The JPN Show Daily staff consisted of 38 eager, rarin’-to-go individuals, each having 
a definite assignment. 36 of them are pictured above just minutes before the 1960 
IASI Show opened. In addition to publishing the largest daily ever presented in the 
automotive aftermarket, Jobber Product News staffers offered many other unique 


specialized services. . . 


. Copies of the Show Daily were distributed by the lovely 


models at each of the five entrances to the Coliseum. Copies also were distributed at 


each of the JPN booths on three floors of the exhibition hall... 


. The fourth floor JPN 


booth offered both free shoe shines and free shoe laces. For the first time at any trade 
show, pictures taken at the show were transmitted on a United Press-International 
Unifax Newswire and were seen minutes later by visitors to the booth. Standing in the 
back to the left is William S. Wade, Executive Vice-President and next to him (with 


glasses) Emil G. Stanley, President and 


Publisher. JPN Staff Photo 


stories on materials displayed; the pub- 
lishing of a “Road Map” for quickly lo- 
cating any booth; contacting various state 
and national organizations that would be 
active during show week; writing biog- 
raphies and obtaining photos of promi- 
nent visitors to the show and conventions 
held immediately prior to the show; ar- 
ranging details in connections with the 
free shine booth, personnel, free shoe 
laces, etc.; arranging for operators of 
teletype machines and Unifax newswire 
receivers; checking and rechecking for 
possible delays and/or errors in coordi- 
nating copy-writing, type-setting, photo 
engraving, proof-reading and arranging 
for distribution of the printed issue to 
various hotels as well as at the exhibi- 
tion hall. 

After the preliminary planning, every- 
thing then depended on the JPN staff. 


as accounts of various other trade and 
organization meetings conducted im- 
mediately prior to and during the show 
itself. 

“Getting out our show dailies wasn’t 
work—it was fun!” enthused Emil G. 
Stanley, president of Stanley Publishing 
Company and publisher of Jobber Prod- 
uct News and the JPN Show Daily. “I’m 
sure every member of our staff echoes 
that sentiment. We are appreciative of 
the hundreds of letters and messages of 
congratulations we have received in con- 
nection with our 1960 Show Daily. 

“In turn, we wish to express our ap- 
preciation of the fine cooperation we re- 
ceived from the Show Joint Operating 
Committee, officials of Automotive Serv- 
ice Industry Association, .the Coffman 
Associates Show Management, our ad- 
vertisers and everyone connected with 
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Feb. 10th—40 pages ~ 


Feb. 11th—48 pages 


Feb. 12th—64 pages 


1960 LAS|. SHOW 
SRR 


COLISEUM - NEW YORK CITY 
February 10-13 


the New York convention and show. We 
promise our best efforts to make future 
JPN Show Daily issues even bigger and 
better.” 


Hi 

Nerve center of the JPN Show Daily 
was the JPN press room. News and pic- 
ture assignments were made here. Co- 
ordination of the activities at the print- 
ing plant, the engraving plant and the 
processing and printing of pictures ema- 
nated from this office. Pictured is William 
S. Wade, JPN executive vice-president, 
checking the assignment of a photogra- 
pher. 

Teams composed of a photographer and 
a JPN staffer took more than 600 pic- 
tures in less than three hours on the 
morning of the show opening. All of 
those pictures appeared in either the 
Thursday or Friday issues. JPN Staff 
Photo. 
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JPN’s third floor booth was set aside 
as a tribute to the growing state asso- 
ciation movement. State emblems were 
displayed on a large map of the United 
States. Stars indicated’ those _ states 
where wholesalers have associations em- 
ploying full-time, paid managers. John 
Stair, Product Editor, is looking over the 
Daily. JPN Staff Photo. 


The JPN booth on the second floor fea- 
tured displays depicting the editorial ac- 
tivities and polices of Stanley Publishing 
Company. Walter Tait, Detroit Manager, 
is in the booth. JPN Staff Photo. 


Rd. 
Stanley Publishing Co. 


431 S. Dearborn St., Chicago 5, Ill. 


Transportation Supply News 
Jobber Product News & Jobber News 
Fleet Product News 
JPN Directory & Buyers’ Guide 
Fleet Directory & TSN Buyers’ Guide 
Jobber Product News Show Daily 
Transportation Business Gift News 


NEW YORK * CLEVELAND * DETROIT 
PHILADELPHIA * TULSA * LOS ANGELES 
SAN FRANCISCO * PORTLAND 


Advertising Age, April 4, 1960 


K&E Seminar 
Plumbs Agency's 
Marketing Plans 


NEw York, March 29—How 
does Kenyon & Eckhardt work? 
What are its “intellectual doc- 
trines,” its marketing concepts, its 
research techniques, its media 
strategies? 

The agency—ninth largest in 
the U.S., with billings of $95, 000,- 
000—gave the answers in two 
four-day marketing seminars for 
K&E staffers this month. The 
first, held March 1-4, was for 
agency members only. The second 
—a repeat of the first one—was 
held last week and was open to 
the press. 

Out of the seminars evolved a 
profile of an agency forging ahead 
with the total marketing concept, 
an agency striving to “pre-struc- 
ture,” to blueprint, to pin down 
and analyze every step of the mar- 
keting way 

“he speeches, informally pre- 
sented, were spiked with such re- 
formatory statements as: 


e The ad budget should not be 
based on percentage of sales. 


e The curse of the advertising 
business is the agency telling the 
client it must spend more money 
because the competition is spend- 
ing more. 

e The days of easy profit are over. 
Marketing must be customer and 
| profit oriented. 


e The two fixed factors should be 
profit objectives and marketing 
costs, and the sales goal should be 
the flexible part. 


e Advertising doesn’t directly 
cause sales; it creates an attitude 
and awareness toward the product. 


e A laboratory working on its own 
on new products will waste most 
of its time. It must work with 
marketing people. 

e The client’s bookkeeper can 
lick you. He can defeat the whole: 
point of marketing. He should be 
the servant of marketing, not vice 
versa. 


e Present media measurements 
are not sufficient. 


= The seminar opened with a de- 
scription of K&E as a “unified, 
|integrated agency—not split up 
into separate entities—which re- 
alizes the increasing need of the 
generalist, the person who knows 
the whole business.” 

“The more of a generalist you 
become, the higher up you can go,” 
was the prediction of Steve Dietz, 
group vp of marketing services, 
who presided over the meeting. 

He then launched into explain- 
ing the “intellectual approaches, 
the intellectual doctrines—but 
please don’t call them formulae—” 
which the agency has evolved. 

Noting the ever-increasing ac- 
ceptance of the marketing-concept 
| approach by clients, he said that 
| K&E aims to maintain an exhaus- 
tive and definite marketing plan 
for each client “whether they 
want it or not.” The formal defi- 
nition of this heroic plan: “All 
planning required to set and meet 
sales and profit objectives.” 


s Such a plan is uniform in struc- 
ture and has the following four 
main sections, he said: 

e Facts—Including market deline- 
ation (who buys, how often, who 
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uses), market dynamics (growing, 
declining), competitive conditions, 
distribution systems, etc. 
e Problems and opportunities— 
For this section, Mr. Dietz urged 
that the dollar opportunities be | 
studied closely. “Often they are 
minuscule. Heretofore much effort| 
has been a sheer, utter waste of 
time pursuing minute opportuni- 
ties as far as dollar profits are 
concerned.” 


e Objectives—Here Mr. Dietz 
urged that the resources and op- 
portunities be closely analyzed to 
see if they can meet the objectives, 
or whether they are merely wish- 
ful thinking. “In the report, set 
profit objectives, then program the 
dollar volume of sales necessary 
to get that profit,” he said, adding 
that the agency preferred to work 
with dollar figures rather than 
percentages. 


e Recommendations—Here is ar- 
ranged the complete market strat- 
egy: Packaging, pricing, distribu- | 
tion, advertising, budget, media, | 
copy, merchandising and promo- | 
tion, and research. } 

| 


® Mr. Dietz warned that these| 
plans must be specific and well-| 
documented. “We have no room 
for such generalities as ‘increase | 
distribution.’ Where, how much, | 
what type of channels, etc., | 
be stated.” 

He also cautioned the group to | 
build into the plan “measures for | 
continuously probing for alterna- 
tives to put into next year’s plan. | 
If you don’t you won't be able to} 
make a good next year’s plan; you | 
won’t make progress.” | 

Are the K&E clients accepting | 
such plans? “Getting the first mar- 
keting plan accepted takes about) 
a year,” Mr. Dietz said. “But more 
and more information is becoming | 
available from the clients to make | 
these reports complete.” Later, 
ADVERTISING AGE was told that the 
agency now has such plans for 
clients representing about 70% of 
its billings. 


| 
| 
| 


= Another example of client plan- 
ning was given by Max Ule, senior 
vp, who advocates that companies 
blueprint a sequence of successful 
product introductions over the 
next ten years to secure and main- 
tain profits. “New products are 
the life blood of the business and 
a company must plan for them 
rather than improvise like some | 
jerrybuilder.” 

Reminding the group that 80% 
of new products fail (largely be- 
cause of lack of a _ thought-out 
market program and lack of test- 
ing), he urged the agency to help 
clients to save money “by not per- 
mitting them to bring a product 
into the market before it is cus- 
tomer-acceptable.” 

In discussing the ad budget, Mr. 
Ule maintained that the budget 
should not be based on percentage 
of sales. “There is no fixed rela- 
tion between ad budget and sales 
gain,” he said. 

“Advertising is a basic but vari- | 
able part of the marketing mix. | 
It’s an expensive substitute for the | 
other parts of the mix, and the) 
others are expensive substitutes | 
for advertising.” 

“What makes a product sell? No| 
one element .can do it alone; a 
thorough integration of all ele- 
ments through the marketing plan 
is required,” he said. 

“The ad budget should be de- 
termined by deciding what is the 
sales goal, what resources are 
available and what the communi- 
cation needs are to meet the goal. A 
10% increase in sales doesn’t mean 
a 10% increase in advertising.” 


# Sy Lieberman, account research 
supervisor, told the seminar that 
advertising doesn’t directly cause 
sales. “Market conditions alter the 
situation too much. These include 
price, availability, product char- 


acteristics, dealer service, the en- 
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ergy and time a consumer must} 
devote to buying a product—all | 
these things can enter into the 
|purchase. Advertising can not di- There’s ° f d ee 
|rectly affect all of these.” t t 

3 areca gies: action tor your adavertisin 
tive is not so much to influence ‘ ! 
sales but, more precisely, to influ- M t | 
}ence the consumer’s state of mind ye * in on rea * 
by creating an awareness and at- . yp? . 
a toward the product,” he Montreal, Canada’s metropolis, is a prime tar- 
added. . ‘ 

The effect of advertising can get for your goods or services. Here is a 
best be evaluated by measur- cosmopolitan city of over 1,800,000, seventh 
ing the attitude and awareness largest in North America, active, growing and with 
consumers have for product, he | Sheed 
nia plenty of buying power, 

sae agency datines “Srerentey Penetrate this market with the Siar—ihe evening news- 
as the saliency the product has in : : 
the consumer’s mind—how readily paper that gives you unmatched coverage of Montreal’s 
it comes to mind. “Attitude” is English market—and plenty of sales action besides! a 
defined as the over-all sentiment bi 
towards the product—how much 
the consumer likes or dislikes it. Represented nationally 

These measurements are closely Ch m { | St in the United States by 
correlated with brand position, Mr. e on rea ar O'MARA and ORMSBEE INC. 
Dietz pointed out, adding that he 
once accurately ranked 40 prod- 


ucts for a company using only the | 


tt ° oes SF Men Rem Wee fe Seu = Py iid ¢ 
~ - Btn as 


. Delivery end of Hantscho Web Offset Press. Early 

editions, being examined at Poole Bros. plant. From 

left to right, Chas. Wene, V.P. Reliable Paper Co., 

Howard Fiedler, V.P., Poole Bros., Wm. Wade, Exec. a 
V.P. and Emil G. Stanley, Pres. Stanley Publishing Co., a 
M. H. Motschman, Pres. Reliable Paper Co., John F. : 

King, International Paper Co. 


ne Beginning with the June issue, all of the seven 


STANLEY publications are being printed offset 


le B , Inc. 
PUBLI SHING instead of letterpress at the Poole Brothers, Inc 


Chicago plant 
COMPANY in Emil G. Stanley, president and publisher of the 


Stanley Publishing Company says: “This conver- 
CONVERTS §&@ 


sion from letterpress to offset is something we have 


FRO M ; talked about for a long time. Now, it is an actuality’’. 
- Asa result of the change-over, many advantages in 
Le I I ERPRESS printing are anticipated including increased produc- 
tion and greater economy of operation. If you would 
TO WEB like to make a similar comparison of your printing 
OF FSET methods, let us send you data on a Hantscho press, 
custom-built to serve your needs. Send for litera- 
Seven books, with ture describing Hantscho Web Offset Presses. 
circulations ranging from 
15 to 50 thousand, 
total circulation over 
400,000 now printed GEORGE CO., INC. 
on HANTSCHO 
Web Offset Press ... 


602 South 3rd Avenue * Mount Vernon, New York © Teletype: TWX-MT V NY2193 
Midwest Representative: 153 W. Huron St., Chicago 10, Ill. * Teletype: TWX CG1486 
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|\K&E Seminar... 


awareness and attitude figures. 
“The agency has spent a potful | 
of money and executive time in | 
the past two years developing | 
these measurements. We know! 
they’re the way of the future.” | 


s The agency measures awareness 
by asking respondents to name 
the first brand or brands of a giv- 
en product that come to mind. The 
per cent mentioning a brand is the 
awareness score of the ‘brand. 
Attitude is measured by an 11- 
point rating scale which ranges 
from minus five to plus five. If a 
respondent likes a product, she 
gives it a plus number, and the 
more she likes it the bigger the 
plus number she gives it. If she 
dislikes it, she gives it a minus | 
number. 
K&E uses these measurements, 
Mr. Lieberman said, to appraise 
the effectiveness of individual ads, 
to measure campaign progress, | 


on Camping and 
the Open Road 


BETTER CAMPING serves the needs of the family camper: tells him how 
to camp, where to camp, what to do to increase the pleasures of living in 
the outdoors. Here is a concentrated circulation for the promotion of 
camping equipment and related outdoor merchandise. 

Send for sample copy and rate card, Dept. AA. 


KALMBACH PUBLISHING CO., 1027 N. 7th ST., MILWAUKEE 3, WIS. 


Publishers of: MODEL RAILROADER @ MODEL TRAINS @ TRAINS Magazines 
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egy. For example, a product which 
has a high attitude rating but has 
low awareness, requires a cam- 
paign concentrating on awareness. 


= Bud Sherak, research vp, ex- 
plained how these measurements 
are used to evaluate individual 
ads. In interviews it works this 
way: the respondent first does at- 
titude and awareness measuring 
for about 20 to 30 brands. Then 
she is handed a portfolio of a va- 
riety of ads, including three which 
are being tested. After the re- 
spondent looks through the port- 
folio, attitude and awareness are 
measured again. The before and 
after scores are then compared. 
To test two versions of an ad, 
the agency gives one group of re- 
spondents a portfolio with ad A; 
a second group gets the same port- 
folio except ad B is substituted 
for ad A. By comparing the results, 
the agency can tell which ad is 
most successful in what way. 
These measurements have also 


| been used to set up general “prin- 


,and to direct the campaign strat- ciples” for creating print ads, for 


generating ad themes and for test- 
| ing them, Mr. Sherak explained. 
| What do the clients think of this 
|research? “They’re pretty skepti- 
|cal,” according to Mr. Dietz: “They 
|generally believe we are using re- 
,search to prove a point. It takes 
time to soak these things home.” 
_| What do the copy and art peo- 
| ple think of it? “This is mostly a 
|problem of communication,” Mr. 
|Dietz said. “Our research people 
|are only trying to get principles; 
|They aren’t trying to write ads. 
“This copy testing is an agency 
|expense,” he added. “And we have 
budgeted $250,000 for this kind of 
research this year.” 


= Throughout the seminar, it was 
|stressed that the agency did not 
|approve of media measurements 
| generally used. Circulation figures 
are merely bookkeeping, measure- 
ments of viewers and readers are 
|not sufficient, Starch figures un- 
| derestimate readership of ads, the 
| group was told. 

| To deflate the circulation figures 
and come forth with a more mean- 
|ingful measurement, the agency 
|figures out “conscious reader im- 
pressions” as the basis for its me- 
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RTANBURG THE PIEOMONT INDUSTRIAL CRESCENT 
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me SL BELG incusey . .. 


creates buying power in the Piedmont Industrial Crescent! 


The South’s expanding steel industry is another reason why WFMY-TV ... 
located in the heart of the industrial piedmont . . . is the dominant selling influence 
in this $3,000,000,000 market. WFMY-TV serves . . 
industrial 54-county area where 2,250,000 people live, work and buy. 


. and sells in this heavy 


CHANNEL 


wftmy -tv 
GREENSBORO, N.C. 
"NOW IN OUR 11th YEAR OF SERVICE’ 


CHARTER 
SUBSCRIBER 


Represented by Harrington, Righter and Parsons, Inc. 
New York, Chicago, San Francisco, Atlanta, Boston, Detroit 
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|dia decisions. In its media delib- 
|erations, the agency considers the 
combination of cost, coverage, fre- 
quency and selectivity of a specific 
| market group. 

| Two of the most important tools 
lof media analysis are coverage 
and frequency, the agency be- 
| lieves. And of these two, frequency 
|is the most important. Advertis- 
|ing can have good coverage, but 
lif frequency is low, its effective- 
|ness will be diluted because of the 
\laws of learning and forgetting, 
| Mr. Ule explained. # 


|Keeney to Evansville Printing 
| Arthur J. Keeney, for the past 
|eight years with the Canton Re- 
| pository, has been named promo- 
ition manager of the Evansville 
Printing Corp., Evansville, Ind. 


| ADVERTISEMENT 


CORRECTION 


CRESMER AND WOODWARD, INC. 
DOES REPRESENT THE 
SAN BERNARDINO SUN & TELEGRAM 


In the February 29th issue of 
Advertising Age, on pages 184 
and 185, the joint advertisement 


of the San Bernardino Sun & 
Telegram and Riverside Press & 
Enterprise, California, showed 
West-Holliday Co. as the na- 
tional representatives for the 
San Bernardino Sun & Tele- 
gram. This was in error as 
Cresmer and Woodward, Inc. 
have represented this outstand- 
ing newspaper since 1958. 
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OR HEARD?>+ 
The message is clear, People—adult people, partic- 
ularly—listen to the CBS Owned Radio Stations, 
the ge voices of seven.of America’s top ten — 
markets. Active, alive listeners choose the C-0's. 
because their programs are directed to listeners— 
not to the fringe consciousness of people with their 
minds on other matters. Locally-produced programs 
nelude live music, comedy, opinion forums, special — 
vents, education, regional news, documentaries, - 
interviews, sports, farm shows, business reports — 
—everything that interests people. And added to 
all this is the unique strength of the CBS Radio 
Network, with its schedule of star personalities, 
drama, comedy, complete news coverage and anal 
ysis, public affairs and great live music. This is 
responsible broadcasting. It gets a responsive audi- * 


a 


~ ence. And generates response to your advertising! 


THE CBS OWNED 
RADIO STATIONS C-O 
REPRESENTED BY CBS RADIO SPOT SALES © 


‘WCAU, Philadelphia; KCBS, San Francisco; KNX, Los Angeles; "| 
; WCBS, ! ; 
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are you 
on his 
shoppin 


list? 


ESSE SR ee 23,040 (units) 
TRESS SS LC AO ae 626,000 (tons) 
I os «cons cdeachpnasenonntaniae $117,233,000 
RN ase sauwcikssnerdzcasesecesidbecs $35,434,000 
Furniture and Appliances.................0.......... $74,631,000 
a ccsdieblod cxwinsaaueiing $369,865,000 
die aid de ose Cs ceesesecacatal $322,703,000 
SRE So eee ea $125,551,000 


*Rural sales as compiled from Sales Management and government data. 


Total spendable income reaches $1,004,100,000 yearly! 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


Hitting $177,000,000 . . . 


Australia's Ad 
Level Increases 
61% Since 1957 


Campbell, Seven-Up, 
P&G Enter Down Under 
Mart; McCann on Move 


Sypney, March 30—The Austra- 
lian advertising business is boom- 
ing. 

With the economy expanding 
(Australia ranks with Sweden and 
Switzerland in per capita income) 
and new companies entering the 
market all the time, expenditures 
on advertising have veered up- 
wards sharply. 

On the advertising agency front, 
the past few years have been 
marked by mergers, acquisitions, 
account changes and expansion of 
services. Life on Madison Ave. 
was never more chaotic. 

There are no official figures on 
advertising volume in Australia, 
but expenditures are now esti- 
mated here at $177,000,000 a year. 
This compares with a previous es- 
timate of $110,000,000 for the year 
1957—an increase of nearly 61%. 


= Procter & Gamble, Campbell 
Soup and Seven-Up are among the 
U. S. companies which have re- 
cently established footholds in 
Australia. And Ford Motor Co. has 
announced plans to build the Fal- 
con here, thus challenging Gen- 


motive market with its Holden. 


sen-Rubensohn agency, creating 
Hansen Rubensohn-McCann Erick- 
son. McCann’s long-expected inva- 
sion stoked the competitive fires in 
the Australian agency world. 

Hansen-Rubensohn, the No. 3 
agency in Australia, was billing 
about $5,500,000 at the time of its 
acquisition by McCann. It had only 
a Sydney office. 

The two front-running agencies 
are George Patterson Pty. and J. 
Walter Thompson Co. Patterson 


orlando is in the 
top ten* 

among morning 
papers for retail 
adv. . « « 


l-miami herald 


1,900,298 
2-l.a. times 
1,453,489 
3-n.0. times-pic 
1,447,786 
4-chicago trib. 
1,378,532 
5-phoenix rep. 
1,366,150 
6-washington post 
1,270,866 
7-st. pete times 
1,228,333 
8-jax times-union 
1,047,238 
9-orlando sentinel 
1,002,328 


10-norfolk v- 
pilot 970,467 


ask branham about 
orlando sentinel- 
star 


*media records for ian., 1960 


eral Motors, which holds more|™ 
than 50% of the Australian auto- |} 


Another of the new U. S. faces |] 
here is McCann-Erickson, which |§ 
last September acquired the Han- J 
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1959 through offices in four capital 
cities—Sydney, Melbourne, Bris- 
bane and Adelaide. JWT billed 
about $7,500,000 through offices in 
Sydney and Melbourne. 


= Since September, however, Han- 
sen Rubensohn-McCann Erickson 
has managed to close a good por- 
tion of the gap separating it from 
Thompson. During the last quarter 
of 1959 the agency added seven 
accounts, worth roughly $1,500,000 
in new billings. 

The new clients included Coca- 
Cola (which came from JWT); 
Sterling Drug’s Bayer aspirin and 
Andrews Liver Salts; John Lawler 
& Sons (Australian subsidiary of 
the Simmons Co.); the Egg Mar- 
keting Board of New South Wales; 
Electricity Authority of New South 
Wales; Universal Flexible Invest- 
ments (Sydney), and Universal 
Flexible Trust (Melbourne). 

The new business streak con- 
tinued into 1960 with the acquisi- 
tion in January of Trans-Austra- 
lian Airlines, domestic airline 
owned by the government. 

These gains have been highly 
gratifying to Arthur L. Grimes, 
who is on loan to the Australian 
company from McCann’s interna- 
tional division in New York. In an 
article written after he had been 
here six months, Mr. Grimes noted: 
“Australian advertising and mar- 
keting is more closely parallel to 
the U. S. than is that of any other 
country, including Canada and 
the United Kingdom.” 


a Art Grimes has now been 
joined here by Vincent Tutching, 
who was sent out from New York 


r 


Vincent Tutching Arthur Grimes 


- 


to open the agency’s new office in 
Melbourne. John Bristow, manag- 
ing director of HR-McCann, said: 
“The release of Mr. Tutching to 
eome here demonstrates the great 
importance McCann attaches to 


billed more than $10,000,000 in| the growing market in Australia 


and the Southwest Pacific area 
enerally.” 

Even before the McCann activ- 
ity here, the Australian advertis- 
ing business was showing its vol- 
atility. Volkswagen, Lanchoo tea 
and the Wool Board were among 
the accounts on the move in 1959. 
Two of the country’s leading agen- 
cies—Briggs & James, Melbourne, 
and Canny, Paramor & Canny, Syd- 
ney—announced a merger last Oc- 
tober. And United Service Public- 
ity, the General Motors agency and 
the largest shop in Melbourne, re- 
cently announced the purchase of 
financial interests in two other 
agencies—Bartlett, Murphy & Mac- 
kenzie, Sydney, and Vinnicombe 
Advertising, Brisbane. 


es On the media scene, the big 
story is the rapid rise of television, 
now four years old in Australia. 

In 1958, newspapers and maga- 
zines accounted for about 55% of 
advertising volume, with radio 
taking 12% and tv 5%. There are 
now 750,000 ty sets in use and tele- 
vision advertising is believed to 
have equaled the level of radio ad- 
vertising. 


= Hit hard by tv, the six radio sta- 
tions in Sydney came up last 
month with an interesting scheme 
to replace lost business. The sta- 
tions convinced McDowells, a lead- 
ing department store here, to sus- 
pend its normally heavy February 
clearance advertising in newspa- 


pers in favor of a two-week radio- 
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Goulstone 


Stinton Wilson 


DOWN UNDER—Harper Wilson, general manager, and Jim Goulstone, 
director, of United Service Publicity, Melbourne’s largest adver- 


tising agency, show off some of t 
Stinton, joint managing director 
Stinton- 


only drive. 

The experiment had mixed re- 
sults. Sales held up well during 
the first week but lagged during 
the second week. McDowells came 
to the conclusion that a radio-only 
campaign can be sustained “for a 
week at the most, but after that 
newspapers would have to be used 
to back up the campaign.” 

However, the stations said, the 


experiment proved that retailers |7 
should be devoting a higher pro- | 


portion of their budgets to radio 
advertising. 


s Other news briefs here: 


e New Zealand has started tv 
with experimental transmissions 
from a government station in 
Auckland. It plans to take adver- 
tising. 

e The Australian Federation of 
Commercial Broadcasting Stations 
has invited Kevin Sweeney, head 
of the Radio Advertising Bureau 
in the U. S., to be its guest for one 
month during the Federation- 
sponsored “Radio Week” (July 4- 
10). < 

e A. C. Nielsen has been visiting 
Nielsen’s Australian company to 
examine possibilities of inaugurat- 
ing radio-tv audience measure- 
ments here. Mr. Nielsen warned 
that the service does not come 
cheap. He also suggested a method 
of payment that would work like 
this: Have the stations assume the 
entire cost of electronic measure- 
ments and then recover two-thirds 
of this outlay from advertisers in 
direct proportion to their expendi- 
tures. 


e In one of the rare moves of 
an Australian agency outside the 
country, Fortune Advertising has 
opened a branch in Hong Kong to 
service its new Cathay Pacific Air- 
lines account. Cathay recently in- 
augurated a Hong Kong-Australia 
service. Les Sims, formerly head of 
Fortune’s Melbourne office, will 


he agency’s work to visitor Leslie 
of the London agency, Napper- 
Woolley. 


manage the Hong Kong branch 
and will range over a wide area: 
Tokyo, Singapore, Saigon, Malaya, 
| Karachi, Calcutta and the Philip- 
| pines. # 


Newspaper Color Advertising 
Appoints Richard Friese 

Newspaper Color Advertising 
Inc. has opened an office at 509 
wm Madison Ave., 
New York. 
Richard P. 
Friese, formerly 
vp of Valley 
Farm Foods 
Inc., has joined 
Newspaper Col- 
or Advertising 
as assistant to 
the president. 

Mr. Friese 
was also one- 
time manager of 
the Puerto Rico 
and Dominican Republic offices of 
J. Walter Thompson Co. 


| 


Richard P. Friese 


Mrs. Elliott Joins Quality 

Mrs. Jeannette Elliott, public 
relations director of George H. 
Hartman Co., Chicago, has re- 
signed to join Quality Dairy Co., 
St. Louis, as advertising manager. 
Before joining Hartman, Mrs. El- 
liott was in charge of consumer 
service at Standard Brands, New 
York, was in the ad department 
of Pure Milk Co., Evansville, Ind., 
and was educational director of 
Pevely Dairy, St. Louis. 


Blenko Glass to Hockaday 

Blenko Glass Co., Milton, W.Va., 
manufacturer of hand-blown dec- 
orative glass and stained glass, has 
appointed Hockaday Associates, 
New York, its first agency. 


Lynn Baker Adds One 
Long Island City Savings Bank 


Muir & Co. is the former agency. 


a that—Ford put its Pur- 


Papi 6 


chasing Department in control 
of costing when they decided to 


bring out the Falcon. 
What a job they did. What 


- 


story for industriai purchasing 


agents! 


P ae Cc 
Sure, the whole thing will come 


i 


out in Purchasing Magazine's 
Value Analysis issue —May 23. 
Closing date? May 2. Want in? 9 


“v 


ry * 2 Ss 
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make 
sure 


you get 
the order 


localized advertising 
in the state farm paper 
which has earned his 
confidence . . . brings 
buying results © 


ol 


Farmers like our kind of paper. It’s local . . . an informed 
“next door neighbor” . . . because we edit only for Pennsyl- 
vania people and Pennsylvania agriculture.- Farmers pre- 
fer us 2 to 1 over any other farm publication. Your 
product gains added interest and respect in this en- 
vironment. Farmers become even more interested when 
you use techniques of STRAIGHT-LINE ADVERTIS- 
ING — local pictures, case histories, prices, terms, dealer 
listings. We can insert these quickly and at low cost be- 
cause we print by gravure. Want proof? Send for free 
folder. 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


STRAIGHT-LINE ADVERTISING available also in — 
THE OHIO FARMER ® MICHIGAN FARMER 

THE INDIANA FARMER © THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 


has named Lynn Baker Inc., New | 
York, to handle its advertising. | 
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Ohrbach’s Paris collection opens on Thursday 
--.but it opened in LIFE magazine this week! 


Of all the collections in America, Life chase Ohy ; 

{ : bach’s! See 

issue. spe Ohrbach’s to a 1 learn what hanes se 
original omes an Ohrbach, ut! Then see the fashions come 
alive... in our fabuloj thion show Thursday at 1 pm. 


In a single week, three of New York’s leading fashion 
stores, Ohrbachs, Lord & Taylor and Bonwit Teller 


featured editorial stories from LIFE in their 
newspaper ads. Reason? The nation’s leading 
retailers know that LIFE moves merchandise. 
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EFiow to 
influence 
management 


decisions... 


Dominant, continuous advertising to management in DuN’s 
REVIEW and Modern Industry is the effective ...selective... 
economical way to influence business decisions. Here your dollars 
buy frequent, impressive advertising which is read by important 
executives when they are thinking about business and most respon- 
sive to business advertising. And this advertising reaches men 
your salesmen often can’t. 

This is the reason advertisers are placing more pages in DuN’s 
REVIEW, the business management magazine. They have found it 
the place to influence the decisions of men who have the authority 
and interest to act. 

The following facts show clearly how DuN’s REVIEW and Modern 
Industry can help your advertising dollars work harder by provid- 
ing concentration and dominance on the major decision-makers at 
the heart of America’s industrial and business market. 


1. THE RIGHT EDITORIAL 
ATMOSPHERE 


Business advertising has the 
best chance of being seen and 
acted upon when prospects 
are reading and thinking 
about business. 

Dun’s REVIEW stimulates 
reader interest in moderniza- 
tion and improvement in all 
phases of business operation: 
executive methods, produc- 
tion, product development, 
marketing, employer rela- 
tions, finance, business con- hich 
ditions, and government pol- —  . : : 
icy. Authority of editorial e Total paid circulation is 
coverage establishes a highly 117,500 
receptive atmosphere for e@ Pass-alon 
product and corporate ad- boosts tota 
vertising. 300,000. 


2. READERSHIP AMONG 
THE RIGHT PEOPLE 


The circulation of Dun’s 

REVIEW represents an un- 

matched audience for those 

who sell products or services 

to business and industry. 

e@ Over 50,000 readers are 
Presidents. 

e@ Over 88,000 readers are 
in top management. 

e Almost three-quarters of 
the readers have the title 
of General Manager or 


readership 
audience to 


3. READERSHIP IN THE RIGHT PLACES 


Dun’s REVIEW concentrates advertising on your best prospects. 
e@ 60 per cent of the readers are in Manufacturing or other Industry. 
e 35 per cent are in Distribution, Finance, and Service. 


e@ Over half of the companies reached do $1,000,000 or more in 
sales annually. 


e Circulation includes eight out of every ten manufacturers worth 
$1,000,000 or more. 


4. THE RIGHT PROGRAM COSTS 


Management advertising in DUN’s REVIEW logically extends and 
complements sound trade paper advertising. Yet, while adding 
important management coverage, it costs little more than adver- 
tising in any good trade paper. 

Dun’s REVIEW also provides economical coverage of top manage- 
ment without the prohibitive cost of broad circulation newsweek- 
lies. Management advertising is strictly on its target in the pages 
of Dun’s REVIEW. 


Impressive advertising programs are possible in DuN’s REVIEW. 
And these programs get results . . . economically. 


5. THE RIGHT VALUES FOR 
CORPORATE-FINANCIAL ADVERTISING 


Dun’s REVIEW readers have an average income of $27,015 placing 
them among the very best prospects for personal investment. 75 
per cent of the magazine’s readers own stocks and/or bonds. 


Corporate pe plans are accumulating potential investment 
money in the “‘billions’’ every year. 42 per cent of the companies 
reached by Dun’s REVIEW have pension plans whose funds re 
resent a major reservoir of investment dollars. 63 per cent of the 
readers have a voice in company investment policy. 

Institutions represent a major investment factor. 45 per cent of 
Dun’s REVIEW readers are members of the governing bodies of 
schools, hospitals, churches, or community government. 

Banks, Finance, and Insurance companies are prime objectives for 
the Corporate-Financial advertiser. Over 7,000 Dun’s REVIEW 
readers are key management people in these firms. 


To influence a business decision 


Along the Media Path | 


e Aftenposten, Oslo daily news- 
paper, will celebrate its 100th 
anniversary with a special anni- 
versary edition May 14. 


e A comparative study of wom- 
en’s preferences for five maga- 
zines has been published by the 
Ladies’ Home Journal. The five 
magazines studied were Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Look and McCall’s. Ad- 
ditional information is available 
from Marny Jennings, Ladies’ 


|Home Journal, Curtis Publishing 


Co., Independence Sq., Philadel- 
phia 5. 


e Cue marked its silver anniver- 
sary with a special enlarged edi- 
tion March 26, which covered 
major events in New York’s enter- 
tainment and cultural worlds 
through the past 25 years. The 96- 
page issue carried 481 advertise- 
ments. 


e Houston Chronicle published a 
special section devoted to the 
Houston National Boat & Sports 
Show March 24. The section cov- 
ered new boat models, motors, 
boating rigs and marine acces- 
sories. 


e On March 20, the Cincinnati En- 
quirer published a complete eight- 
page full-size promotion advertise- 
ment as a special section to ex- 
plain to its readers why the news- 
paper rose from 20th to 10th larg- 
est in the U. S. in the past five 
years. 


e The Courier-Post, Camden, N.J., 
has been awarded first prize for 
“excellence in circulation promo- 
tion” in 1959 for newspapers in the 
over-50,000 circulation division. 
The Plainfield Courier-News won 
first prize in the less-than-50,000 
circulation category and the Wood- 
bridge Independent-Leader won in 
the weekly category. Awards were 
presented at the New Jersey Press 
Assn.’s newspaper circulation con- 
ference, in Brunswick. 


e Leap Year day, Feb. 29, was 
again acknowledged as_ Ladies’ 
Day by KXGO and KXGO-TV, 
Fargo, N.D., with no male voices, 
other than those on network pro- 
grams and filmed commercials, 
being heard from _ sign-on to 
sign-off. 


e Eight additional agencies have 
signed to participate in Adam 
Young Inc.’s third Hartford Ad- 
vertiser Area research project 
which will be conducted during 
April. The agencies are Wesley As- 
sociates; Dancer-Fitzgerald-Sam- 
ple; Warwick & Legler; Cohen, 
Dowd & Aleshire; Geyer, Morey, 


‘|Madden & Ballard; Foote, Cone & 


Belding; William Esty Co., and Sul- 


livan, Stauffer, Colwell & Bayles. | 
Purpose of the project is to provide | 
a radio audience measurement| 
based on advertiser rather than 
station objectives. 


e WMBM, Miami, Negro station, 
has been granted a license for 24- 
hour daily broadcasting by the 
Federal Communications Commis- 
sion. The station has also increased 
its power to 5,000 watts and ex- 
pects to double its present potential 
audience. 


e New England Council of Optom- 
etrists has presented its Sixth An- 
nual Award of Merit to Family 
Circle in recognition for “clarify- 
ing a difficult professional problem 
in clear, concise, non-academic 
terms and for practicing fair, un- 
biased health care reporting.” 


e A 10-day tour of the western 
market, including a week’s stay at 
the Royal Hawaiian Hotel, Hono- 
lulu, will be first prizes in Sunset 
Magazine’s new contest, open to 
any advertising or sales executive 
attending the showing of Sunset’s 
new audio visual presentation in 
New York and Chicago. Drawing 
for the New York winner took 
place April 1 and the Chicago 
drawing will be held between April 
29 and May 2. 


e A complete breakdown of the 
New York Times distribution is 
contained in the latest issue of the 
“Times Circulation Book,” now be- 


ing distributed to advertisers and @ 
agencies. Copies of the “Circulation 


Book” are available upon request 
on business letterhead from the) 
New York Times research depart-| 
ment, Times Square, New York 36. | 


e Metropolitan area department 
stores in 130 cities are running) 
storewide and department wide} 
plastics promotion, including over} 
100 windows and thousands of in-| 
store merchandising displays, in 
cooperation with a plastics promo- 
tion, sponsored by Good House- 
keeping and leading plastics man- 
ufacturers. Good Housekeeping | 
features a full-color 12-page edi-| 
torial section on the progress of 
plastics products throughout the 
home and shows smart, useful and 
decorative items in attractive set- 
tings. 


e Nearly 200 Madison Ave. adver- 
tising executives savored ice cream 
pie instead of looking at pie charts 
as a means of getting an updating 
on the buying habits and motiva- 
tions of the nation’s farm families, 
as part of a presentation given by 
Farm Journal. 


e Uusi Suomi, Helsinki daily 
newspaper, used what it termed 


Advertising Age, April 4, 1960 


its Feb. 24 issue. The full-color ad 
was preprinted on magazine stock 
and then fed from rolls into the is- 
sue of the Finnish newspaper. 


e National Broadcasting Co. has 
published three research studies to 
illustrate the effectiveness of day- 
time tv as an advertising medium. 
“Daytime Figures” illustrates the 
power of this medium for a cross 
section of advertisers in a variety 
of product fields. “Daytime Ren- 
dezvous” and “Selling Hard Goods” 
relate the effectiveness of daytime 
tv in the cosmetic and appliance 
fields. Additonal information may 
be obtained from the National 
Broadcasting Co., 30 Rockefeller 
Plaza, New York 20. 


e Freedoms Foundation of Valley 
Forge has awarded the George 
Washington honor medal to Boys’ 
Life for an illustrated series of ar- 
ticles on the Bill of Rights which 
appeared last year. 


e Department of New Laurels: 

Advertising revenue of TV Guide 
for the first two months of 1960 
came to $2,128,754, an increase of 
$575,654 over the $1,553,100 re- 
corded for the same period in 1959. 

Stanley Publishing Co. reports 
advertising units for the first 
three months of 1960 in Jobber 
Product News totaled 818, a gain 
of 43% over the 572 recorded in 
the comparable 1959 period. Trans- 
portation Supply News advertising 
units for the first quarter of 1960 
came to 895, a 10% increase over 
the 813 units carried in 1959. 

Cavalier advertising revenue for 
the first six months of 1960 will 
come to $101,224, a 43.5% gain 
over the $70,535 recorded during 
the first half of 1959. # 
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wie iat «i p 
for their important color 
lithography work rely on The 
Regensteiner Corporation, 
now celebrating 50 years of 
service as one of the na- 
tion’s largest producers of 
quality color printing. 
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award-winning color/black & white lithography 


Jackson Boulevard and Racine Avenue 
MOnroe 6-4200 « Chicago 7, Illinois 


New York office: 520 Fifth Avenue 
OXford 7-0167 


a new color technique, in an ad in 
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ANSWER-AMERICA 


Will Make Your Client’s Advertising More Effective 


Answer-America, a network with more than 250 telephone answer- 
ing exchanges, with offices in the United States, Canada and Mexico, 
can offer your clients varied services 24 hours every day . . . they 
can maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 
to any one of the Answer-American affiliates and will be sent to the 
general office for reply or forwarded on to established regional. 
offices. Answer-America can also do special services, make telephone 
surveys, handle mail and telephone orders to tie in with local news- 
paper, radio and T.V. advertising. For complete information, write 


tell the decision-makers who read 
| 


Answer-America. 
AND MODERN oe ee Executive Office é- 
The : Fret went ‘QD: ANSWER-AMERICA, INC., 55 East Washington Street, Chicago, Ill. 
rrlijagine G Need RAndolph 6-2339 
.@na men who are going to be! “* AFFILIATE ANSWER CANADA 
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The case of the lonesome can: shelves full at 9 am, but naked as a jaybird at 5 pm. 
Sent out All Points Bulletin. Same checkout at all checkout counters and bins cased. (Same as department 
and other store capers.) Same pattern—shelves fully stocked at 9 am, empty at 5. All indications same gang 
operating last 27 years. Suspicious lack of sponsor turnover. (Of ’59-’60’s 49 advertisers, 30 renewals.) Notorious 
shelf-emptier must be Don McNeill’s Breakfast Club. Missing hot items at super and other markets include: 


ALL-PURPOSE GELATIN, AQUA-IVY, AMERICAN HOME, APPIAN WAY PIZZA, ARCHWAY COOKIES, AYDS, BABYSWEET— SOOTHENE, BELTONE HEARING AIDS, BEN MONT CHRISTMAS TREE DECORATIONS, BRUCE CLEANING WAX, BURGESS VIBROCRAFTER CAN OPENER, 
CHASE & SANBORN, CHEF BOY-AR-DEE, CHEERIOS, CLAIROL, DEEP HEAT RUB, DRISTAN, EX-LAX, FRED FEAR EASTER EGG COLORS, GROSSET & DUNLAP, GULF GUARANTY LAND & TITLE CO. (CAPE CORAL), HUDSON VITAMINS, KOOL-AID, KRETSCHMER WHEAT GERM, 
KVP FREEZER PAPER, LADIES’ HOME JOURNAL, LEVOLOR VENETIAN BLINDS, MAGLA IRONING BOARD COVERS, MIRACLOTH, MUSSELMAN APPLE SAUCE, NATIONAL LP GAS COUNCIL, OLSON RUG, PARKER PENS, PETER PAUL, PLANTABBS, RENUZIT FABRIC CLEANER, ROCK 
OF AGES, SARAN WRAP, SATURDAY EVENING POST, 6-12 INSECT REPELLENT, SLOAN’S, SOFSKIN, SPRUANCE BREAD MIX, STA-PUF—STA-FLO, STREETER’S PLANT TABLETS, UNIVERSAL COFFEEMATIC, VAN NUYS SAVINGS & LOAN, WATCHMAKERS OF SWITZERLAND, ZINO PADS. 


Look for summer capers! ABC RADIO NETWORK 
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Wood Seitz Olsen Coonradt 
jubGes—Judging is under way in the ninth editorial awards of merit 
competition among western business publications sponsored by the 
Western Society of Business Publications. Here Nat Wood, awards 
chairman, and editor, Western Metalworking, and Frank Howatt, 
president of the club, and publisher, Western Grower & Shipper, 
give instructions to the judges: Phil Seitz, West Coast editorial rep- 
resentative for a number of business publications, including Ap- 
VERTISING AGE; Fred Olsen, media director, Hixson & Jorgensen, Los 
Angeles, and Fred Coonradt, associate professor of journalism, Uni- 
versity of Southern California. Awards will be made April 12. 


Howatt 


-s #4, 


AWARDER — 
Dick Baker of 
Creative Group 
“Ine., Appleton, 
Wis., bids adieu 
to fellow officers 
Elmer Otte (left) 
and Gordon Fish- 
er as he takes off 
to hand out the 
first 15 of 75 Ha- 
waiian holiday 
winners in the 
Gibson refrigera- 
tor consumer 
sweepstakes con- 
test. The client 
will also take 
5,000 appliance 
dealers, salesmen 
and wives to Wai- 
kiki for a mam- 
moth sales con- 
vention next fall. 


Smythe 
WEST COMES EAST—The San Francisco News-Call 
Bulletin recently held two luncheon meetings in 
Chicago to explain to Chicago advertising and agen- 
cy personnel some of the changes that have taken 
place among San Francisco newspapers since the 
News-Call Bulletin merger last August. Attending 


. Duggan 


TREASURE \ 

AISLE 
FROZEN Foops 
DISPLAY kit 


st 


+ 
5 


KiT—It’s Treasure Aisle time again 
for Libby, McNeill & Libby’s fro- 
zen foods. During April and May, 
retailers will be able to use this 
20-piece kit to decorate frozen 
food cabinets. This is the third 
year for the promotion. 


one for Oertel Brewing Co., Louisville, and the other 


bo 

ata = | 
ROOF MATES—These two somewhat similar posters, for Coca-Cola, greet the eyes of Louisville citizens 
from the top of the same building. 


TISSUE GIRLS—This is one of six painted bulletins for Northern tissue, 

a product of American Can Co.’s Marathon division, being rotated 

every 30 days to new high traffic locations in Los Angeles. Pastel 

colors are used and copy says “Softness is Northern.” Young & Ru- 
bicam, Chicago, is the agency. 


Advertising Age, April 4, 1960 


Mason O'Connor Riddell Clark 


the second meeting were Patrick W. Smythe, Daniel 
E. O’Connor, and Walter Riddell of Earle Ludgin & 
Co.; Thomas G. Duggan and William J. Schmitt of 
Moloney, Regan & Schmitt, and Don Mason and 
Walter Clark of the San Francisco News-Call Bul- 
letin. 


Chamois Co., New York, is mar- 
keting a new cellulose kitchen 
sponge with colored polka dots. 


_S 


THREE “D” FOR RUM—This is one of four three-dimensional bulletins in 
Los Angeles and two in Miami being used by Rums of Puerto Rico. 
Manufactured by Superior Sculpturecraft Sign Co., Fort Lauderdale, 
Fla., they were erected in March and will be used at least through 
June. The plastic three-dimensional parts are interchangeable. The 
bulletins, located in high, head-on positions, were placed by Supe- 
rior in Miami and May Outdoor Advertising in Los Angeles. 


AGREED—F’. Bourne Ruthrauff (left), vp of Million Market Newspa- 
pers, watches Dr. George Gallup, head of the Gallup Organization, 
take pen in hand to sign up as Million Market’s research advisor. 
The five-newspaper sales organization said that “in effect,’ Gallup 
will act as its research department on a continuing basis. 
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Of the top ten markets in the U.S., nine are cities but one is a state! Iowa, with a population of 2, 747, 300 
ranks after New York, Chicago, Philadelphia, Detroit, Los Angeles and Boston, The unique circulation of 
the Des Moines Register and Tribune puts Iowa in the top ten — it reaches nearly 70% of the whole state! 
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Admiral 


fiver in Australia with Television's most 


sensational advance 


WIDE SCREEN—This b&w page in the 

Sydney Sun last month introduced 

Cinemascope 23,. Admiral of Aus- 
tralia’s new 23” tv receiver. 


Australian TV Set 
Called Cinemascope; 


Movie Men Demur 


SypnEy, March 29—Admiral of 
Australia broke advertising last 
month for its new 23” tv receiver, 
dubbing it “Cinemascope 23.” 

Shortly after the first ad ran, 
several members of the Australian 
movie industry—which, like its 
U. S. counterpart, is beginning to 
feel the financial pinch of tv’s 
competition—voiced objection to 
the use of the word Cinemascope 
to describe tv. 

Movie men here claimed the 
word is protected by a world copy- 
right by 20th Century Fox, which 
secured the rights to the Cinema- 
scope wide lens motion picture sys- 
tem. 

In New York, 20th Century said 
it was not aware of Admiral’s use 
of the word and would have to ex- 
amine the advertising before decid- 
ing what action to take. 


s Admiral’s Australian company 
told ADVERTISING AGE that it had 
checked the word before using it 
and had found no copyright on it. 

“We are taking steps ourselves to 
copyright restricted use of the word 
in relation to radio and tv equip- 
ment and apparatus,” a company 
executive said. 

In the U. S., the Admiral parent 
company said the Australian sub- 
sidiary prepared the Cinemascope 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
PLANOGRAPH! 
WHY TAKE LESS? 
Singleweight Quantity 5x7 8x10 
Glossy 25 $2.75 $ 4.00 
Prints 50 4.50 6.00 

100 8.00 9.50 
250 17.50 22 50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


| campaign on its own. O’Brien Pub- 
naw licity, Sydney, is the Admiral of 


Australia agency. # 


‘L. C. Cole Names Three 


L. C. Cole Co., San Francisco, 
has named Harry Copelan to its 
electronic service group as an 
electronic copy specialist, increas- 
ing the agency’s electronic staff to 
16. Mr. Copelan formerly was ad- 
vertising and export sales man- 
ager of Kaar Engineering Corp., 


Palo Alto. Cole also has elected 
Katherine Doyle Spann, an ac- 
count executive, and Wayne May- 
field, art director, vps. 


Bennett Names Davis 

Leonard L. Davis Jr., formerly 
executive secretary and director 
of public information for the 
National Assn. of Investment Com- 
panies, has been appointed man- 
aging director of Bennett Associ- 
ates, New York, public relations 


affiliate of Victor A. Bennett Co. 
He succeeds Jack Galub, who has 
joined the Max Rogel public rela- 
tions company. 


Norton Names Two 

Clifford S. Duxbury Jr., formerly 
director of export advertising, has 
been appointed manager of mar- 
keting services and advertising of 
Norton International, subsidiary of 
Norton Co., Worcester, Mass., in- 
dustrial company. Anne Swydan, a 


— 
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member of Norton’s advertising 
department since 1952, will succeed 
him. 


Ludington Forms Sellavision 

A. Victor Ludington Jr., sales 
manager of WLYH-TV, Lebanon, 
Pa., has resigned to form Sella- 
vision, a _ service organization 
which will prepare sales material 
for medium and small-market tv 
stations. Offices are at 2101 N. 
Front St., Harrisburg, Pa. 


con 
ee ay ee ee 


\ @ 


a. 
- 
Ws 
: N 
r 4 
ae 5 
a Le 
i 
a 
} 
-_—— = 6: 
| 
-_ . € 
et 
eis ac 
- 


| ™ Di: 7 
ee ——_ 
——— OO ——_ | 
- ag =iy * . E 
. —._ if Ap ff 
he? « . . 3 = a u 
* “ BS See)! 
| iS i a ball a ai = | 
4 p> — IOI = ( : 
:. bd oD _ft CTT 
She : | « 2 | tf . 
Bic: rj # | ie 
es | = sini ee i : 
?_ » Wid A | aa 
a ik = 
| Mt. | 2 S| & 
ST EE | : —_- x mea at a 
eae _ eee — U : ‘ee 
= TUL ae ae 
Ls Pa 
e [RLS Use wep rte 
a” a | 
4 Pe bo SOc 
‘nies cone j 
x er eae tg 
Mut ey 
- ee : 
E es Say mae 
‘ — 7 " | Bs. Pi. . | 


= 


—_—— 


Advertising Age, April 4, 1960 


Lewyt Sets $1,000,000 Push 
Lewyt Corp., Long Island City, 
has announced a $1,000,000 cam- 
paign for its vacuum cleaner this 
spring and summer. Starting in 
April, page ads will run in Life 
and spreads will run in Living for 
Young Homemakers, Featured will 
be the new window and “see thru” 
dust bag which permits the house- 
wife “to see at a glance when the 
dust bag is full.” Point of purchase 
displays, co-op advertising and an 


increased direct mail program 
complete the campaign. Hicks & 
Griest, New York, is the agency. 


Lever Offers Bank Accounts 
Continuing its annual sweep- 
stakes promotion, Lever Bros. Co. 
this year has scheduled a $100,000 
“Save’N’ Win” promotion in which 
prize winners will be offered $10,- 
000 deposits in banks of their 
choice. Coupons for five Lever 
brands plus send-away premium 


offers on three other products nLL| 29 70 of Viewers Use 


included in the sweepstakes mail- 
ing. Ten network tv shows are ad- 


vertising the promotion during Y Toducts They See 


March and April. 


Lucky Heart to Sackheim 

Lucky Heart Laboratories Inc., 
Memphis, Tenn., has named Max- 
well Sackheim-Franklin Bruck, 
New York, to handle its advertis- 
ing. Jones Frankel Co., Chicago, is 
the previous agency of record. 
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;and found that about 77% of them 
|use products seen in commercials. 

One finding in the survey: 48% 
of the watchers prefer cartoon- 
type commercials, 21% musical, 
12% silent, 8% demonstrative, 6% 


on TV, Study Shows 
Los ANGELEs, March 29—Ac- | serious and 3% dramatic. 

cording to a survey taken in South-| Of the 77% who use advertised 

ern California, three out of every | products, 12% always use them 

four viewers use products adver- and 65% sometimes use them. The 

tised on tv. remaining 23% said they never use 
Dr. Aly Vahabzade of Woodbury |the products advertised. + 

College, polled 3,018 tv viewers 


In the P/A tradition... 


A new 
standard of 
architectural 
publishing 


In May, readers of ProcREssIVE ARCHITECTURE 

will discover a sparkling new format and a fresh, 
trend-setting editorial approach. The purpose of this 
redesign —this new standard in architectural publishing 


— is not to change P/A, 


but to make it more of the’ 


magazine it always has been. It is a reflection of the 
continuing efforts of the editors to make P/A express 
the whole creative process that is architecture. 


Just as modern architecture often makes use of 
traditional materials in an untraditional manner, 
PROGRESSIVE ARCHITECTURE will combine time-tested 
publishing programs in the new design. As always, 
its aim and purpose is to inform and inspire all 
echelons of architectural men—modern masters and 
emerging talent, principals and draftsmen, design- 
minded architects and business-minded architects — 
in a word, the “total” architect. 


By wholly serving the total architect PROGRESSIVE 
ARCHITECTURE best serves the total architect market. 
More than ever, P/A offers a unique climate of 
leadership and professional authority, in which 
building product advertisers can successfully 
cultivate acceptance for their products. 


Hamilton-Skotch to Sackel 
Hamilton-Skotch Corp., New 
York, manufacturer of the Skotch 
Kooler, has appointed Sackel Co., 
Boston, as its agency. An extensive 
program of national advertising 


and merchandising is being 
planned. 
Burkoff Joins DDB 

Stanley T. Burkoff, formerly 


with Zimmer-McClaskey Advertis- 
ing Agency, Louisville, has joined 
Doyle Dane Bernbach Inc., New 
York, as a copy supervisor. 


837 


June P/A will review the countless ways that plastics 
are utilized by architects today, and the fundamental 
principals that will govern proper utilization of various 
plastic materials and techniques in future design. 


PROGRESSIVE AR 
430 Park Avenue, New York 22, N. Y.* A Reinhold Publication 


& 


HOME DELIVERED 


...and helping you bag new customers 
among Detroit Times readers in the 
heavy-buying metropolitan Detroit area. 
Additional influential fact: the Times 
delivers in the metropolitan area alone 
234,333 exclusive readers (130,889 
more than Detroit’s morning paper). To 
reach Detroit, better talk through the 
Times. 


ie KEEP YOUR EYE ON THE TIMES 


DetroitTimes 


Represented nationally by 


HEARST ADVERTISING SERVICE INC. 
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Brand Names Ad Is Not 
Deserving of ‘Silly’ Label | 

To the Editor: I must agree with 
James D. Woolf when he says, in 
your March 14 issue, that never has | 
there been a more needful time to| 
eschew silly advertising. But when | 
he singled out an advertisement of 
the Brand Names Foundation to 
hold up as a horrible example, I, 
for one, couldn’t go along with him. 

The ad, which contained brief | 
copy and three cartoons, presented | 
its case quickly and attractively. 
How Mr. Woolf could call the treat- | 


ment inane and frivolous, the ad | 


silly and the cartoons crudely | 
drawn, is more than I can fathom. | 
As a practicing cartoonist myself, I | 
consider that the cartoons are quite | 
professional. 

I will agree that a little more 
thought might have been given 4 
the subject matter of the illustra- 
tions. But that this ad “‘misses the | 
boat by a country mile” is missing 
the fact by that same rural mile. 

In our mad rush to repent our 
sins and to reform I do hope we are 
not going to become religious fa- 
natics. 

Bernard Segal, 

Director of Promotion, Haire 

Publishing Co., New York. 

o _* * 
Tribute to Cliff Dillon 
From a Fellow Adman 

To the Editor: I don’t know 
quite what one says about a good 
friend who has died. But I would 
like to say in public a few of the 
things I wish I had said to Cliff 
Dillon when he was alive. [Ed. 
Note: J. Clifford Dillon, chairman 
of the Compton agency creative 


board, died March 16 at age 55.] 


The Voice of the Advertiser | 


This department is a reader’s forum. Letters are welcome. 


I wish I had told him what a 
good and kindly man he was and 
how much it meant to me to be 
able to talk to him about this and 
that. On those dreary days we all 
have from time to time, Cliff would 
listen and somehow after a while 
you felt that things were not quite 
as bad as you thought. 

You could kick around an idea, 
or a half-formed idea, with him 
and you came out of it with your 
idea nice and clear or with a brand 
new one. He never appropriated an 
idea and gave away many. 

He never to my knowledge wrote 
a trite headline or a dull piece of 
copy. 

Such was his sense of humor, or 
perhaps more accurately, his sense 


|of proportion that he always took 


his work seriously but not himself. 

He was more apt to toss off 
trouble with a quip than a gripe. 
Suffering for years with ulcers 
he’d reply when asked how they 
were, “Fine, right back to subnor- 
mal.” 

Cliff was a thoroughly good ad- 
vertising man and far more im- 
portant he was a thoroughly good 
man. He was a joy and a pleasure 
to know. God rest his soul. 

Maitland Jones, 
New York. 
= . - 


Some ‘Ad Age’ Articles Will 
Be Translated into Japanese 
To the Editor: Please accept our 
hearty congratulations on your 
business prosperity. This firm is a 
subscriber to the magazine ADVER- 
TISING AGE, your publication. How- 
ever, only a few of our firm mem- 
bers can read it since English is a 
foreign language to us Japanese 


th/ Ty 


MARKET 
IN THE 


/ NATION 


$2,000,000,000 IN RETAIL SALES 


WOC-TV serves the largest market between Chicago 
and Omaha . . . Minneapolis and St. Louis. 438,480 
TV homes; almost $3 billion in effective buying in- 
come; over $1 billion gross farm income. 


And to help you get the maximum number of these 
dollars WOC-TV specializes in effectively ce-ordin- 
ating and merchandising your buy at every level — 
the broker, wholesaler, direct salesman, key buyer 
as well as the retail outlet. 


Further proof of aggressiveness —- WOC-TV offers 


the greatest amount of 
33 hours each week. 


PRESIDENT 
Cot BJ Paimer 
VICE-PRES & TREASURER 
D D Palmer 
EXEC VICE-PRESIDENT 
Ralph Evans 


RESIDENT MANAGER 
Ernest C 


SALES MANAGER 
Pax Shaffer 


THE QUINT CITIES 


DAVENPORT 


BETTENDORF } WA 


} 


PETERS. GRIFFIN, WOODWARD, INC 
EXCLUSIVE NATIONAL REPRESENTATIVES 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


local programming — over 


Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabil- 
ities. See him today. 


| 


| 
people belonging to the firm. | 

We therefore came to think of} 
translating useful articles into) 
Japanese so as to let a limited 
number of our staff—officials and 
top employes only—read them. As 
for the quantity of translation to 
be made, it will be only one or two 
articles per month. A total of 10 
mimeographed copies will be pro- 
duced each translation, with a note 
indicating the source—‘Translated 
from (the title of an article), Ap- 
VERTISING AGE, issuing date.” 

In accordance with this purpose 
of translation, the circulation of 
translated copies will be strictly 
limited within our firm. We as- 
sume that to execute this plan does 
not constitute an infringement of 
the copyright that you hold. And 
the purpose of this letter is noth- 
ing but to ask for your understand- 
ing on the matter in advance. 

We would much appreciate if 
you realize difficulties which we 
are forced to meet with in reading 
a foreign language and if you kind- 
ly give a consent into our plan. 
Hoping we would hear from you 
soon, we remain, 

Aki Yoshida, 

Director, Head of Planning 

and Research Department, Ky- 

odo Advertising Co., Tokyo. 


We are happy to have Mr. Yo- 
shida translate any articles he con- 
siders worth while for the benefit 
of his colleagues who don’t under- 
stand English. 

* . ” 
Australian Adman Disagrees 
With Weir on Ad Benefits 

To the Editor: In your issue of 
Jan. 25 recently arrived, you quote 
a statement made by Walter Weir 
in his recent book “ .. . the purpose 
of advertising is not to sell but to 
benefit a human being.” 

By what kind of pseudo-ethical 
“doublethink” does Mr. Weir ar- 
rive at this astonishing statement? 
Whether or not advertising benefits 
human beings is obviously depend- 
ent upon whether the products ad- 
vertised benefit human beings or 
not. This is a subject one could ar- 
gue about until the cows come 
home. 

If Mr. Weir had written “the 


In how 

many ways 
did oil help 
make your life 
better today? 


purpose of all business, including 


advertising, should not be to sell 
but to benefit a human being,” he 
might have had a logically debat- 
able proposition. But as the state- 
ment stands it is manifest non- 
sense. 
Ronald Vickers, 
Manager, Research and Mar- 
keting Division, Hugh Berry 
Co., Sydney, Australia. 
2 * ~ 
Misinterpretation Led to 
Error in Billings Report 
To the Editor: We are sorry to 
state that, through a regrettable 
misinterpretation of the second 
item under the heading “billings” 
{in the questionnaire to agencies 
for the agency billings issue], we 
indicated wrong billing figures to 
you. 
The right figures should be thc 
following ones: 
1959 
1. Purchases of 
commissionable 
space and time 
for clients $4,716,400 $4,113,200 
2. Additional fees 
for services 
rendered to 
clients which 
were not com- 
missionable 240,750 
Total 


1958 


73,500 
$4,957,150 $4,186,700 
Hans Eriksson, 
Wilh. Anderssons Annonsbyra 

Ab, Stockholm. 

AA reported Anderssons’ billings 
at $9,192,100, of which $5,330,500 
represented capitalized fees, in our 
Feb. 29 issue. 

7 * e 
Gladys’ Shoes Don’t Suit Her 
To the Editor: Would it be pos- 


‘LISTEN, BUD! DID YOU 


OUTSELLS THE TOTAL 
MAKES OF FOREIGN 


THE PAPER BOX INDUSTRY * 


KNOW 


OF ALL 


ao 


we 


** PAPER BOX SALES WERE $3,000,000,000.°° 


For Further Information on This Growing Market, Contact: 


Boxboard 


CONTAINERS 


6 NORTH MICHIGAN AVENUE 
CHICAGO, ILLINOIS 
CEntral 6-3690 


369 LEXINGTON AVENUE 
NEW YORK 17, NEW YORK 
MUrray Hill 3-8432 
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Reader Deplores Hack Ads 


To the Editor: More power to 
the Creative Man in his effort to 
improve the writing in advertise- 
ments! 

I enclose another example. It 
appeared in The New Yorker, and 
so it must have cost a lot of money. 
Yet the writing sounds like that of 
a $50-a-week hack who flunked 
his English courses. 

Unfortunately, business execu- 
tives don’t see what is wrong with 
such writing. If your column helps 
to educate them, you will be doing 
a great service. 

Edward L. Gordy, 
Evanston, Ill. 


sible to retouch some 1960 style 
shoes on the poor girl [Gladys, the 
beautiful receptionist] who is 
standing around in her early 1940 
version of footgear? 

These girls so often have some- 
thing quite smart to say that it 
seems too bad to have them look 
so dowdy. 

Nan Findlow, 

J. Walter Thompson Co., New 

York. 

. * + 
The Research Man Has 
His Own Reactions 

To the Editor: I feel that “Ad- 
Verse Reactions” with reference to 
the research man, in the issue of 
March 7, needs four more lines 
roughly as follows: 


With a ton of charts and a won- 


drous plan 

He comes, behold, the Research 
Man. 

Give him four and twenty schol- 
ars, 

Give him twenty thousand dol- 
lars, 

And in two months he’ll bring to 
view 


The facts that you already knew, 


That took you thirty years to 
learn, 
Those you’ve guarded with such 
concern, 
If you’d confided in him as he 
asked you to do, 
You’d have saved some money 
and learned something new. 
Ernest A. Bortis, 
Director of Marketing Re- 
search and Advertising, Fed- 
eral Paper Board Co., Bogota, 
N. J. 
* e e 
Art in Cuban Ad Is 
Quite Factual, He Vows 


To the Editor: I think the Crea- 
tive Man’s feature entitled “Go 
Home, Adman!” appearing in the 
March 14 issue of ADVERTISING AGE 
was terrific. 

The only other purpose of this 
letter is to point out something to 
you which may have escaped you 
in connection with this same ad- 
vertising. This is without a ques- 
tion of doubt the most factual ad- 
vertising that I have ever seen dur- 
ing some 25 years in the advertis- 
ing agency business. Take a look at 
the art and you will notice that in 
all the street scenes there is not a 
single person in evidence. I was in 
Cuba last Monday and I can as- 
sure you the artwork is exactly 
factual because there is not tourist 
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The Art 
of Ogling 

To the Editor: I 
thought you 
might be inter- 
ested in the posi- 
tioning of these 
ads. It seems to 
me that Art Car- 
ney is more in- 
terested in the 
BB movie than 
his production. 
Jarrell Jennings, 
National Adver- 
tising Depart- 


| for more.’ | 
| Nevertheless, I see no reason for 
|\Clyde Bedell to act like a Lucite 
|and go out of his way to poke fun) 
at an O.D. who calls himself a 
“Doctor of Optometry.” O.D. may | 
have meant “olive drab” or “Ofti- | 
cer of the Day” to Mr. Bedell (de-| 
pending on the war in which he| 
served) but it is a perfectly legiti- | 
mate and acceptable designation | 
for a college degree that is granted 
after a full course in what he calls 
“eye measure.” 

His complaint is certainly legiti- 
mate that few worse ads have ever 
run, and if he had stuck to that 
subject, he would have heard noth- 
ing but praise from me. On the 


le, 


Wher are red Allee amd Mawrets fewes doing on the rocbs! 
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A Good Idea 


To the Editor: 
As indicated by 
the enclosed 
proofs, good ideas 
never die. 

Our advertise- 
ment for Heu- 
blein cocktails 
appeared in Life 
on April 4, 1955. 
The Martin’s 
V.V.O. ad is in 
the March 7 issue 
of the same mag- 
azine. 

Morton Freund, 
Lawrence C. 


scotch- ee: ore 
ment, Daily other hand, I get a little tired of on-the- ee ner hbrestaien 
Oklahoman “ 4 critics (whose responsibilities | £3 rocks & @ Agency, New 
& Times, Okla- COLOR TONIGHT 7: was always great) who write just to be aa ined i< 
homa City. IN 120 on wary funny >. sere , 


As one of the original iconoclasts | ~ 
number one to be seen anywhere.|can appreciate Clyde Bedell’s de-| of the 20th century, I have no hesi- his D.A. degree (Doctor of Adver-| today. 
I thought you would get a kick/sire (AA, March 21) to “snatch| tation to tear down that which is) 


| tising). It smacks too much of the 
out of this other comment. | the witty saw, the burning ode” for | false... but believe me, Mr. Be-| undeserved ridicule the advertising 
John A. Dey, 


| the “pit that every Monday yawns’ dell’s “cuteness” .adds no luster to| profession is getting from all sides 
Miami. | 


Aubrey Williams, 
President, Aubrey Williams 
Advertising, New Orleans. 


Doctors Pay Hard Money Safi < ee : ee eS 2 eateet ae 
| for This New Publication | : ; oe ; 

To the Editor: In your report on| : a ee 

| new medical pusicaons whic Pa What's s New In Electronics? 
have made their debut in the past | ene : 
year (AA, March 7) we note the} ‘ _ zs 
omission of Clinical Pharmacology | 
& Therapeutics, which first ap-| 
peared January, 1960. 

Clinical Pharmacology & Thera- 
peutics is a bi-monthly paid cir- 
culation publication (at better than 
$2 per issue) concerned with the 
proper and enduring evaluation of | 
drugs in man, and which presently | 
enjoys a paid list in excess of 4,200 
subscriptions. 

The impressive parade of com- 
plimentary publications even omits 
a few. I confess I must shake my 
head at what appears to be an ad- 
mission by segments of our pro- 
fession that today’s physician no 
longer buys, can not be sold and} 
does not exercise any literary dis- | 
cretion in his professional reading. | 9m 
Several industry people have re-| 
marked recently that all the chan- 
nels of communication to the 
physician seem to be jammed.| 
Sometimes I think we forget Homo | 
sapiens medicos is no more or less | 
human than we. He will always 
put his pants on one leg at a time, 
and perhaps more than most of us| 
he is still capable of paying for 
what he wants. 

For us we can only say that it| 
continues to be a demonstrated | 
source of satisfaction in justifica- 
tion of our endeavors that sub-| 
scribers to our publications pay us | 
more for the privilege of reading | 
them than advertisers do to use 
them. 


” 86.6% 
Ducrease in Total Pages 


John C. Mosby Jr., 
C. V. Mosby Co., St. Louis. 
° « * 
Those Artists Are Wild 

To the Editor: Re: AA, Feb. 29, 
Page 27: 

Does everybody at Time Inc. 
skin-dive for pleasure? 

Isn’t there anyone old enough to 
know poker? 

Does anyone read media adver- 
tising? (This biurt has appeared 
unchallenged before.) 

George Johnson, 
Webster Groves, Mo. 


Mr. Johnson is commenting on 
the illustration for the Architec- 
tural Forum ad which shows a 
player about to turn up his fifth 
card with three aces and a seven 
staring him in the face, a combina- 
tion which no poker player would 
mistake for a possible straight, al- 
though this is what the ad copy 
calls it. 


Teel peees er edverti tising 
NEDA Journal during ie amounted to 
196.90 | : 
- A decrease of 4.85 


Total pages of sania te the 12 issues. 
NEDA Journal during 1959 amounted to 
333.30 — 

An in 


JOURNAL PUBLISHING CoO. 
. * e 


O.D. Is an O.K. . 
Designation, He Says 

To the Editor: Having had 12 
years experience as a newspaper | 
writer and another 20 on the crea- 
tive end of the agency business, I 


JOSEPH POWERS, EDITORIAL DIRECTOR 
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The Changing 
Negro Market 


. 2 


The Negro market is changing, but 
only in a way as to underscore the 
trends of the Forties, which have be- 
come the avalanches of the Sixties. 
For instance: Negro birthrate is 38% 
higher than that of white families; in- 
comes are up 200%! And the Negro 
spends 80% of his income on consumer 
goods, is both brand-conscious and 
brand-loyal. 


In the Memphis area, largest single 
Negro market in the U.S., 1,500,000 
Negroes earn more than a billion dol- 
lars annually. Today, more than ever, 
radio is the only effective method of 
reaching them. Newspaper-magazine 
readership, as well as television view- 
ership, has always been low, remains 
so. Conversely, radio is stronger than 
ever (95% own a radio, most own two), 
because in the midst of vast upheavals 
in his life, the Negro naturally seeks 
reassurance of the familiar, the well- 
known. In the Memphis area, this is 
50,000 watt Negro-programmed radio 
station, WDIA. 

Through an all-encompassing per- 
sonal program of active public service, 
WDIA has become the hub of the 
Negro community, closely tied to the 
daily lives of its audience. WDIA’s 
Negro entertainment staff commands 
the Negro’s loyal listenership through 
a unique combination of personal ap- 
peal, understanding and high-powered 
salesmanship. This combination has 
made WDIA the dominant selling 
force in the area. WDIA’s selling 
power and the fact that the Memphis 
market is 40% Negro are good reasons 
why no budget is complete unless it 
includes WDIA. For without WDIA 
you completely miss 40% of this rich 
market. More than 170 nationally ad- 
vertised products and services are cur- 
rently selling on WDIA—such as: 
Budweiser Beer, Blue Plate Foods, 
Carnation Milk, 4-Way Cold Tablets, 
Feen-A-Mint, Cheer, Ford, Sinclair, 
Sealtest, Lucky Strike Cigarettes. 


Write today for facts and figures on 
your particular field. 


ARCHIE S. GRINALDS, JR., Sales Mgr. 
BERT FERGUSON, Exec, Vice-President 
EGMONT SONDERLING, President 


Represented by THE BOLLING Co. 


Coming 
Conventions 


April 3-7. National Assn. of Broadcasters 
annual convention, Conrad Hilton Hotel, 
| Chicago. 

April 5. Premium Advertising Assn. of 
America conference, in conjunction with 


Pier, Chicago. 


ing, Casa Blanca Inn, Scottsdale, Ariz. 
April 20-21. Associated Business Publi- 
cations, fifth annual sales management 


N. Y. 

April 21. Assn. of National Advertisers, 
fifth annual workshop on Advertising to 
Business and Industry, Hotel Plaza, New 
York. 

April 21-23. Western States Advertising 
Agencies Assn., 10th annual conference, 
Shelter Island Inn, San Diego. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

April 22. Assn. of National Advertisers, 
workshop on Trade Shows and Exhibits, 
Hotel Plaza, New York. 

April 24-27. Continental Advertising 
Agency Network, annual convention, Fon- 
tainebleau Hotel, Miami Beach. 

April 24-27. Annual sales promotion con- 
vention, National Retail Merchants Assn., 
Paradise Inn, Phoenix. 

April 25-27. Sales Promotion Executives 
Assn., third annual national conference, 
Hotel Astor, New York. 

April 25-28. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 28-30. Advertising Federation of 
America, 5th District, Columbus, O. 

May 1-4. National Newspaper Promotion 
Assn., annual convention, Westward Ho 
Hotel, Phoenix, Ariz. 

May 2-4. Forty-fifth annual conference, 
Assn. of Canadian Advertisers, Royal 
York Hotel, Toronto. 

May 4-5. Direct Mail Advertising Assn., 
regional convention, Fairmont Hotel, San 
Francisco. 

May 8-10. Magazine Publishers Assn., 
4lst annual spring conference, The Green- 
brier, White Sulphur Springs, W. Va. 

May 8-11. Associated Business Publica- 
tions meeting, Hot Springs, Va. 

May 12-13. Public Utilities Advertising 
Assn., Waldorf-Astoria, New York. 

May 12-15. Advertising Federation of 
America, 4th District, Beach Club Hotel, 
Fort Lauderdale, Fla. 

May 13-14. Point-of-Purchase Advertis- 
ing Institute, third annual meeting, May- 
flower Hotel, Washington, D. C. 

May 15-18. National Sales Executives, 
annual convention, Buffalo, N. Y. 

May 23-25. Assn. of Railroad Advertis- 
ing Managers, Diplomat Hotel, Hollywood, 
Fla. 

May 26-29. Federation of Canadian Ad- 
vertising and Sales Clubs, 12th annual 
convention, Royal Hotel, Guelph, Ontario. 

May 26-31. National Federation of Ad- 
vertising Agencies, annual management 
conference, Northernaire Hotel, Three 
Lakes, Wis. 

June 1-3. International Advertising 
Assn., annual convention, Waldorf-As- 
toria, New York. 

June 5-8. Advertising Federation of 
America, 56th annual convention, Hotel 
Astor, New York. 

June 5-9. Assn. of Industrial Advertis- 
ers, annual convention, Shoreham Hotel, 
Washington, D. C. 

June 8-9. Fifth annual Circulation Sem- 
inar for Business Publications, Pick- 
Congress Hotel, Chicago. 

June 12-15. National Assn. of Direct 
Selling Companies, Hotel Statler, New 
York. 

June 15-17. American Marketing Assn., 
annual meeting, Hotel Leamington, Min- 
neapolis. 

June 19-24. National Advertising Agen- 
cy Network, national conference, Oyster 
Harbors Club, Osterville, Mass. 

June 20-24. First Advertising Agency 
Group, 32nd annual conference, Holiday 
Hotel, Dallas. 

June 26-29. Advertising Assn. of the 
West, annual convention, Hotel Del Prado, 
Mexico City. 


July 10-13. Newspaper Advertising Ex- 


the premium buyers exposition, Navy | 


April 10-14. National Assn. of Trans- | 7 
portation Advertising Inc., spring meet- | 


seminar, Westchester Country Club, Rye, | 


Advertising Age, April 4, 1960 


MILEAGE—Chevrolet is getting as 
much mileage as it can out of its 
Corvair receiving the Motor Trend 
“car of the year award” in maga- 
zine, newspaper and television ad- 
vertising. Campbell-Ewald Co., 
Detroit, is the agency. 


ecutives Assn., summer meeting, St. Fran- 
cis Hotel, San Francisco. 

July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
in conjunction with the International 
Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
cago. 

Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 

Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

Oct. 9-13. Direct Mail Advertising Assn., 
43rd annual convention, Americana Hotel, 
Bal Harbour, Fa. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oct. 22-26. National Newspaper Pro- 
motion Assn., central regional conven- 
tion, Sheraton Towers Hotel, Chicago. 

Nov. 14-16. Annual convention, Broad- 
casters’ Promotion Assn., Sheraton Charles 
Hotel, New Orleans. 


Nov. 16-18. Television Bureau of Ad- 
vertising, annual meeting, Waldorf-As- 
toria, New York. 


Intl. Film Festival Offers 
Awards for Non-Theater Films 

San Francisco’s 1960 Interna- 
tional Film Festival to be held 
Oct. 19 to Nov. 1 will, for the first 
time, offer nine Golden Gate 
award prizes in the 16mm non- 
theatrical film competition. 
Awards will be made to the best 
16mm films produced in nine dif- 
ferent categories ranging from in- 
dustrial and institutional films for 
private and public use through 
educational films for special train- 
ing and classrooms. 

Irving M. Levin, festival direc- 
tor, has appointed Carol Levene, 
San Francisco film producer, di- 
rector of the 16mm section of the 
competition. Entrants must submit 
outlines of their film subject to 
Miss Levene at 172 Golden Gate 
Ave., San Francisco, before June 
1. A panel of jurors will pre-screen 
all eligible entries and select three 
films in each category for judging 
by a final jury. 


Crna you know they tore down four | 
foreign cars and examined every part 
before they designed the Falcon? 
That's right. Ford’s Purchasing De- 
- partment costed the Falcon from 


_ drawing board to production line. 
That's the story Purchasing Maga-— 
zine is coming out with May 23 — 
_ this year’s Value Analysis issue. — 
Closing date? May 2. Great 


ne portunity! Want in? 9 9. 
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He can make as many as 18,000,000 calls 
a minute, and get inside the house every time. 
But what happens then? Does he get the order, 
or just tell a few jokes and leave? 


The answer is important, for this salesman 
doesn’t work on a commission basis; he gets 
paid, and paid plenty, whether he makes the 
sale or not... . At N. W. Ayer we've learned a lot 


about how to make this gifted but hard-to- 
handle fellow really go to work. When he does, 
he’s one of the world’s greatest house-to-house 
salesmen. N. W. AYER & SON, INC. 


The commercial is the payoff 
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New study explores 
a third dimension 


of media strength... 


Reader Attitudes 


In personal selling, everybody knows the attitude of the customer 
toward the salesman can make or break a sale. 


The success of advertising likewise depends, to a considerable degree, 
on readers’ attitudes toward the publications they see it in. 


This is the third dimension of media strength which Market Psychol- 
ogy, Inc. has explored for Parade. Readers of Parade were inter- 
viewed in depth to discover their opinions and attitudes toward var- 
ious publications. Their beliefs and prejudices were uncovered through 
the same interview techniques used by leading manufacturers to dis- 
cover consumer attitudes toward their own and competing products. 


Parade readers revealed what kind of people they believe are attracted 
by each publication, their appraisal of each publication’s “‘personal- 
ity’’ and editorial strengths, as well as the kind of advertised products 
they associate with the different publications. 


First showings of this study are now being made to advertisers and 
agencies. Here are typical comments from those who have seen it: 


w “This is the kind of information we have needed for some time to help us 
evaluate the effectiveness of our advertising.” (Ohio Advertiser) 

w “Since our advertising of a servfce demands a proper atmosphere or climate, 
this study on reader attitudes has been most helpful.” (New York Advertiser) 
w= ‘Congratulations on a forward step in providing information 
on.publications.” (Chicago Agency) 

w ‘Your new research study helps me to a better understanding of 
audience reaction to Parade.” (lowa Advertiser) 

mw “A genuine ‘first’ in an.important area.” (Philadelphia Agency) 


The Sunday Magazine section of strong 
newspapers throughout the nation, 
reaching 10 million families every week. 


For further information regarding this study write or phone your nearest Parade office: 

NEW YORK: L.R. PELOQUIN, MGR., 285 MADISON AVE., N.Y. 17, N.Y., PHONE: MU-6-8171 CHICAGO: W. J. REYNOLDS, MGR., 135 SO. LA SALLE ST., 
CHICAGO 38, ILL., PHONE: FI-6-5440 DETROIT: J.L. HAMMEN, MGR., 28 W. ADAMS ST., DETROIT 26, MICH., PHONE: WO-3-8186 SAN FRANCISCO: 
R. ZUNICH, MGR., THE MENNE COMPANY, 114 SANSOME ST., SAN FRANCISCO 4, CALIF., PHONE: GA-1-3846 LOS ANGELES: W.L. MENNE, MGR., THE 
MENNE COMPANY, 711 SO, VERMONT AVE., LOS ANGELES 5, CALIF., PHONE: DU-1-1271 
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Feature Section 


Advertising Age 


Right Sell for Rambler—Creative Man 


Facts on Heart Trouble—Weiss 
Grapevine Is Effective Employe Communicator 


New Twist to Testimonials—Skippy Ad 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Right Product, Right Price, Right Market? It Won't Sell’ ... 


U. S. Sales Executive Employed in Italy Warns 
Against Over-Optimism about Foreign Markets 


Not long ago James H. Kennedy, public relations and direct mail counsel, of Westport, Conn., sent two pub- 
lished articles on cracking the European market to a friend in Italy. The friend, a former U.S. sales executive 
and management consultant now with a prominent Italian company, wrote the following letter in reply, de- 
bunking what U.S. marketing men are writing about the optimistic outlook abroad for U.S. manufacturers. The 
writer, who must remain anonymous, gives the other, less rosy and (for him) more realistic side of the picture, 


trom his own first-hand experience. 


Dear Jim: 

Just received the tear-sheets you sent 
me of the recently published articles by 
those two self-proclaimed experts on Eu- 
ropean marketing. 

When I know that you are goading me 
on purpose, I’ll be damned if I know why 
I rise to your bait. I couldn’t let these two 
pass, however. 

The article on Italy read like the label 
on an old-time patent medicine bottle. 
“Simply rub on a few drops of Italian 
Applied Economics and the result will be 
commercial rejuvenation, surpassing prof- 
its, happy stockholders, muzzled directors, 
etc.”—Why didn’t he throw in the Millen- 
nium for good measure? 


s Jim, such irresponsibility is dangerous; 
especially so when these golden oppor- 
tunities are purported to respond imme- 
diately and passionately to American 
business philosophy, American basic 
thinking, and American functional tech- 
niques. “Pick it up in Detroit, or in Chi- 
cago, or on Madison Avenue and drop it 
in Milan—and watch it grow!” they say. 
Wow! Watch it go up in smoke would be 
more like it. 

I do not say that there isn’t opportunity 
here. There is. But it doesn’t automatical- 
ly respond to the proper combination of 
capitalization, manufacturing facility, 
product desirability and organization. The 
right product at the right price with an 
obvious market more often than not 
doesn’t get off the ground. “Why?” you 
ask. 


= There are vast differences on the lower 
but fundamentally important levels of the 
economy from what we are used to in the 
U.S. 

Many of these basic differences are so- 
cial in nature but they manifest them- 
selves in economics and very often do so 
through some sort of political interven- 
tion. There is not the freedom of action 
here that so often makes the difference 
between mediocrity and real success in 
the U. S. It is possible here to know ex- 
actly what to do, how to do it, when to 
do it and have the complete means of 
accomplishment, and not be allowed to 
do it. The buzz-word boys don’t talk about 
such things probably because they haven’t 


SA Moy Gee are ee, EMRE 


had the real line experience that uncovers 
such obstacles. 


Calls Italian Retailing 
Inadequate in Piece Goods 

For example, my company as you 
know, is a fully integrated textile opera- 
tion. The financial structure is sound. 
The product line is competitive and it 
offers very satisfactory dollar-for-dollar 
value to an industrial fabricator or to a 
wholesaler. However, for some products, 
I, as marketing counselor, feel that the 
present channels of distribution are me- 
chanically unsatisfactory and a great im- 
pediment to the proper flow of goods to 
the consumer. 

In the marketing of woolen, worsted 
and blended piece-goods for instance, 
there are only eight retailers for each 
wholesaler. The ordinary, average retail- 
er (and there are over 20,000 of them) is 
somebody who cannot afford to buy the 
proper selection of merchandise to offer 
the consumer. He is in business because 
it happened to be handed down in the 
family. He cannot pay his bills on time 
since, in many cases, the extension of 
credit is the only attractive sales proposi- 
tion he can offer his customer. He ekes 
out a pretty unsatisfactory existence and 
in doing so more than partially stagnates 
distribution. 


a “Well,” you say, “if the retail function 
is being performed unsatisfactorily, and 
you have all the qualifications, why don’t 
you make yourself a Robert Hall-type of 
operation? Go to the consumer yourself. 
Cut through those unwieldy channels. 
Give the consumer an opportunity to 
spend his money for something that ap- 
peals to him and which represents equita- 
ble value at the same time.” 

I agree! But, it can’t be done. It is 
necessary to obtain licenses and fran- 
chises at lower region and provincial lev- 
els in order to operate business establish- 
ments. These are firmly withheld be- 
cause the bureaucracy allegedly feels 
that, if not controlled, the large operator 
may someday, somehow constitute some 
kind of monopoly. The philosophy that 
something is probably right if it does 
the most good for the most people is not 
subscribed to here. Yet you don’t hear 


the buzz-word boys talk about anything 
like this. And such hidden obstacles could 
be a real mousetrap to American invest- 
ment. 

These things too often only become ap- 
parent when they are uncovered in the 
attempt to effect a plan which, to suc- 
ceed, must overcome them. The result— 
end of plan. Try something else, if you 
still have your shirt. 


Production Claims? 
‘100% of Nothing Is Nothing’ 

Another thing the buzz-word boys harp 
on that is very tiresome, and often in- 
valid, is production claims. They keep 
talking about percentages, seemingly ob- 
livious of the fact that 100% of nothing is 
nothing. And they talk about the Com- 
mon Market as if it were a new economic 
panacea. : 


= Let’s take my industry. It is basic and 
necessary to the Italian economy. It is 
basic and necessary to the economies of 
the other Common Market countries. 
There has been no steadily rising produc- 
tion rate. True, there have been high 
points but also there have been levelling- 
off steaks and drops as well. If we look at 
Production Index using 1953 as a base 
100, last year in fabric production, Italy 
operated at 118, France at 116, Germany 


at 101, Belgium and the Netherlands at ~ 


92. Out of whose ear do some of these fel- 
lows pull their figures? 

= “Use Italy as a springboard to sell the 
African and the Middle Eastern mar- 
kets!” they say. What are you going to 
sell them and what are they going to 
pay in? If you say, “They have oil,” I'll 
say, “Yes—then what?” 

But what do we sell them of a manu- 
factured nature? Refrigerators, washing 
machines, automobiles, air-conditioners, 
telephones, radios, televisions, ivy-league 
suits? When? I'll tell you ‘when’—in 
about the year 2000, and by that time we 
may have a few more people in the good 
old U. S. who would like to have some of 
these things, too. 

Jim, tell them there are no miracles! 
Free enterprise actually is practiced here 
to a much lesser degree than at home. I 
don’t say that an American outfit can’t 
come over here and operate profitably. 


It can—depending upon the individual 
definition of the word “profitably”’—but 
it must exercise real caution and above 
all it must be properly informed of what 
goes on at the actual ground level. It must 
have some idea of the normal customer 
attitudes and, to be competitive, it had 
better have some idea of the tactics its 
competition will employ. 


Says Trade Terms, Discounts, 
Rebate Systems ‘Curl Your Hair’ 

If an American outfit comes over here 
with a published price list and expects to 
adhere to it, it’s sunk. The customers 
will absolutely refuse to believe that 
prices are the same to all. “Wait a min- 
ute,” you say, “lots of businesses have 
published price lists over there.” You’re 
right, they do, but they also have myriads 
of trade terms, discounts, and rebate sys- 
tems that would curl your hair. 

One thing that helps to continue such 
practices is that everything is a secret. 
There is no dissemination of information 
among business people, even those in 
widely divergent activities. To suggest 
that two enterprises in the same industry 
could possibly ever exchange information 
of even a credit nature is considered con- 
crete evidence of feeble naivete. What 
passes here for a trade association, by 
our standards, is a complete emasculation. 


s The buzz-word boys talk about tax con- 
clusions. Look out! Taxes often involve 
the deepest and darkest of the secrets. 

Americans can place themselves at a 
great disadvantage sometimes because 
our business morality will not allow us 
to resort to some of the practices that go 
on elsewhere. We Americans think that 
we're pretty good business men. I say 
that we’re the best the world has ever 
seen. But although we like to believe that 
we're cute, and shrewd, and sometimes 
ruthless, we play according to the basic 
rules. It may be because we’re afraid not 
to—but we do, and we are used to doing 
it. 

Can you imagine an American business 
keeping three sets of financial data and 
getting away with it year after year aft- 
er year? One set for yourself, one set for 
your bank, and one set for the govern- 
ment. I think you will agree that such 
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tactics could result in quite an advantage 
to the talented practitioner. Would U. S. 
capitalization resort to this? I doubt it. 
And I hope not. 

Yet over here this type of manipulation 
is reported to be a well-practiced art by 
all but the most enlightened manage- 
ments. The tax collection agencies take 
it for granted that declarations are never 
authentic. Not only is everything negoti- 
able but everything has to be negotiated. 
Believe me, the hardest thing in the world 
to do over here is to convince someone 
that you’re honest. 


® To my mind, this triple bookkeeping 
business probably results in more loss 
than profit.‘By the time the trusted few 
are finished fooling around with all the 
books I suspect that more often than not 
they have'concocted some kind of mine- 
strone. While I don’t see how any sensible 
financial planning can result from such 
shenanigans, still the practice exists and 
any U.S. neophyte should be forewarned. 
What is more important than the act is 
the philosophy it discloses. 


Cites Under-the-Table Salary 
Payments to Avoid Taxes 

Another local fiscal phenomenon is the 
regular under-the-table salary payment. 
This too, is a result of the corporate reti- 
cence to divulge information. This type 
of remuneration method is resorted to 
by many employers over here, particular- 
ly with employes on higher levels. It 
goes like this: 

The employe is paid a modest monthly 
stipend in cash, usually from 20 to 25% 
of the amount he has contracted to re- 
ceive. He pays tax on this 20-25%. Then, 
in addition to this partial payment, he re- 
ceives a transferrable, non-traceable 
bank check for the difference. His name 
never appears on it. Can you imagine 
anyone daring to do this in the U. S.? 


On the Merchandising Front... 


Employers and employes alike would be 
walking down their office halls with their 
wrists straight out in front of them wait- 
ing to be hand-cuffed. 

There’s a lot more. Banks and banking 
over here are guaranteed to make an 
American gasp in astonishment. Rela- 
tions between landlord and tenant are 
something like what must have gone on 
between stage-coaches and Billy the Kid. 
Did I mention labor relations? Don’t be 
surprised if the arbitrator turns up wear- 
ing a round collar. 

To me, this is the sort of information 
that is useful—it’s tactical. 

Jim, if you know any individual or en- 
tity contemplating all those “can’t miss” 
reasons why he should branch out inter- 
nationally, make damn sure he knows 
what he is doing. 


‘Beware of Buzz-Word Boys’ 

If you want any more on-the-spot in- 
formation for anyone you know, I’m at 
your disposal. In the interests of U. S. 
business though, I say, “Beware of the 
buzz-word boys!” Business is good here. 
It will become better—but not overnight. 
And Jim, as I’ve always told you—if you 
can’t do it in the U. S., you can’t do it. 
This goes for business entities as well as 
individuals. The foreign market is fine 
for “plus” business and for expansion 
and for venture capital but there are too 
many vagaries and uncontrollable vari- 
ables involved to depend upon it to bring 
home the bacon by itself. . 

I wanted to give you a few words on 
Germany where everything and every- 
body are different from everything and 
everybody anyplace else, but it will have 
to wait for the second verse. 

So long for now. I appoint you a one- 
man watch dog. The buzz-words shall not 
pass—at least unchallenged. 

Sincerely, 
Bill 


How’s Your Heart? 


By E. B. Weiss 


This is an unusual subject I am about 
to discuss—that is, an unusual subject for 
a layman. You see—I propose to talk about 
hearts; about your heart. 

Why in the world should I get off on 
this subject? 

Well—I think there 
is a very good reason. 
And this is the explan- 
ation: 


# Business men have 
been exposed to so 
many untruths about 
heart trouble—about 
the dire consequences 
of business pressures— 
that a bit of reassurance might be in order. 
So relax—while we have a heart-to-heart 
talk about that amazing organ, the human 
heart. 

Coronary heart disease is responsible— 
apparentiy—for about one-sixth of all 
American deaths; again “apparently” it is 
responsible for one-fourth of all deaths 
among men who are over 35. I insert an 
escape hatch in the form of the word “ap- 
parently” for these reasons: 

e The cause of death as identified on 
death certificates has been found, on au- 
topsy, to have a range of error on the or- 
der of a fantastic 30%! In other words, 
doctors are not remarkably successful in 
identifying the cause of death—except on 
the autopsy table. 

e Even on the autopsy table, there is 
room for a considerable margin of error. 
Certainly, what the autopsy disclosed 25 


E. B. Weiss 


years ago is quite different from what the 
autopsy discloses today. And there is ev- 
ery reason to believe that autopsies 25 
years from now will be much more re- 
vealir han is true today. 


e Doctors are not immune to passing 
medical fads and fancies. Coronary is a 
highly popular term today. Consequently, 
there is an almost “automatic reflex” ten- 
dency on the part of doctors to isolate 
coronary as the cause of death. 


e Frequently, death comes from a com- 
plicated variety of causes. Coronary may 
be one of these causes. When this is the 
case, doctors don’t know really which 
one, or which of several causes is or are 
most directly responsible for death. But, 
since coronary is in the “news” (medical 
as well as layman’s news), it tends to get 
the “credit.” 


s We hear a good deal to the effect that 
the American business man is especially 
subject to heart trouble. Let’s look abroad. 


1. When our coronary rate is compared 
with that of other nations, bear in mind 
that there are variations in each country 
in diagnostical procedures and in death- 
reporting procedures. This is seldom 
pointed out when, for example, we are 
told that the coronary death rate in our 
country is several times higher than in 
Japan. 


2. There has been little scientific abil- 
ity to move from so-called “statistical in- 
crimination” to scientific confirmation of 
a given medical theory. And statistics 
have proved so unreliable in medical sci- 
ence that the great medical scientists tend 
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The Creative Man’s Corner... 
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his car as one of the Big Three. 


make itself heard. 


all for it. + 


Rambler Tops All But 2 U.S. Cars In Production Because 


IT’S RAMBLER FOR GO - The New Standard of Basic Excellence 


We enjoy and respect such expository copy as appears in this particular 
Rambler ad. It is highly factual and tells you in detail of the many advantages 
to be found in Rambler—rust-proofing over most of the body, 100% single 
unit construction, 15-inch tires that wear longer than 13-inch “foreign size” 
tires, half again more luggage space, and so on. 

Rambler needs such selling, we believe, because it does not have behind it 
the magic—and we use the word for its basic meaning—of the General Motors 
or Ford or Chrysler image. Over the years, one has heard so much about the 
benefits of mass production that he finds it difficult to believe that a small, 
independent motor car manufacturer could possibly pack as much value into 


We wish the layout had about it a little more feeling of quality than it has. 
The buck-eye appearance, we’re afraid, emphasizes the very thing Rambler 
should be eager to de-emphasize: It looks like a small company shouting to 


Rambler (we really mean Romney) showed such foresight in pioneering 
the so-called compact car, we believe it deserves not to be swallowed up. 
Considering the head start it’s had, its production facilities must equal or ex- 
ceed those behind Corvair, Falcon and Valiant. We loathe ads that show The 
Factory, but maybe this is what Rambler needs most at the moment. 

We've driven the Rambler. We like it. As we probably have conveyed, we’re 


to give them little heed. 


3. Stress and strain are usually charged 
with being the main culprits. Is there any 
reason to believe that stress and strain 
are more prevalent in this nation than in 
Japan—or in any nation whose people 
presumably have a lower coronary death 
rate than we do? Or is it more likely the 
case that our standards of living have giv- 
en us somewhat more freedom from stress 
and strain? 


4. The statistics “show” that there is 
more heart disease among Italians in 
Boston than among Italians in Naples. But 
—are the diagnostic techniques in the 
two areas the same? Is the Italian who 
emigrates the same as the Italian who 


Per ye te ana a commmetneia te ee 


remains in his native land? Can an accu- 
rate sampling of Italians in Naples be du- 
plicated in Boston—is like being com- 
pared with like? 


5. It can be shown that young men who 
are top athletes in college are, actually, 
several times more likely to die from 
heart attacks than their less active school- 
mates. Is it possible that some set of phys- 
ical circumstances—and maybe mental 
circumstances, too—that contribute to the 
making of a great athlete may also lead 
to coronary? Also, since top athletes con- 
tribute a very tiny “sample” of American 
males, does the very smallness of the 
sample when compared with alt Ameri- 
can males have the usual statistical in- 
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Yr. England..and the two Mrs. Churchills 


His mother was a “fairy princess.” His wife, 
“the loveliest woman in all England!’ But he 
was just “that impossible upstart” when he first 
swaggered into history. 


Two queens, three kings and a dozen wars later, 
he is the rugged symbol of England. And, in 
April Ladies’ Home Journal (“The Two Women 
in Winston Churchill's Life’), you get a sharp- 
focus view of the mother and the wife who 
helped fashion his astonishing career. 


Well worth reading. But then the Journal al- 
ways is. That’s why wo- | alee: | : 
men like the Journal best | ~ a 

—by far—of all women’s i 
magazines. It’s why they | } 
read the Journal with such | 
thoughtful attention. And 
why they respond better 
to the advertising they see 
in its pages. 
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LADIES’ HOME JOURNAL bess scenes 
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efficiencies of small samples? 


6. City life presumably involves more 
stress and strain than farm life. Actually, 
this is very debatable—farmers surely 
have their share of problems that cause 
stress and strain. But if this were so, and 
if the figures are accurate, why is it that 
South Carolina has the highest heart dis- 
ease rate of any state in the nation? Why 
is it that Connecticut has a lower rate 
than Maine, Vermont and Montana? Why 
is it that Montana has a-much higher rate 
than New Mexico—(the latter has the 
lowest rate in the nation)? Clearly, there 
is no pattern—and where there is no pat- 
tern, there is no substantiated theory. 


7. Diet is, of course, supposed to be a 
great culprit in coronary. But a statisti- 
cian at the University of California re- 
viewed all of the coronary statistics relat- 
ing to fat in the diet—and could not iso- 
late a clear-cut relationship. Example: 
Denmark, The Netherlands, Norway, Swe- 
den and West Germany have diets as 
rich as ours. But, presumably, their coro- 
nary mortality rate is much lower. And 
why don’t our women show a similar 
jump in coronary rate; clearly they eat 
as much fat as do American men. 


8. How much of the present-day flood 
of statistics on coronary stem from the 
fact that coronary heart disease has been 
isolated as a medical problem for less 
than 50 years? As late as the 1930s, in- 
numerable doctors wrote “acute indiges- 
tion” or “lung disease” on death certifi- 
cates when coronary may have been the 
cause! Obviously, statisticians were 
“proving” in those days that the high rate 
from “acute indigestion” was due to our 
fat diet, to stress and strain, etc. Such is 
life with statistics. When you read that 
diseases of the heart and circulation killed 
only two out of ten Americans in 1900— 
but killed five out of ten in 1958—re- 
member that the 1900 diagnosis was prob- 
ably all wrong; and the 1958 diagnosis 
may, by 1965, also be proved to harbor a 


large margin of error.. 


9. Higher living standards have also 
been marked out as a heart criminal. Un- 
fortunately for those who compiled these 
particular statistics, the figures for other 
high-standard-living nations (like Swe- 
den) just won’t cooperate. 


10. You’ve heard oodles about choles- 
terol. But, in autopsies, it has yet to be 
found that there is any relationship at all 
between a high cholesterol level and cor- 
onary; on the contrary, a pretty high 
percentage of coronaries examined in the 
autopsy room have been found to have a 
low cholesterol level. Maybe we’ll soon 
be told: Raise your cholesterol level! Said 
one heart expert: 


a “The only reason we keep measuring 
cholesterol levels, frankly, is that no 
one knows what else to measure in the 
blood that may be more significant.” 

Since cholesterol and diet are presum- 
ably closely related, it is significant to 
note that the American Heart Assn., no 
less, has advised—through a special com- 
mittee on nutrition—against any “drastic 
dietary changes, specifically in the quan- 
tity or type of fat in the diet.” 


11. Cigaret smoking has also been 
charged with a role in coronary. But the 
American Heart Assn., unlike the Amer- 
ican Cancer Assn., isn’t gullible when it 
comes to statistics. It refuses to revise a 
statement it issued several years ago 
which baldly and flatly stated that “the 
evidence is not sufficient.” Says the 
American Heart Assn.: “There is not even 
a good theory to suggest how smoking 
could harm the coronary arteries.” 


12. Until the last very few years, the 
man who suffered a coronary was treated 
as an invalid. He was barely permitted to 
move. Presumably, the statistics sug- 
gested this routine. Today, the emphasis 
is on “exercise’”—both to prevent coronary 
and as part of the treatment for coronary. 


13. Returning to “stress and strain.” It 
comes off the tongue so easily. And reams 
of statistics have been compiled on stress 
and strain as a cause of coronary. 

But do you know that nobody has ever 
been able to define “stress and strain’? 
Nobody has ever been able to mark out 
normal stress and strain, abnormal stress 
and strain, etc. 

Without definition—of what use can 
statistics possibly be? Incidentally, so that 
you executives won’t worry about coro- 
nary, extensive surveys by Consolidated 
Edison, Du Pont, Esso, Eastman Kodak, 
New York Telephone have failed to dis- 
close any correlation whatsoever between 
heart disease and level of job responsi- 
bility. (If you lived in Poland or one of 
the other satellite nations do you think 
you’d suffer from less “stress and strain” 
than as a retail executive? Try it and 
see!) 

Statistics show that members of Liars 
Clubs also have a lower coronary rate 
than the general public. Maybe liars have 
an escape valve that lessens stress and 
strain? Silly—but no more so than some 
of the theories that are vouched for by 
countless statistics (medical and market- 
ing). # 


Secretary 


AD-VERSE REACTIONS 
“with charity toward none” 


By Draper Daniels 
She sits outside the place of God 
And does not deign to smile or nod. 
She knows what ladies’ rooms are made for 
And wonders what her boss gets paid for. 


Salesense in Advertising ... 


Advertising Age, April 4, 1960 


This Ad I Like 


By James D. Woolf 
Creative Consultant 

Shown here is an advertisement, clipped 
from Life, which is certainly a departure 
from standard practice. The advertiser 
frankly admits that Groucho Marx has 
been paid for his endorsement of Skippy 
Peanut Butter. I 
may be wrong, but 
I don’t recall any 
user of testimonials 
making such an ad- 
mission. The adman 
who thought up this 
series surely has an 
original mind and 
contempt for prece- 
dent; the ads are 
stoppers and un- 
doubtedly will get 
good Starch ratings. 

I suspect that the general public, espe- 
cially readers of such magazines as Life, 
knows that many, if not all, testimonials 
are rigged. Back in the ’20s women may 
have believed that “9 out of 10 screen 
stars care for their skin with Lux toilet 
soap,” but I have a notion that this start- 
ling assertion, even if true, would not be 
believed without question today by wom- 
en of average intelligence. In fact, I am 
beginning to wonder if the day of movie 
star testimonials, especially in the good 
media, is not just about over. I have 
checked through the March issue of the 
Ladies’ Home Journal and find only a 
single ad featuring a movie star. As a 
matter of fact, I find only three testimo- 
nial ads in the entire 200-page issue. 


James D. Woolf 


= Inasmuch as the subject of this piece is» 
testimonials, I should like to say that the 
No. 1 testimonial requirement in my book 
is that the endorser knows whereof he 
speaks. I recall a Prest-O-Lite battery ad 
of some years ago featuring Johnny Lu- 
jack, the famous quarterback. I won- 
dered then if his testimony carried much 
weight. If you were about to buy a bat- 


a 


A PAID SKIPPY PEANUT BUTTER ANNOUNCEMENT FROM GROUCHO MARX 


if you like peanuts, you'll like Skippy 


tery, would you rather have the advice of 
Lujack or, say, Captain Eddie Ricken- 
backer or Jimmy Doolittle? Or take cig- 
arets. Or beer. Or shaving cream. Do you 
know what you like, or do you depend on 
the testimony of baseball stars, explorers, 
authors, polo players, and bridge cham- 
pions? 

To be effective, a testimonial must not 
only be authoritative; it must be believed. 
Here is a mouthful I find hard to swal- 
low: “For the most beautiful hair in the 
world 4 out of 5 top movie stars use 
Lustre-Creme Shampoo.” Top movie stars 
have their hair shampooed by profession- 
als, and I think the general public is 
aware of this fact. 

But to get back to the Skippy ad. It’s 
new and different and credible. The copy 
admits frankly that Groucho is being 
paid for his kind words. It doesn’t matter 
that children constitute the market for 
peanut butter; it’s mother who does the 
purchasing, and I think this novel ad 
will sell a lot of the product. # 


Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Employe Communications... 


The Grapevine as a Communicator 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Old hands at the art of communicating 
with employes recognize that the factory 
grapevine is the fastest of all methods of 
reaching employes. Curiously, it is often 
accurate although nobody ever knows 
when it is going to be. Recently, at the 
U.S. Naval Ordnance test station at China 
Lake, Cal., a study of communications ef- 
fectiveness revealed some attitudes—plus 
and minus—about the grapevine’s speed 
and effectiveness. 

The test station uses several means of 
communicating with its 4,000 employes, 
including supervisors—a weekly newspa- 
per, official directives, personnel meet- 
ings, bulletin boards, an employe-man- 
agement council and assorted official 
memoranda. The survey was designed to 
disclose the speediest and most effective 


form of communication. 


In the speed category, the grapevine 
led the popularity poll, with 38% of em- 
ployes labeling it most effective. The su- 
pervisor followed with 27%, official mem- 
oranda with 17%, the station newspaper 
with 7%, and so on down the line. The 
study showed that there was less reliance 
put on the grapevine by employes with 
little seniority. According to Social Sci- 
ence Research Digest, whose editors 
looked into the matter, reliance increased 
with seniority up to five to seven years, 
leveled off, and then dropped sharply 
among employes with 12 or more years 
of service. . 

“In the category of effectiveness, how- 
ever, the grapevine yielded to all other 
devices. Here the weekly station newspa- 
per led the rest, followed by official di- 
rectives, bulletin boards, personnel meet- 
ings and the employe-managemenht coun- 
cil. 

There were some heartening volun- 
teered disclosures involved in the study of 
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Tide Turns to Day-Glo 


The before-and-after illustrations show why 
Procter & Gamble is using Day-Glo fluorescent 
red-orange on the new Tide package. 


If this comparison looks exaggerated, a trip 
to the supermarket will convince you that 
Day-Glo has given the Tide carton a glowing 
new dimension. Note how the clean, vibrant 


Day-Glo color appears to radiate from within. 


If you want to know how Day-Glo fluorescent 
color can add more bounce to your packaging, 
write or call for more information. Eight bril- 
liant colors are available for gravure, letterpress, 
lithography or silk screen. SWITZER BROTHERS, 
INC., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


*Registered trademark of The Procter & Gamble Company 
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New 


packaging 
breakthrough 


Switzer Brothers, Inc. salutes the carton manufacturers who 
combined printing know-how with the brilliance of 
Day-Glo fluorescent color to achieve a new packaging concept. 


If you would like to explore possibilities in packaging your 
product with Day-Glo, you may want to 

contact one of these carton manufacturers who are printing 
the Tide cartons by the process indicated : 


PACKAGING CORPORATION of AMERICA 
Ohio Boxboard Division 


Rittman, Ohio 


ALTON BOXBOARD COMPANY 
Carton Division 
Godfrey, Illinois 


(Gravure) 


CHICAGO CARTON COMPANY 
Chicago 32, Illinois 


(Gravure) 


CONTAINER CORPORATION of AMERICA 
Folding Carton Division 


(Gravure) Oaks, Pennsylvania 


CONTINENTAL CAN COMPANY, INC. 
Robert Gair Division 


(Gravure) Piermont, New York 


(Gravure) 


DIAMOND NATIONAL CORPORATION 
The Gardner Division 
Middletown, Ohio 


(Gravure) 


FIBREBOARD PAPER PRODUCTS CORP. 
Southern Packaging Division 
Los Angeles 58, California 


(Gravure) 


THE INTERSTATE FOLDING BOX CO. 


Middletown, Ohio (Letterpress) 


THE NEW HAVEN BOARD &CARTON CO. 
Bartgis Division 


Baltimore 28, Maryland (Letterpress) 


YOU CAN USE DAY-GLO REGARDLESS OF PRINTING METHOD OR QUANTITY 


Although the Tide cartons are now being printed by gravure and letterpress, fluorescent 
printing inks are also available for lithography and silk screen processes. 


SWITZE 


BROTHERS, INCORPORATED 


4732 ST. CLAIR AVENUE «+ CLEVELAND 3, OHIO 


Sales Offices: Berkeley and Los Angeles, California; Chicago, Illinois; New York, New York 


VISIT US AT THE NATIONAL PACKAGING EXPOSITION, BOOTH No. 1423, CONVENTION HALL, ATLANTIC CITY, APRIL 4—7 


LITHO IN U.S.A. 
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effectiveness: Employes said they value 
speed, but they want to know that the 
word they get is both complete and offi- 
cial—that it isn’t speculative in any sense. 
When respondents were asked why they 
rated one channel of communication first, 
they generally replied that they “were 
sure of seeing it.” In short, it was regu- 
lar, it was authoritative, and the station 
authorities made sure that they saw it. 


s An important point noted by the Di- 
gest is the conclusion that “if manage- 
ment wants its communication channels 
to be effective, it must use them consist- 
ently to transmit the type of information 
with which it wishes them to be associ- 
ated. If bulletin boards are used only for 
cartoons and ‘unofficial stuff,’ official an- 


Tips for the Production Man... 


TESTING 
PACKAGE 
PERFORMANCE 


nouncements from top management are 
not likely to have much impact. On the 
other hand, if the bulletin board is habit- 
ually used for transmitting important 
messages, management will find it an ex- 
cellent all-round communication channel.” 

Communications people in general know 
that it is difficult to beat the speed of the 
grapevine. They also consider it unde- 
pendable as a news conveyance, so on two 
counts they pay little attention to it. The 
more adroit men of communications, how- 
ever, have learned how to utilize the 


grapevine, to put it to use as a tool of 
management. This takes skill and patience. 

If you like challenges, sit down some- 
time and devise your own method. It’s 
much more rewarding than working cross- 
word puzzles. # 


il a a et, ae Gee 


TO ESTABLISH A MOOD—Consumer Packaging magazine gives its name logo a chance to 

reign supreme, and presents a headline reminding readers of editorial dedication. This 

is done by the off-beat “sardine-pack” handling of lettering in the headline, where 

letters are wedged, fitted, and varied to add flavor, but not detract from the oprrnaael 
tion title. 


About ‘Sardine Pack’ and Such Stuff 


By Kenneth B. Butler 


Sardine-pack—F ollowing our recent 
piece on the “sardine-pack” or compacted 
headline, we received an interesting let- 
ter from James Dunham, managing editor 
of Consumer Packaging. He commented on 
the awkward spacing problems of certain 
character combinations, a fact of life 
which a design-oriented packaging mag- 
azine often encounters. 

Mr. Dunham gives additional impetus 
to the idea of fitting letters closely to- 
gether in a mood-setting or odd-ball fash- 
ion. He points out that on the covers of 
Consumer Packaging this device enables 
him to give the headline prominence and 
emphasis in its own right without de- 
tracting from the name of the magazine 
(which is carried in bold, extended, 
square serif). Further, his publication 
always carries the publication logo in 
black; the “sardine-pack” headline in 


-color, for further distinction between the 


two. 
Type can do more than inform; it can 
establish a flavor or mood. Actually, type 


can in itself become a form of illustration. 
* * * 

Calendars—It has been some time since 
we wrote about calendars. This does not 
mean that the calendar-thinker-uppers 
have been inactive. Cuneo Press, Chicago, 
issued a 1960 version of a calendar idea 
which it reports was popular last year. 
By means of simple flaps and die-cut 
apertures, their calendar is folded easily 
into a triangular shape which permits the 
entire year to be viewed at a glance. 
Fine, says Cuneo, for those who have to 
locate months and dates in advance. This 
includes nearly everybody. They have 
patented the idea. 

*~ * * 

Money—It is no longer necessary to 
secure permission of the Secretary of the 
Treasury when you want to illustrate 
paper money, checks, bonds or other U.S. 
securities in print for educational, histori- 
cal or newsworthy purposes ...which we 
take to include sales messages. It is 
important to note that the reproductions 
must be in b&w only .. . not in color. # 


What They Were Saying 25 Years Ago... 


Mrs. Emily Newell Blair, chairman of 
the NRA Consumers Advisory Board, ad- 
dressing the Midwest Conference on 
Homemaking (AA, March 23, 1935): 

“The high percentage of returns which 
every retail establishment complains of is 
one way in which the household purchas- 
er shows her dissatisfaction with hit or 
miss merchandising.” 


Headlines in Advertising Age (AA, 
March 23, 1935): 


“Sponsored time record is held by Rudy 


Vallee. Heads Fleischmann Radio Show 
Since 1929” 

“Consumer Union Movement Gains 
Women’s Support” 

“Study Shows Products with Greatest 
Sales Gains in 1934. Alka-Seltzer, Max- 
well House, Chesterfield Among Those 
Picked by Jobbers” 


Professor Donald A. Laird in his new 
book, ‘““What Makes People Buy” (AA, 
April 13, 1935): 

“The average person is crying inwardly 


Looking at the Retail Ads... 


THE BAY TREE 


“A WAY OF LIFE" 
++ created for the Discriminating adult family! 


Located on a beautiful three acre estate just two and a half blocks from the Los Gatos 

wy downtown shopping center, THE BAY TREE provides the restful luxury of true suburban 

) pana .. living. Land ture and interior decor have been expressly styled to meet the 
fi high stand ds of the discri i g family. For added summer comfort, @ swimming pool is at 
your disposal, while added on will be found in viewing the sparkling journey of @ tiny 

lf brook as it wends its way through the site. You'll find nothing like it in the entire Bay Area! 
‘i LIVING-DINING ROOM BEDROOMS 
Richly appointed walls of mahogany 
Paneling, twenty-two feet of glassed 


The master bedroom, magnifi- 
area with Arcadia sliding doors 


KITCHEN 

Polen Westinghouse electric 

itchens offer every modern con- 
a A built-in even, cook- 
ing top with stove canopy fen 
of stainless steel, electric dish- ay 
washer and disposal hae been vn, 
combined to lighten pets nt 
tasks. Beautifully styled herd- 


wood cabinets provide ample op 
/ 


cent in size, and equipped with 
@ full dressing room and high 
tiled bath, and the second bed- 
room with its separate bath, 
dressing room and twin ward- 
robes, provide an extraordinarily 
spacious and luxurious suite. 


LAUNDROMAT and dryer facilities are also included, plus additional 

i - storage rooms for belongings. To insure your comfort all units are equipped 

5 a Seen with individual thermostatically controlled perimeter heat. And, for ——=-— 
complete security, SCHLAGE quality locks have been installed throughout. rere", 


leading to patio or sun deck, and 
@ sweeping view of the natural 
‘beauty of the Los Gatos Moun- 
teins will make this room @ fav- 
orite. 


toom for utensils, while 24 lin- 
ea! feet of counter space quer- 
antees plenty of working area. 


af 


RENTS for these deluxe living quarters start at $200 @ month. For your 

will be at THE BAY TREE wenn 347 Massol Avenue, Los Gatos, on —- 
to 5 p.m. For additional information you are invited to call Mr. White or Mr. Ba 
or visit our main office at 870 Charleston Road, Palo Alto. 


pay Sunday oy 1 . 
at DA 1 4545, a 


The ‘Almost It’ Ad 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

In this column (AA, Jan. 11) we re- 
produced the ad above and pointed 
out its weaknesses and the difficulty log- 
ical prospects might have in knowing they 
were being addressed in this space. On 
Feb. 21, the ad at the right appeared in 
newspapers, aimed to achieve the same 
purpose. 

This change is a great improvement. 
This second ad is as informative and 
forthright as the earlier one was uninfor- 
mative and devious. Copy is good here 
but lacks benefits. 


be An unusual apartment 


f - ppens in Los Gatos . . 
Quick, easy changes that would give Ba 

the ad greater opportunity in the paper, sap eiaaneaianlas xis onytieag tes 
would be a shift in the headline to include he gat ca 

a benefit and make the word, “apart- ‘tauvouaiieamaaamen 
ment,” stand out strongly—plus copy im- prrewemeheehie we Sete 

provement, plus an invitation to action. 

An appeal to retired people would also 

help in this particular instance. + 


ot ae 


81 


to be taken seriously. Therefore there is a 
serious question as to whether humorous 
advertisements, illustrated by well-known 
cartoonists, are not out of step with man- 
kind in the long run.” 


Classified ad (job wanted) in Advertis- 
ing Age (AA, April 27, 1935): 

“Age 34—journalism college grad., 2 yrs. 
newspaper exp., 5 yrs. adv. copywriting 
and customer service, sales pro. Good 
references. Salary $50 per week.” 


Arthur Brisbane, newspaper columnist, 
in a talk to the Washington and Baltimore 
Advertising Clubs in Washington (AA, 
April 27, 1935): 


“If you have a man and a woman of 
about equal intelligence, the woman will 
be a very much better writer of copy, and 
possibly a better solicitor of advertising 
than the man, because men get into a rut 
more quickly than women, and women 
have a faculty not only of being interested, 
but of appearing interested.” + 
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|Gail Borden Milk Bows 


| 


| Borden’s Farm Products of New 
| York is introducing Gail Borden 
| Signature Quality milk in the New 
York market. Gail Borden is pre- 
mium-priced, multiple fortified 
and bottled in amber-colored glass 
and in burgundy-color paper con- 
tainers. 


ELECTRIC 
CAN 
OPENERS 


McAllister Equipment Co., Mel- 
rose Park, Ill., and Fred Hebel 
Corp., Addison, Ill., manufacturer 
of ice cream and coffee vendors, 
have appointed J. D. Culea Adver- 
tising, La Grange, IIll., to handle 
their advertising and sales promo- 
tion accounts. 


sales agg programs. 
ranges! 


in all ‘price 


BURGESS VIBROCRAFTERS, INC. 
"Dept. A-60 * Grayslake, Ill. — 


? 


ee me a er 


1 CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


Er ae 
(C0 Permanent-type Displays—wood, glass, plastic, metal 
C) Molded Plastic and Animated Displays [] Complete Dealer 
Dispiay Kits [] Cloth Banners [[] Outdoor Displays—Stanzall® 
(] Cardboard Displays [[] Econo Signs [] Mystik®—Self-Stik 
Displays [] Pennants [] General Lithographing Services 
(] Complete creative point-of-sale facilities from ideas to sales. 


—- 


]. D. Culea Adds Two Accounts 


AAEA 
iIVULY 


LTP 


PACKAGING COSTS CUT 


New HI-CONE plastic carrier packs, 
stacks, displays and sells beer 
better... and costs much less! 


color spread in April and May 
publications. The Conex division 


miImors TOOL 


QWJZonerx 


Comair 


PACK AGING 


| 


HI-CONE CARRIER—The Conex division of Illinois Tool Works is 
launching its new multi-pack Hi-Cone plastic carrier with this two- 


issues of brewing and packaging 
was formed about a year ago as 


the company’s packaging and container division. Lawrence C. Holm- 
berg Co., Chicago, is the Conex agency. 


Int'l Minerals Ad 
Drive Promotes New 
Tobacco Fertilizer 


SKOKIE, ILL., March 29—Inter- 
national Minerals & Chemical 
| Corp., a leading producer of fer- 
tilizer materials, has reversed the 
old slogan, ““We’re tobacco men— 
| not medicine men.” 

They’re “medicine” men, in this 
case with tobacco fertilizer. 

The company launched a pro- 
gram to promote Sul-Po-Mag, a 
fertilizer for tobacco crops. 

In addition to increasing yields, 
the company says the product low- 
ers chlorine content of the leaf, 
resulting in a slower burning and 
higher quality tobacco. 

Basic tools in the promotion are 
an eight-page Sul-Po-Mag insert 
in the March issue of The Progres- 
|sive Farmer 
edition) and spot radio announce- 
| ments over stations affiliated with 
the “tobacco network.” 


| 
| 


are a mailing, a manufacturer’s 


(Carolinas-Virginia | 


Also included in the promotion | 


| kit and Sul-Po-Mag dealer package 
|containing posters and radio 
scripts for dealer use—and ad re- 
prints, ad mats and jumbo post- 
cards for direct mailers. 
Klau-Van Pietersom-Dunlap, 
Milwaukee, is the agency. # 


KVPD Adds Three 


Charles F. Gauss, formerly at 
J. Walter Thompson Co., Chicago, 
has joined Klau-Van Pietersom- 
Dunlap, Milwaukee, as group copy 
supervisor. The agency also added 
two copywriters: Edwin D. Easley, 
formerly of Fulton, Morrissey Co., 
Chicago, and Leonard M. Nohr, 
| formerly of W. D. Lyon Co., Cedar 


Rapids, Ia. 


Becomes Hameroftf & Smith 

Hameroff Advertising, Colum- 
bus, O., formed five years ago, has 
changed its name to Hameroff & 
Smith. James G. Smith, exec vp, 
bought an interest in the agency in 
the fall of 1958. The agency started 
| with three clients, now serves 29 in 
central Ohio. It predicts a 49% in- 
crease in 1960 billings. 
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Enter French Market 
Now—Before French 
Catch Up, Tsuk Says 


New York, March 29—U. S. 
companies interested in marketing 
in France would be well advised 
| to get in now, while they still have 
lan edge in marketing know-how. 
| This piece of advice was handed 
out last week by Jean Tsuk, assist- 
|ant to the commercial counselor in 
|the New York office of the French 
| Embassy. 
| M. Tsuk told an American Mar- 
| keting Assn. luncheon that French 
|companies are making increasing 
juse of modern marketing tech- 
/niques. He noted that “in the next 
few years a major breakthrough 
is expected in the acceptance of 
|market research by the average 
French executive.” 

However, he said, American 
companies still have an advantage 
in this area. “There is still an op- 
portunity in this field that in a 
few years is unlikely to exist,” M. 
Tsuk warned. 


ir 
| 
| 


= The French commercial attache 
pointed out that some U.S. compa- 
nies already have taken advan- 
tage of this opportunity. He cited 
Procter & Gamble, which moved 
into France in 1955. P&G sent a 
team of marketing executives and 
used an existing French company 
to manufacture and distribute its 
products, thus managing “to ob- 
tain from the first year of opera- 
tion a good share of the market.” 
As an example of the French 
progress in marketing, M. Tsuk 
cited the experience of A. C. Niel- 
sen. He reported that three years 
ago Mr. Nielsen tried to set up a 
store audit in France, but after 
months of “patient efforts’ gave 
up the idea, because “there was 
simply no way to persuade the 
small French retailer that the 
Nielsen people were not Internal 
Revenue agents in disguise.” 


s Today, M. Tsuk added, “things 
have changed. French retailing is 
going through the biggest profit 
squeeze in its history, and the 
French retailer has understood the 
help he is getting from sales pro- 
motions and the necessity of sales 
|audits. There is today a Nielsen 
| figure available in many lines of 
| business.” + 


|GF Opens Drive for 

New Swans Down Mix 

| Advertising for Swans Down 
| cream puff-eclair mix, a new Gen- 
|eral Foods Corp. product, will 
break about April 1, with the 
|theme, “New from Swans Down— 
|the only mix for complete cream 
|puffs and eclairs.” Newspapers, 
| supplements and nighttime spot tv 
| will be used through Young & Rub- 
licam. Selling for about 49¢, the 
new product combines three sep- 
|arate packets—for the shell, the 
\filling and topping—in one. The 


| housewife adds milk and eggs. 


Wade Named Promotion Head 

Lawrence L. Wade has joined 
ithe San Francisco Chronicle as 
promotion director. Mr. Wade was 
|formerly promotion manager of 
|the Press-Enterprise, Riverside, 


CAL READERS 
ERS, VIEWERS 
think up claims thot your agency, 
clients or personnel have committed 


AIBEL, SLANDER, INVASION OF 
ugha OR peadileesssh! 


happens, get our uniq 

Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


21 W. Tenth, Kansas City,Mo. 
New York, | Chicago, Serer: 
107 William 

St 


175 W 100 Bush 


Jackson St 
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What? Selling autos and freezers 
in a supermarket? Yes—that’s 


Family Circle’s 


Maybe you wouldn’t find an automobile or a freezer in 
your supermarket—but they’re being sold there, in the 
advertising pages of Family Circle. Surprising? No— 
because advertisers know that the same women who buy 
Family Circle also buy the sewing machines, shoes, 
vacuum cleaners and encyclopedias advertised in 

Family Circle. (Big family these women buy for, too— 

the highest percentage of families with children reached 
by any major national magazine.) 


FAMILY CIRCLE IS 


This active buying response to Family Circle 

advertising is a vital part of ACTIVISM. 
But only part. Because ACTIVISM is the 
whole spirit of the magazine itself, its 
growing number of advertisers, and the 
millions of women who buy Family Circle 
and the products Family Circle sells. This 
is ACTIVISM. Whatever you sell—why not 
“supermarket” it with ACTIVISM? 


ACTIVISM!.....” 


the dynamic 
new concept of 
total magazine 
pertormance! 
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Revlon Buys More Schick 

Revion Inc., New York, has in- 
creased its holdings in Schick Inc. 
and now owns 26.7% of the com- 
pany’s outstanding shares, ac- 
cording to a recent report filed 
with the Securities & Exchange 
Commission. 
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IT’S 


BACON’S 


for 


COMPLETE 
COVERAGE 


@ There's only one 
way to get complete 
and reliable clipping 
coverage of maga- 
zines. BACON’S is 
the specialist in 
Magazines. 25 
years experience 
has built a com- 
plete list and un- 
matched methods 
for clipping accu- 
racy. BACON'S is 

a must! 

Ask for Bulletin 59 


of OUR READING LIST 
Published as 
MAGAZINES! at te 


publicity 
directory. 
BACON'S 
PUBLICITY. 
CHECKER 
—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p. 
—$25.00. Send for 


BACON'S © 
CLIPPING 


BUREAU 
14 E. Jackson Bivd. 
Chicago 4, Illinois 
WAbosh 2-8419 


your copy today! 


| THROUGH CHEMISTRY—Du Pont, on the marketing march in Europe for 
| the first time, has staged a series of exhibitions to introduce its wide 
| range of products. Above are scenes from the fashion show put on in 
| Milan for Italian makers. At right Ambrose Staudt, Du Pont’s tech- 


Springs Buys ‘Echo's’ 
‘Fi irst Ad in Sound 

Echo, sight and sound quarterly, 
|introduced last year (AA, June 1), 
has published its first sound ad. 


The 25,000 progressive motel 
readers of TCJ put their pros- 
perity back into motel expan- 
sion. Every month they build 
an average of 11,000 new 
bedrooms; spend over 10 mil- 
lion monthly to furnish them. 
Fantastic? Yes, but true . . 
proved by authoritative re- 
search. This is the big “pay 
off’ motel market for more 
than 300 TCJ advertisers. It 
can be for you, too. 


THIS BEDTIME-STORY 


about TCJ Motel Readers is 


ALL FACT—NO FICTION! 


For the motel market story 
get “8 Billion Dollars Ain’t 
Hay.” Ask your TCJ repre- 
sentative for information or 
write William G. Browning, 
Advertising Director . 


TOURIST COURT 


urnal 


TEMPLE, TEXAS 


publishing more ad lineage than any other motel magazine 


The insertion, in the magazine’s 
current issue, is for Springs Cot- 
ton Mills. It includes the third 
cover, a facing page and a plastic 
record, on which part of the ad on 
the third cover has been set to 
music. 

Lennen & Newell, New York, is 
the agency. Published by Barrie 
L. Beers and Phil Citron, at 670 
Lexington Ave., New York, Echo 
has a current distribution of 15,- 
000 on newsstands and in book- 
stores and 7,000 in record shops. 
It sells for $1.50 a copy. The cur- 
rent issue contains six records. 


New Tintex Packaging 
Spurs Color Drive 
J. H. Andrews Ltd., Montreal, 


| will start its first magazine cam- 


paign in color on Tintex, in May 
issues of Chatelaine, La Revue 
Moderne and La Revue Populaire. 
Seven half-page units will appear 
in Chatelaine and six half-pages in 
each of the French-language mag- 
azines. 

Andrews is going to color be- 
cause its Tintex packages are now 
being printed in shades that repro- 
duce the product’s 34 hues. Ron- 
alds Advertising is handling the 
drive. 


Two Join Applegate Agency 
Harry J. Straw, formerly an ac- 
count executive and senior copy- 
writer for Edward H. Weiss & Co., 
Chicago, has joined Applegate Ad- 
vertising Agency, Muncie, Ind., as 
vp and creative director. Joe F. 
Markley, previously with Byer & 
Bowman, Columbus, O., has joined 


Applegate’s art department. 


If you sell arr in Oregon... 


a 


covers both stations. 


* Oregon Apparel Sales $97,753,000—1958. 


Neorly v at Oregon 's 


buying families watch 


_ KVAL-TV- 


The only clear picture in the Eugene- 
Springfield-Roseburg market is on KVAL-KPIC. 
One order to your Hollingbery man or 

Art Moore and Associates (Portland-Seattle) 


KPIC-TV 400g 


G 


NBC Affiliate 


KVAL-TV Eugene 


Channel 


> 
Re 


KPIC-TV Roseburg 


Satellite 


Channel 4 


nical service manager in Geneva, addresses the textile men. A dozen 
of Italy’s top models modeled garments made of Orlon. Du Pont ran 
a series of 10 Orlon ads in Italian magazines during 1959, plans to 
double its schedule in ’60. SIRPI is the Du Pont agency in Italy. 


Advertising Age, April 4, 1960 


Du Pont Study 
Finds Research 
Vital in Europe 


GENEvA, March 29—A research 
study to determine both the rela- 
tive values of various media and 
the best advertising techniques to 
apply in Europe has just been com- 
pleted by Du Pont Nemours Inter- 
national, Geneva. 

Announcing this, Bob Zintl, Du 
Pont’s advertising manager, said 
23 advertising agencies had been 
hired to gather the basic informa- 
tion. He revealed that when this 
data has been classified, the com- 
pany hoped to publish it as a ref- 
erence guide; it hopes to continue 
the work on a yearly basis to up- 
date the information. 

An interesting feature of the Du 
Pont study is the attempt to assess 
what effect the different cultural 
patterns throughout Europe have 
on ads and how far these should 
be taken into account in deciding 
on promotion themes. 

This is invariably a problem for 
American companies setting up 
shop in Europe. Executives, lack- 
ing a reliable guide on an effective 
sales pitch, tend to model their ads 
on the so-called “European look.” 


= Underlying the Du Pont study 
is the view that this approach is 
too static. Said Bob Zintl: “No 
clear cut case has yet been made to 
prove the superior appeal here of 
the ‘European look’ in advertising.” 

He added: “The study shows that 
experienced Europeans favor the 
adoption of American research 
techniques as the only reliable 
guide in shaping promotion policy.” 

Pending compilation of the Du 
Pont study in the form of a pub- 


lished report, the company is now 
| using the data to plan 1960 adver- 
_tising programs. These will draw 
|on a 60% budget increase over last 
year, with sizable sums being spent 
| on fashion shows, cinema ads and 
‘trade publications. 

Exhibitions, from a publicity | 
standpoint, rate high in the current | 
program, three of these, recently | 
| staged by Du Pont in Zurich, Ge-| 
neva and Milan, were evaluated ‘ 
“great success.’ 

At these exhibits the company | 
displayed a wide range of goods, 
from bathing suits to cocktail) 
dresses, to plastic squeeze bottles, | 
to insulation materials for air-_| 
craft. # 


Markets 300-Bottle Aspirin 

Glenbrook Laboratories, division 
of Sterling Drug, New York, is | 
introducing a 300-tablet bottle of | 
| Bayer aspirin. National distribu-_ 
tion is taking place following re- | 
gional test market studies. 


—Occupation, head of 
household — (Non-retired) 


Operators (Semi- 


"es oe 12.1% 
Craftsman & Foreman 

RINSE 2 Sa 
Managers, Officials, 

Prepristnrs «......... 12.2 
Sales Personnel _...... 8.9 
Clerical Worker ...... 8.0 
Professional, 

I ifon sce nee 13.2 
REN Shi ose Sn ae 6.7 
Service Workers — 

Policeman, Fireman 

MSOs 5.3 
Private, Armed 

| ESO Bahar ere 45 
Unemployed .......... 8 
at: SR eGeerre pet 9.0 


Diversified employment assures 
a stable and prosperous market 
in Long Beach . . . where nearly 
7 out of 10 families read the 
Independent, Press-Telegram. No 
“outside” newspaper reaches 
even 1 out of 10. 


Sources: Long Beach Consumer 
saaeen. Audit Bureau of Circula- 
ons. 


Independent 
Press - Telegram 


Morning Evening Sunday 
LONG BEACH, CALIFORNIA 
Represented nationally by 

RIDDER-JOHNS, INC. 
MEMBER METRO COMICS GROUP 
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*,,.with circulation over 7’ million and ad revenue up 37%— 
they’ve got a headstart on another leap year...” 


MILLION 3/12/60 ee ArOn 


JAN. & FEB. 1960 
Ya AD REVENUE 37% 


j AHEAD OF 1959 PERIOD 
BP Oo 


= a 


1. 


eNWPe TAN 


1955 1956 1957 1959 
CIRCULATION GROWTH *Publisher’s estimate 


1953 1954 1955. :1956 = :1957 1958 
ADVERTISING REVENUE 
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TURNABOUT—Mr. Armstrong-Jones, 


after years of posing others for 


pictures, became the subject of this—and many another—picture 
when his and Princess Margaret’s engagement was announced. 


Not Always Sharp, but Always Lively ... 


British Ad Field Loses Imaginative 
Photographer in Armstrong-Jones 


Princess Margaret's 
Groom-to-Be Also Shot 


Socialites, Styles, Scenery 
By Mark Random 


Lonpon, March 29—Princess 
Margaret’s forthcoming marriage 
to Antony Armstrong-Jones means 
that British advertising has lost| 
the services of a talented and bril- 
liant photographer. 

He has been quietly winding up 
his successful business for the past 
six months or so, long before the 


A.t.. urs 


scoop sHOoT—Unusual backgrounds | 
have been a hallmark of Arm- 
strong-Jones photos, and this one,| 
used in a Chemstrand Acrilan col-| 
or ad, is no exception. W. S. Craw-| 

ford is Chemstrand’s agency. | 


announcement of his engagement | 
to Queen Elizabeth’s younger sis- | 
ter. One of his last assignments, 
apparently, was for an agency. 
But the agency—Dolan, Ducker, | 
Whitcombe & Stewart—refused | 
this week to talk about it. It was 
understood that when Tony Arm-}| 
strong-Jones, as he styled himself, | 
undertook the assignment, one of | 
his conditions was that there) 
should be no persona} publicity for | 
himself. 
The reason why he barred per- 
sonal publicity on this particular 
assignment is not clear. It may 
have been the forthcoming an- 
nouncement of his betrothal. Or it 
may have been that he did not 
want his name associated with ad-| 
vertising for a canned beer. What- 
ever the reason, the agency was 
saying nothing. Neither was Mr. 
Armstrong-Jones. 


s There was no reluctance to com- 


ment on his previous work in the) 


advertising field, however. 


le Mr. 


| Jones 
| friends’ parties, which he sold to 
| the glossy illustrated society jour- 


One London account executive, | 


atl a 
haeene Ope 


who asked that he not be identi- 
fied, commented that Mr. Arm- 
strong-Jones’ photographic work 
wasn’t always technically perfect. 

“Sometimes his work 
small technical flaws: The color 
might be slightly off balance, or 
the photograph might be a shade 


out of focus. Since he invariably |! 


used a hand camera, very often a 
Rolleiflex, which gives a small 
negative, you could be in real 
trouble. 

“But on the other hand, his ap- 
proach was brilliant. There are lots 
of photographers who are techni- 
cally perfect. Their color balance is 
perfect, and their focusing is pin- 
point. But their work is so often 
dull. 

“You could be damned certain 


that a photograph by Armstrong- | 
Jones would never be dull.” 


Armstrong-Jones ranged 
over a wide field in his photo- 
graphic work. He was best known 
as a “society photographer’—a 
term he hated. He acquired that 
title in his early days of working 
on his own, after his apprentice- 
ship to Baron, the best known court 
photographer of his day, who died 
in 1956. 

In his early days Mr. Armstrong- 
took photographs at his 


nals. 


UNUSED—This Armstrong-Jones 


He turned his viewfinder to trav-| 


el shots and produced two books— 
one on Malta and the other on Lon- 


don. He was also keen on the thea- | 


ter and achieved a considerable 
reputation as a theatrical photogra- 


pher for the stills he produced of} 


such plays as “A View from the 


Bridge” and “Tea and Sympathy.” | 


In order to get a footing in the 
| theatrical field he often took pho- 
'tographs at 25 shillings ($3.50) a 
time at the start—just for the 
|opportunity. His fees later were 
|much, much higher. 


|@ He also did fashion photography 
'and documentary work. He was 
|extremely versatile. His first work 
| for the royal family was a portrait 
of the young duke of Kent in 1956. 

Mr. Armstrong-Jones, then a 
comparatively unknown photogra- 
pher, wrote to the duke requesting 
a sitting. His request was granted, 
and he produced a portrait which 
broke away completely from the 
traditional. The young duke liked 
it so much that he distributed 


ficial 21st birthday portrait. Other 
royal sittings soon followed. 


es Among the London agencies 
which used his work were Colman, 


showed | 


copies of it to the press as his of-| 


Michael Manton, who was in 
charge of the Acrilan account, re- 
called: 

“I always found that if you 
wanted something very unusual or 
startling, then Tony Armstrong- 
Jones was your man. 

“He could always be relied upon 
to produce a photograph that gave 
you a fresh, new look.at a thing. 

“You could never tell what he 
was likely to do next. I remember 
on one occasion we went out with 
a model in a sample dress and Tony 
finally photographed her being 
hoisted up in the grab of a me- 
chanical excavator. The sample 
dress went back to the manufac- 
turer covered in clay and red oxide. 
That’s the sort of thing that was 
liable to happen on an assignment 
with Tony.” 


s Among the many photographs 
he took for the Acrilan campaign 
was one of a man whose umbrella 
had blown inside out. It was tak- 
he outside his studio, a converted 
|ironmonger’s store in Pimlico, on 
the edge of Chelsea. 

Another trick shot, using the 
body of one man and the head of 
another, was taken on the staircase 
in his basement apartment under 
|the studio. It was a staircase he 


|proud of it. 


|@ Barry Skrine, a group head at 
|Colman, Prentis & Varley, worked 
with Mr. Armstrong-Jones on the 
currently highly successful cam- 
| paign for Ryvita. 
“Armstrong-Jones is brilliant 
with people,” Mr. Skrine recalled. 
|“All his camera subjects come un- 
| der his spell, because his approach 
is exciting, charming, and above all 
/human. In fact wherever the story 
|involved the human scene, his art 


| was brilliant.” 


| Describing the work on the Ry- 


PACHYDERMATOUS PUSH—In this Acri- 

lan ad photo Mr. Armstrong-Jones’ 

ingenuity was used in getting an 

elephant to pose with the human 
models. 


Prentis & Varley; W. S. Crawford 
Ltd.; J. Walter Thompson Co. Ltd.; 
London Press Exchange and Math- 
er & Crowther. 

Early in 1958 W. S. Crawford, 
then handling the Acrilan account 
in Britain, engaged a number of 
|top British photographers to work 
lon the account. Tony Armstrong- 
Jones was one of them. 


mu 
| 


t 


— ~ 


photo, commissioned by London 


Press Exchange for a Lucky Strike ad, never appeared in print. 


| vita campaign, Mr. Skrine said: 

“Our task was to create ‘live ac- | 
tion’ pictures telling the Ryvita| 
story, that is: Success through | 
slimness and vitality, success in| 
terms of career and romance, pop-| 


had built himself and he was very 


ularity with people, and so on. 

“Among the situations we used 
was a career situation. This was 
shot in the office of Vogue during 
an ordinary working day. The 
models were made to rehearse and 
act the parts required at a brisk 
office pace. 


= “Another situation was set in 
Battersea "Gardens Fun Park at 
night, aboard a traditional round- 
about rotating at maximum speed. 
The camera and trip were ar- 
ranged precariously between the 
rising and falling horses. 

“Tony appeared to enjoy this 
session enormously, though there 
were difficult moments with the 
|proprietor about fixing the hire 
| fees, because we occupied the ma- 
|chine for about two hours. 
| “A third situation was set among 
| the curio hunters at the Caledonian 
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She gets a kick 
out of life 


RYVITA 


MERRY GO ‘ROUND—Tony Armstrong- 

Jones perched among the prancing 

horses of a carrousel for the photo 

used in this Ryvita ad. Colman, 

Prentis & Varley is the Ryvita 
agency. 


tor, who considered his work as 
“extremely bright and exciting— 
just the quality we wanted to get 
into the Lucky Strike campaign.” 

Mr. Armstrong-Jones took a se- 


Ah. the pleasure sou get fiom a Lucky... 
theyre tik fom the USA 


ll 
oo 
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SOME SETTING—This picture, used in 
a drive in Life International for 
Lucky Strike, was made by Mr. 
Armstrong-Jones in his Pimlico 
basement apartment, making use 
of a stairway he had built. London 
Press Exchange handles American 
Tobacco Co. in Europe. 


ries of photographs which were 


|Market in London. The models used by Intam Ltd., the LPE in- 
| were told the story and left to | ternational division, which handles 
hunt through the stalls on their; American Tobacco Co. advertising 


;own. 


Meanwhile Tony prowled/|in Europe. One of the photographs 


‘unconcernedly about shooting can-| was used in a Lucky Strike ad in 
| did camera shots of them and talk-| Life International. + 


|ing enthusiastically with the stall 


‘holders to keep the atmosphere, C&W Gets Auto Show Account 


| spontaneous.” 


. A spokesman for Mather & 
| Crowther said Mr. 


Cunningham & Walsh, Detroit, 


|has been named to handle adver- 
\tising for the National Automo- 
Armstrong-| bile Show, sponsored by the Au- 


| Jones had done some experimental| tomobile Manufacturers Assn., to 
| work for the agency. The agency | be held in Detroit Oct. 15-23 (AA, 
/has considered using his work in| March 28). C&W also handled ad- 
advertising from time to time but) vertising for the last automobile 


| never actually has done so, he said.| show 


| At J. Walter Thompson, 


sponsored by the AMA, 


a| which was held in New York in 


| spokesman admitted that they had | 1956. 


‘used his work but declined to 


|name the campaign in which the| Cooper Joins Weiss as A.E. 


| photographs were used or say any- 


| thing about it. 
| 


. Mr. Armstrong-Jones was com- 
| missioned in 1958 by L. R. Clynick, 
London Press Exchange art direc- 


Bennett Cooper has joined Ed- 
ward H. Weiss & Co., Chicago, as 
an account executive on Helene 
Curtis Industries. He formerly was 
an account executive at North Ad- 
vertising on the Toni Co. account. 
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Knoxville Media | 
Start Truth Crusade 
With New Ad Guide 


KNOXVILLE, March 29—A new 
movement for more meticulous ad- 
vertising was launched in Knox- 
ville when the Better Business Bu- 
reau held a meeting attended by 
all media, which pledged their 
support to a unified effort to up- 
hold standards of truthful adver- 
tising. 

The Knoxville newspapers—the 
News-Sentinel and Journal—have 
published, in cooperation with the 
Better Business Bureau and the 
Federal Trade Commission, a book- 
let called “If You Advertise Know 
the Law.” 

The booklet contains (1) a state- 
ment of the U.S. Supreme Court 
on misleading advertising (U. S. 
Postmaster General vs. Read Mag- 


azine Inc., March 8, 1948); (2) in- 
formation on city and state statutes | 
governing misleading advertising | 
(a Knoxville ordinance makes 
publication of misleading advertis- 
ing an offense subject to a $50 
fine. The city has an ordinance 
regulating certain kinds of sales, 
and requiring a license to hold one. 
The state senate approved in 1957 
a bill making misleading and de- 
ceptive advertising a misdemeanor, 
punishable by fine or imprison- 
ment, and a 1955 bill prohibiting 
bait advertising and making it 
punishable by fine). 


s Also, (3) Federal Trade Com- 
mission’s nine-point guide against 
deceptive pricing, and its statement 
on “list price’ and (4) a digest of 
better business bureau resolutions 
and standards on subjects ranging 
from the use of “wholesale” and 
“at cost” to general principles of its 
fair practice code and a guide for 
retail advertising and selling. 
Finally, the newspapers included 
19 suggestions to advertisers, all 
stressing the importance of fair and 
factual copy. Samples were: “When 
advertising merchandise identified 
by yearly model, be sure to state 
the model year if it is not of cur- 
rent manufacture. If it is a ‘dis- 
continued model,’ say so.” And, 
“when using an illustration, be sure 
it accurately portrays the mer- 
chandise. Note any difference in 
copy near the illustration.” + 


Fuller & Smith Adds Two 
to Service Raytheon Account 
Fuller & Smith & Ross, New 
York, which stands to gain about 
$1,000,000 in Raytheon Mfg. Co. 
billings in May (AA, Feb. 29), has 
named Harry L. Niederauer, for- 
merly a senior account representa- 
tive at J. Walter Thompson Co., vp 
and account manager on Raytheon. 
George Sapin, formerly advertis- 
ing and sales promotion manager 
of the electron tube division of 
Radio Corp. of America, has been 
named account executive for Ray- 
1 theon’s distributor products and 
industrial.components divisions. 
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Put this record to work for you. Write. wire or call. 


THE JINGLE MILL 


143 W. 5tst St, N.Y¥,19, N.Y. © PLaza 7-5730 


Texize Gets Trademark 
OK tor WHEE! Detergent 
The trademark trial and appeal | 
board of the U.S. Dept. of Com- | 
merce has turned down a request | 
by Armour & Co. to prevent Texize | 
Chemicals Inc., Greenville, S. C.,| 
from registering WHEE! as a name | 
for a detergent. Armour claimed | 
the name was too much like GEE, | 
name for a heavy-duty detergent | 
that Armour has test marketed, | 
but is now inactive. WHEE! is a} 
contemplated product not yet on 
the market, Texize said. The trial 
board said the two words, while | 
both slang expressions, are differ- 
ent in sound and meaning. 


Ike Endorses Magazines 
President Dwight D. Eisenhower 
will appear in the first of a series 
of testimonial ads in behalf of the 
magazine industry, scheduled to 
kick off via color spreads in June 
issues of participating magazines. 


McCann-Erickson is the agency. 
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THE PURSUIT OF QUALITY — OUR CONSTANT DEDICATION 


HUTCHINGS & MELVILLE, Inc. Custom Photoengraving 


4043 NORTH RAVENSWOOD AVENUE, CHICAGO 13° EASTGATE 7-9220 


Trainers, veterinarians, cattlemen tranquilize animals safely with Cap-Chur syringe-rifle... delivered by AIR EXPRESS 


Be he e. 


Air Express gives sleep-gun fast, kid-glove handling 


When a toothache turns Jackie, a docile movie lion, into a pain-maddened beast—/ook out! For 
trainer Melvin Koontz it’s no problem. One “pffft” from his Cap-Chur air-rifle sends Jackie quickly 
off to dreamland... and to the veterinarian. The magic bullet is a harmless tranquilizing syringe. 
Both rifle and “ammo” were shipped via AiR EXPRESS from Atlanta, Georgia to Jungleland, Cali- 
fornia... and got kid-glove handling and dependable, 


overnight delivery... at low cost. These advantages can 
help your business, too. Call AiR EXPRESS and speed 
your products FIRST TO MARKET... FIRST TO SELL! 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


A radio announcer hereabouts was. 
conducting a sort of “on-the-air | 
telephone Town Meeting” 
cently, with the subject being, | - 
How to Punish Drunken Drivers. | © 
After several irate phone partici- | 
pants suggested penalties ranging | 
from life imprisonment to penal | } 


colony exile, one husky-voiced | © 


re-|é 


Mc 


jenn ' mauniiut 
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TUM 


Angeles high schools’ adult educa- 
tion program, and (2) served a 
stint as an instructor for the Los 
| Angeles police department. 


s He became coach of the debate 
team of the Los Angeles chapter, 
American Institute of Banking, in 
1957,- and the following year 
coached his team to the national 
championships. Since then he has 
| reached the finals with his team in 
two tries. 

Nowadays Martyn Agens is 
spending a great deal of his time 
researching and constructing cases 
for his AIB team. The bank debat- 
ers have as their subject this year, 
“Resolved, Federal Aid to High- 
ways Should Be Discontinued.” 
(Last year, the subject was farm 


PCO TELL LLL WL 


Times change. Mr. Agens re- 
calls that in his college days he 
once debated against Will Rog- 
ers Jr.—with young Rogers 
wearing evening clothes and 
Francis Lederer, the actor, serv- 
ing as chairman. 

In those days people used to 
come out to witness debates— 
U. S. C. teams used to debate 
with Oxford and Cambridge, 
among others—because verbal 
fencing provided a lively and 
inexpensive form of entertain- 
ment in the pre-television era. 

But though debating may 
have suffered, as an entertain- 
ment medium, from the inroads 
of tv, Mr. Agens feels its value 
to him as an adman, in helping 
him organize and present ideas, 


mM 


caller stated, somewhat unstead- | 
ily—“Why don’ you guysh leave | 
ush alone!” Which, we suppose, is 
what those other callers really had | 
in mind, anyhow. | 


surpluses; before that, a proposed 
ban on nuclear 
weapons.) 

“But no matter 
what the sub- 
ject,” says Mr. 
Agens, “our team 
must be groomed 
—on command of 
the judge s— 
to take either 
side. 

“This is not an 
activity where 
the participant 
becomes con- 
vinced for one 
side or the other. i ei 
That’s for the listener. For the de- winnen—Flonied by Leon Penn 
bater, it’s all mental exercise. (left) and Herschel Cardin, of 

“You forget what you win and| the Bank of America, Mr. Agens 
what you lose, but you never forget | holds the permanent national 
what you learn,” he says. debate trophy of the AIB. 


is unquestionable. + 


* . * - 


AND THEREFORE—Adman-debater Agens elucidates an argument. 


Versatile Adman ..- Martyn L. Agens 


For Martyn L. Agens, account 


4 

" We'd like to conduct a little “town 
meetin’” of our own, with the 
subject being: 


UL 


HOUAAUTLAVERD ONE 


the national Delta Sigma Rho in- 
executive in the Los Angeles of-| tercollegiate debating champion- 
fice of Erwin Wasey, Ruthrauff| ship, held at the University of Wis- 
& Ryan, debating is a stimulat-|consin in 1934, and was Pacific 
ing and absorbing hobby, and|Coast extemporaneous champion 
one that is useful in a business| in 1935. In both years he was cap- 
way in keeping his mind alert} tain of USC’s debate team. 
and agile. After graduation, he continued 
Mr. Agens became interested | his interest in oral communication. 
= in debating in his student days| In addition to being a sought-after 
= at the University of Southern|speaker, he (1) taught public 
= California. While there he won!school in the evening in the Los 
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Me 


TULLE 


UE 


Fact is, we actually helped a client | - 


| 


save $100,000 on a product sales) = ° 


test! How? Through well-planned, 
well-executed sales audits made 


in a selection of test markets in| — 
which BURGOYNE was perman- | — 


ently established with top- -notch | f 
store panels. | 3 


To the client, that meant he got not | 


only accurate, projectable sales | - 
facts but all the facts on his prod- | _ 
uct, as well as on competitive | - 
brands. What’s more, these facts | = 


come from outstanding retail out- 


lets in some of America’s best! 


test markets. 


STOLL MLL 


But perhaps most important of all, | 
the client got his information 
quickly—with speed enabling him | 
to make important decisions lead- 
ing to his product’s successful na- 
tional distribution. In total, this 
client figures he saved nearly 
$100,000 with the help of a 
BURGOYNE Retail Sales Study. 


* * * - 


In more than 16 years in the busi- 
ness, the BURGOYNE organiza- 
tion has helped scores of clients 
develop top-selling products in 
categories ranging from “A” to 


“Z”. As manufacturers of these 


products have found, BURGOYNE | ably will not be sought unless they 


Retail Sales Studies go a long 
way toward predicting the “sales 
appeal” of a product. 


* * * * 


Write or phone. We'll give you com- 
plete details on BURGOYNE Re- 
tail Sales Studies, and the more 
than 50 top test markets in which 
we are permanently established. 


SADEERY I 4 ORUE J INDEX INE 


Fs 


FIRST MATIOMAL BAMK BLOG, CIMCINMATI 2, OMIO | «. 


DEMONSTRATOR—Mr. Agens talks of technique to the AIB group; at right he speaks at a meeting of White King Soap Co. and EWRR execs. 
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D.A. Quizzes Witnesses in 
N. Y. Grand Jury TV Quiz Probe 


New York District Attorney 
Frank S. Hogan will, some time 
during the next 60 days, present 
evidence to a second grand jury of 
any false statements made by wit- 
nesses under oath in an .earlier 
grand jury investigation of the tv 
quiz scandals. Mr. Hogan’s office 
is currently questioning witnesses, 
including big money winners who 
are suspected of having lied in the 
grand jury’s probe last fall. Per- 
jury indictments, however, prob- 


appear to be in the public interest, 
Mr. Hogan said. 


‘Salesweek’ Sets New 
Fortnightly Schedule 


Inc. 


from a semi-monthly to a weekly 


schedule in April, as previously | } 
announced (AA, Aug. 10). Robert | 


T. Lund, publisher, said a proposal 
will be made to NSE April 1 seek- 


ing approval of a fortnightly} 
schedule, to begin in April. Ori-/| > 
ginal plans called for the magazine | 
to be issued twice in March, and | 
to become a weekly in April. Mr. | 


Lund described these plans as 
overly optimistic.” 


Salesweek, published by Vision | 
in association with National | 
Sales Executives Inc., will not go} 


Berman Names Allman; 
Agency Promotes Denler 

Berman Service, Pennsburg, Pa., 
national heavy-duty truck, tractor 
and trailer leasing company, has 
named Allman Co., Detroit, as its 
agency. 

Allman has named John Denler, 
vp, as creative director of the 
agency. 


Hein-Werner Names Keck 
Keck Advertising Agency, Ocon- 

omowoc, Wis., has been named to 

handle advertising for the indus- 


trial division of Hein-Werner | 


Corp., Waukesha, Wis., 
valves and pumps. 
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e MOST COVERAGE!* 
e MOST PROGRAMMING 


(@) (of course) 


e LOWEST COST PER 
THOUSAND OF ANY 
OTHER MEDIA IN 
THE MARKET! 


*NCS #2—Pulse Oct. '59 
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QUINCY, ILLINOIS 
* BOLO.» 


one of the 4? 
FORWARD 
GROUP. 
4D. eno” 


See Branham Co. 
National Representatives 
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‘Sedate Hospitality’ 
Abounds as 129 Lure 
NAB Conventioneers 


(Continued from Page 1) 

ear, the spokesman said he felt 
hat suites last year were much 
nore “dignified and restrained” 
ind that much “of the carnival at- 
nosphere was reduced, although 
10t entirely eliminated.” 

NAB reported that there were 
,,240 advance registrations for the 
‘onvention, and added that a rec- 
rd turnout was anticipated. There 
will be 46 official exhibitors this 
year as compared with 37 last year. 
=xhibitors are limited to manufac- 
urers of broadcasting equipment. 

With relationships between the 
ndustry and the Federal Com- 
1unications Commission on an 
inusually strained basis, newly 
lesignated FCC Chairman Fred- 
rick Ford is to appear before the 
onvention Tuesday (April 5). 
‘*hairman Ford and other FCC 
1embers are to submit to open 
uestioning at a panel meeting 

ednesday morning (April 6). 


With the sudden passing of 
[AB President Harold Fellows 
rlier this month, NAB leader- 
hip is being exercised temporarily 
Zam y a triumvirate of industry lead- 
irs composed of Clair R. McCol- 
bugh, of the Steinman stations, 
ancaster, Pa., chairman; G. Rich- 
rd Shafto, WIS (am and tv), Co- 
’ imbia, S.C., and Merrill Lindsay, 
mySOY (am and fm), Decatur, Ill. 
While a committee has been se- 
cted to pick a successor to Mr. 
sllows, the work is not to get 
nder way until after the conven- 
on 


‘ollegians Write 
riticism, Not Just 
Blurbs, ‘Life’ Says 


(Continued from Page 2) 
eling of jealousy for their good 
ames.” 


Life, after getting a look at the 
titorial, hastened to correct some 
Nation’s facts and figures: The 
e is $10, not $20 (for two full 
lumns of copy); the campaign is 
nning in 115 colleges, not 160; 
1d it is scheduled for a mere ten 
2eks, not till term’s end. 
Furthermore, Life protested, 
Vation’s notion that Life is buy- 
g milk-and-honey reviews is ab- 
lutely ridiculous. All the colum- 
sts are free to write whatever 
ey wish, short of libel and bad 
ste.”’ 

In fact, Life pointed out, several 
the columnists have been includ- 
g anything but laudatory com- 
ents in their reviews, and Life 
hs been paying to have printed 
ch derogatory copy as: “Here 
‘ain, I think Life missed the boat 
, the cover,” or “The news, as 
sual, is more Luced than lucid.” 
The columnist for the Harvard 
rimson read through motivation 
searcher Daniel Yankelovitch’s 
udy on the public image of an 
eal President (March 21 issue) 
hd decided it “makes Life’s edi- 
rial seem a little silly.” 


The Life reviewer for the Yale 
hily News also perused the March 
issue and decided that “in the 
idst of all this lumacy there are 
least three features that might 
stify an expense of 19¢.” These 
ree features, he wrote, were an 
ticle on sports car owners, a sur- 
y of the art of Russia, and an ad- 
irtisement for Town & Country 
ilet seats. 
Although promotion of Life is 
e main aim of the campaign, Life 


ppes a byproduct of the venture | 


ill be the finding of new writers. 


Opportunity to 


Bid on Account 
Knocks Incognito 


(Continued from Page 1) 
|yells, “listen to this, for God’s 
\sake; they’ve finally got around 
|to sending us—get this—an anony- 
mous questionnaire.” 


Last week, into the offices of a 
number of advertising agencies, 
came a letter headed only “Post 
Office Box 2175, Grand Central 
Station, New York 17.” It was 
addressed to the agency “new busi- 
ness manager.” 


@ It came quickly to the point: 
“We are a large multi-division cor- 
poration contemplating a change 
of agencies, and are looking for a 
capable advertising agency that 
has .a strong and well-established 
public relations organization expe- 
rienced in the industrial field. 

“To avoid wasting time of both 
the agencies and ourselves, we are 
sending this letter to a selected 
number and are withholding our 
company name until we have ob- 
tained a small list of agencies that 
would seem to meet our require- 
ments. 

“If you are interested, please 
complete the information  re- 
quested on the attached sheet and 
mail to the above address so that 
it will be received no later than 
the afternoon of Tuesday, March 
22. Please feel free to supply any 
readily available additional infor- 
mation you think may be perti- 
nent.” 


= The attached single-sheet ques- 
tionnaire asked only six ques- 
tions: 

1. “Please list addresses of your 
headquarters and branch offices 
if any, designating which is con- 
sidered your headquarters.” 

2. “Does your company special- 
ize in public relations as an im- 
portant part of your service?” 

3. “How many employes do you 
have engaged in advertising—? 
public relations—? How many in 
New York City, engaged in adver- 
tising—? In public relations—?” 

4. “Do you specialize in any 
particular phase of public rela- 
tions work as: corporate, product, 
financial, etc.?” 

5. “What were your total bill- 
ings for 1959: 

A. Advertising— 
B. Public relations—” 

6. “Will you please attach a list 
of your clients, indicating which 
are serviced (1) in advertising 
only, (2) in public relations only, 
(3) in both advertising and public 
relations.” 


= The questionnaire apparently 
was sent only to New York agen- 
cies, as a check of several midwest 
agencies failed to turn up any cop- 
ies of the letter. 

Four agencies which had re- 
ceived the questionnaire told Ap- 
VERTISING AGE that they had de- 
clined to answer it. Oddly enough, 
none of the four agencies has a 
formidable pr setup; three have 
none, and the other has just one 
pr employe. 

It appeared that many of the 
agencies which received the ques- 
tionnaires were in the $25,000,000 
to $30,000,000 billings bracket. 

William Marsteller, president of 
Marsteller, Rickard, Gebhardt & 
Reed, said his agency did not get 
the questionnaire, and added that 
“we would have tossed it right in 
the nearest wastebasket if we did 
receive it.” 


= But the problem of anonymity 
was increased when some agency 
presidents received anonymous 
‘telephone calls. The caller wanted 
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Last Minute News Flashes (California Ad 
FTC Hits Government ‘Testimonial’ Ads for AD-X2 


| WaAsHINGTON, April 1—The Federal Trade Commission today charged 


+that Pioneers Inc., Oakland, Cal., 


| falsely advertised that battery additive AD-X2 has been “proved before | 


'the FTC” and “government tested 


WASHINGTON, April 


for the soft drink company. 


of Ross Roy Inc., effective April 1. 
e Tidewater Oil Co., Los Angeles, 


agency. 


12). 


and Jess M. Ritchie, its president, 


and proved.” Four years ago FTC 


dropped a controversial case which questioned the merits of the prod- 
uct. But now it says there is no basis for ads which imply that it or 
any other government agency tested or approved the product. 


BPA to Audit ‘Request’ Figures; Merges Forms 

New York, April 1—The Business Publications Audit of Circulation 
board has voted to audit “request circulation”—that which is sup- 
ported by “acceptable” evidence from the publisher showing it has 
been requested—and also to provide a single audit form to replace the 
“A” and “B” forms it now uses. Auditing of request circulation will 
be effective for the period ending June 30, 1961. First page of the new 
single form, to contain columns for non-paid, paid and total circula- 
tion, has been agreed on, but “specific requirements” are being studied. 
Currently BPA’s form “A” is for reporting total qualified circulation, 
with no distinction between paid and non-paid. Form “B” is for report- 
ing paid and non-paid qualified circulation separately. 


FCC Shifts Stance on Sponsorship Identification 


1—The Federal Communications Commission 
today bowed to protests by broadcasters and invited comments by May 
2 on the commission’s statement on sponsorship identification. But by 
3-2 vote, the commission decided the statement will remain its policy 
for the present. Commissioners Rosel Hyde and Robert E. Lee voted to 
withdraw the statement until broadcasters have been heard. 


Daniels Leaves Orange Crush; Other Late News 


e Zed R. Daniels has resigned as director of marketing and advertis- 
ing, Orange Crush Co., Evanston, Ill., effective April 8, and plans to 
establish an agency, with other principals, in Chicago by July. He 
would not name the other principals, but said they are “planning a 
marketing, integration-type agency. 
a successor to Mr. Daniels. Asked whether he would solicit the Orange 
Crush account after his agency is formed, Mr. Daniels offered “no 
comment.” H. W. Kastor & Sons Advertising Co. is the current agency 


” Orange Crush has not yet named 


e Seven agencies apparently remain in the bidding for the $10,000,000 
Pepsi-Cola account. ADVERTISING AGE learned that Young & Rubicam, 
regarded from the outset as a contestant, was not in the running. Re- 
maining bidders include Kenyon & Eckhardt, the agency of record; 
Batten, Barton, Durstine & Osborn; 
& Co.; Norman, Craig & Kummel; Compton Advertising, and Leo Bur- 
nett Co. Agencies which declined to bid for the business were Sullivan, 
Stauffer, Colwell & Bayles; Dancer-Fitzgerald-Sample; Foote, Cone & 
Belding, and Needham, Louis & Brorby. 


e Keith R. Matzinger, advertising manager of*the Chrysler & Imperial 
division of Chrysler Corp., has resigned to head the Hollywood office 


Doyle Dane Bernbach; Ted Bates 


No successor has been named. 
will launch its largest advertising 


campaign in 13 eastern states and the District of Columbia next week. 
Media include radio and tv spots, outdoor, magazines and newspapers 
for special objectives. Tidewater kicked off its western push two 
weeks ago (AA, March 21). Foote, Cone & Belding, Los Angeles, is the 


e The Oregon Journal and Portland Oregonian, which have been pub- 
lishing in combination since a stereotypers’ strike began Nov. 10, will 
‘begin publishing separately again April 18. Mechanical departments 
will continue to be manned by trainees and supervisory personnel. The 
combined newspaper reached a high of 68 pages March 25 (for news 
of a ramification of the strike see story on the Newark Ledger on Page 


to know why the agencies hadn’t 
replied to the questionnaire. 

“What questionnaire?” said one 
puzzled agency president, whose 
invitation had apparently gone 
astray. The voice filled in the ma- 
jor details: Multi-division cor- 
poration, public relations, and Box 
2175. Still mystified but polite, the 
agency president promised to 
check his new business depart- 
ment. There he found no record 
of the questionnaire, and since 
public relations is a minor activity 
for this agency, forgot about the 
anonymous client. 


ARMCO STEEL SENT 
QUIZ TO 30 AGENCIES 

MiIppLETOWN, O., April 1—The 
author of the incognito question- 
naire turned out to be Armco Steel 
Corp., ADVERTISING AGE learned on 
this April Fool’s Day. 

R. K. Leedom, ad manager of 
Armco, told AA that the anony- 
mous questionnaire was sent to 
more than 30 agencies, and added 
that his company had received 
“satisfactory replies’ from all of 
the respondents. 

“We had a purely selfish rea- 
son for sending out questionnaires 
without naming our company,” 


agencies time and expense by mak- 
ing the questionnaire simple and 
by sending them only to agencies 
we felt could handle our business.” 


= Mr. Leedom said that more than 
half of the agencies contacted in- 
dicated they would be interested 
in soliciting the account. He em- 
phasized that the entire matter is 
still in the exploratory stage, and 
added that no decision has been 
reached to drop any of Armco’s 
current agencies. 

He declined to say what seg- 
ment of the Armco business might 
be switched to a new agency, and 
he refused to divulge any billings 
figures for the account. 

“We just felt the questionnaire 
was a simple way of obtaining 
data about certain agencies,” he 
said. 

N. W. Ayer & Son handles 
Armco’s corporate advertising. 
Ketchum, MacLeod & Grove is 
agency for National Supply Co., 
an Armco unit, and Potts-Wood- 
bury handles Armco’s Sheffield di- 
vision and Union Wire Rope Co. 

What is Armco’s next move, 
now that all the answers are in? 
Mr. Leedom said that the company 
will either drop the whole project 
or invite some of the interested 


Mr. Leedom said. “We wanted to 


wanted to save ourselves and 


avoid being deluged by agencies) 
seeking a new account, and we|time what we will do,” he told| Donald L. Arends Inc., La Grange, 
'AA. # 


agencies to be interviewed. 
“We just don’t know at this 


Council Suggested 


by Gov. Brown 


(Continued from Page 1) 
industry was so thin-skinned and 
that the speech would create such 
a furor,” Gov. Brown said here to- 
day. 

“Neither did I have any inten- 
tion, in my January speech, of tak- 
ing on the advertising industry for 
any lack of ethics. Nor was I try- 
ing to be critical of advertising, 
which plays a most important role 
in the lives of us all. : 

“Instead,” the governor told the 
assembled meeting of advertising 
representatives, “I was attempting 
to point up moral values and the 
need of the people to make sacri- 
fices in order to advance our econ- 
omy, support our defense efforts 
and fulfill the demands made upon 
the state for necessary public serv- 
ices.” 


s “The advertising industry,” Gov. 
Brown went on, “can be a big help 
in ‘selling’ public services in much 
the same way advertising helps sell 
commodities. Perhaps, by work- 
ing together, we can develop a pro- 
gram and figure out how to accom- 
plish this job of upgrading govern- 
ment. 

“I'd like to see the appointment 
of a small, committee with which 
we could sit down together and 
work out ways to package and pro- 
mote public services of state gov- 
ernment which are non-controver- 
sial and non-political. 

“In this way,” Gov. Brown ex- 
plained, “advertising could help 
me, as governor, in my efforts to 
communicate with the public on 
the problems which face this great 
and growing state.” 


= The governor suggested that 
those present consider establishing 
in California an operation similar 
in procedure and techniques to the 
program on a national scale carried 
out by the Advertising Council. 

Those present accepted the sug- 
gestion and Richard Ryan, presi- 
dent of the AAW, and Charles W. 
Collier, exec vp, agreed to explore 
the governor’s idea. 

Mr. Ryan, Mr. Collier and John 
Hoefer, of Hoefer, Dieterich & 
Brown, San Francisco, represent- 
ing the Four A’s, joined to point 
out that “the hucksters and the 
hard sell do not belong in adver- 
tising and, although they represent 
only a small percentage of the 
industry, the industry itself is at- 
tempting to weed out the bad and 
end the abuses.” 


s “All of us here,” Mr. Ryan told 
the governor, “are Californians 
first and advertising people second. 
There are people in all professions 
who make mistakes and we sim- 
ply think the advertising industry 
should not be castigated as a whole 
because of the errors of the few.” 
Others present at the meeting 
were Vernon Libby, San Francisco 
Better Business Bureau; John Long, 
representing the California News- 
paper Publishers’ Assn.; Hugh 
Smith, for the outdoor advertising 
group; Charles Levitt, Los Angeles 
Advertising Club; Edwin Fredi- 
ani, San Francisco Advertising 
Club; William Queale, Sacramento 
Advertising Club; Rod Mayes, Los 
Angeles, president of the Western 
States Advertising Agencies Assn.; 
Allan Oppenheim, Western Ad- 
vertising; Kenneth R. MacDonald, 
ADVERTISING AGE, and Marvin Saltz- 
man, Media Agencies Clients. # 


Village Market to Arends 
Village Market Trade Assn., La 
|Grange Park, Ill., has appointed 


| to handle its advertising. 
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Triangle Ncmes FTC Charges 
Shaeiter to Clear | 


® A portion of the complaint deals 
with point of sale selling methods. 
FTC said “relay salesmanship” 


. 
Shows, Commercials Ar thur Mur ray 
Publications, whose vice-presi-| 
dent, Roger W. Clipp, last year| 
by the National Assn. of Broad- (Continued from Page 3) 
casters’ tv code board for tv pro-| previously undisclosed condition 
rials (AA, Nov. 23), announced| purchased. 
today that it is setting up a con- 
own radio and tv stations. 

It has selected Edward H. 

was used, involving large numbers 

ing and acceptance for CBS-TV|of Arthur Murray representatives 
and CBS Radio in Chicago, as di-| “who sign up a lone prospect by 


PHILADELPHIA, April 1—Triangle | ‘ 
With False Ad 
urged industrywide pre-clearance l a se s 
gramming and commercial mate-|that additional lessons must be 
tinuity clearance procedure for its 
Shaeffer, former director of edit- 
rector of,continuity acceptance for| force of numbers and unrelenting 


its six tv and radio stations. Mr.| sales talks, sometimes aided by | RELAXED THEME—Miller Brewing Co., 


4 


Put the finest label 


on your table 


we &. 


é 


con 


| Congress.” 
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Study of Direct Mail Shows Rate Hike 
Is Feasible, Mueller Assures Congress 


(Continued from Page 2) | %of Hof 

The secretary’s statement was) Mailers Volume 
hit by Harry J. Maginnis, execu-|Mail order houses 0.96 4.59 
tive manager of Associated Third|Department stores 232 3.98 
Class Mail Users, who declared, “It| Book publishers 0.45 3.85 
|is an outrage to find the Secretary| Motor vehicle mfrs. 0.14 3.62 
of Commerce parroting the prop-| Newspapers 1.58 3.49 
aganda of the Postmaster General.| Drug manufacturers 0.38 3.42 
If the Secretary has figures which| Book stores & clubs 0.37 2.54 
show that third class will not be| Furniture stores 3.21 2.09 


paying its way under rates now 

scheduled to go into effect, he must| # For all commercial users, 58.6% 

have sources which are not avail-|said they use bulk third class for 

able to the public or to members of| general advertising purposes; 
26.3% to obtain orders, 16.8% to 


Shaeffer will report only to top | hidden listening devices monitor- | Milwaukee, launches a three-|® Mr. Maginnis noted his organi- 


management. 


Mr. Clipp, who was formerly 


chairman of the tv code review) cost of courses ranges from $20 per net 
board, said he believes the indus-| hour to about $12,000 for 1,200) 
try previewing procedure he sug-| 
gested last November will eventu-| 
he | 
said, in the absence of nationwide | 


ally be adopted. Meanwhile, 


previewing, Triangle is 


ahead on its own. 


going 


Guidelines employed by Triangle | 


in measuring acceptability of com- 


mercial copy will be the NAB tv) 
code and radio standards, plus its| 


own policy book. + 


John C. Williams, 
Veteran Retailer, 
F&S&R Ex-Exec, Dies 


PRINCETON, N. J., March . 30— 
John C. Williams, 56, who resigned 
as senior vp in charge of develop- 
ment at Fuller & Smith & Ross 
New York, last Dec. 1, died after a 
heart attack here last night. 

Mr. Williams, who joined F&S&R 
on Jan. 1, 1958, previously had 
been president of Williams & Lon- 
don Advertising, Newark. Before 
going into the agency business, he 
had been .president and board 
chairman of L. Bamberger & Co., 
Newark department store. Earlier, 
he was advertising director of R. 
H. Macy & Co., New York. 

Mr. Williams first joined Macy’s 
as a trainee, following his gradu- 


ation from Princeton University | 


| 


|ing conversation with the pupil.” 


The complaint noted that the 


hours, for “lifetime memberships.” 
A junior lifetime membership costs 
about $7,500. 

FTC called “tests,” “analyses 
and “studio competitions,” pur- 
|portedly designed to evaluate 
dancing ability, “artifices” intend- 
ed to lead the winner to believe he 
should purchase more instruction. 
| The commission said a pupil is as- 
| sured a given course of instruction 


” 


| will enable him or her to achieve | 


\a “standard” of dancing profi- 
| ciency, whereas in fact “it is antic- 
ipated and planned that such pros- 
| pects or pupils will be, and are in 
| fact, subjected to further coercive 
| sales efforts.” 


i. The complaint was against the 
|company and against Arthur Mur- 
|ray, Kathryn Murray and David 
|Teichman individually. Arthur 
| Murray Inc. was described as li- 
|censee of 140 Arthur Murray stu- 
|dios throughout the world. The 
complaint says these studios are 
supervised and assisted by the Ar- 
thur Murray organization, and pay 
Arthur Murray Inc. 10% of gross 
receipts, plus additional amounts, 
usually 5% in escrow for protec- 
tion against claims. Arthur Murray 
|Inc. also operates its own studios 
in New York City and Miami 
Beach. 


and two years at Harvard’s school | 


of business administration. In the 
ensuing 28 years, he engaged in 
almost every phase of department 
store operation. 

Long associated with the New 
Jersey State Chamber of Com- 
merce, he served two terms as 
president of that body. The Adver- 
tising Club of New Jersey named 


him Newark’s outstanding citizen | 


in 1946. In 1953 the Sales Execu- 
tives Club of Northern New Jer- 
sey named him New Jersey’s busi- 
ness statesman of the year. 


# When he announced his depar- 
ture from F&S&R last fall, Mr. 
Williams told ApvertistnG AGE that 
his plans had not yet jelled; he ex- 


plained his resignation with the) 


comment that “fresh pastures are 
good for any cow.” At his death 
he was vice-chairman of the ex- 
ecutive committee for the New 
York area of a ‘$53,000,000 for 
Princeton” fund-raising drive. + 


Hoberman Joins KABC 


Ben Hoberman, formerly general | 


manager of WABC, New York, has 
been named to the same post at 
KABC, Hollywood, replacing John 
H. Pace, who resigned. Harold L. 
Neal Jr., previously general man- 
aget of WXYZ, Detroit, has been 
named to replace Mr. Hoberman at 


WABC. All of these are ABC-| 


owned stations. 


Anchor to Keller-Crescent 
Keller-Crescent Co., Evansville, 
Ind., has been named to handle 
advertising for Anchor Supply Co., 
Evansville, manufacturer of canvas 
and aluminum awnings and tents. 


= In answering the FTC charge, 
Arthur Murray told ADVERTISING 
AcE: “We discontinued all adver- 
|tising of this type [bait] about 


last December, not because we felt | 


it was wrong, but because we felt 
it had outrun its usefulness.” 

Kathryn Murray said, “Although 
this type of advertising is not dis- 
honest in the least, we canceled 
all types of gimmick advertising 
when we saw there was a danger 
|of it being misunderstood. We ad- 
vised our branches not to use it,” 
she added. 

In further defending his position, 
Arthur Murray said, “The FTC 
claimed we used bait advertising 
in having quizzes, but what adver- 
tising isn’t bait? Soap companies 
give away soap and cigaret com- 
panies give away cigarets. We used 
the contests to get people to come 
in for free lessons, which is a way 
of sampling our product. Since 
when are our prospects more inno- 
cent and unsuspecting than others? 


= “We were extremely careful not 
to use any pressure,” Mr. Murray 
explained, referring to the charge 
that pressure was used on some 
winners to get them to sign up for 
courses. “Only 15% of the winners 
took additional lessons,” he said, 
_adding that if pressure were used 
the figure might be closer to 80%. 
| With reference to the charge 
| that the Murray contests were so 
easy virtually anyone could win, 
the studio head said it was not 
true; only about 40% of the re- 


sponses in the crossword puzzle |production of 3,000 pairs a week | with 5.49% of the permits and 
contest were correct. “We found|has been raised to 6,000 pairs a/\5.14% of the volume. Other major 


that the more difficult we made 


|month $1,000,000 ad campaign 
| April 15 with color pages in Coro- 
, Ebony, Holiday, House & 


| Post, plus radio and tv spots and 
| outdoor. Mathisson & Associates is 


the agency. 


a contest, the more people re- 
| sponded,” he added. 


|™ Mrs. Murray explained that al- 


Garden, Look, McCall’s, The New| 


Yorker and The Saturday Evening) pefiect any information about the 


zation has been a prime mover in 
sponsoring the impact study. “The 
questionnaire asked for suitable 
statistics and our members coop- 
erated. But the report does not 


amount of goods sold through di- 


|rect mail, the number of people 


|bulk third class rate advanced | 
though the current publicity was| 


hard to take, “it will give us a| 
|chance to rectify any errors. Al-| 


| though we are proud of our reputa- | 


| tion, there may be some individual | 


cases of misplaced confidence.” 
thur Murray studios is done by 


by the New York studio, Arthur 
Murray told ADVERTISING AGE. 
These ads are prepared by Dona- 
hue & Coe, Arthur Murray’s agen- 
cy. 


s Daniel Ladd, advertising man- 
ager at P. Lorillard Co., co-spon- 
sor of “The Arthur Murray show,” 
seen on NBC-TV Tuesday at 9:30 
p.m. EST, told ApvERTISING AGE he 
did not wish to comment on the 
FTC charge. “It happened so fast, 
we haven’t had a chance to look 
into it,” he explained. No one at 
Sterling Drug, co-sponsor of the 
show, could be reached for com- 
ment. + 


Wolverine Shoe Ads 
Noise News About 
Its Hush Puppies 


(Continued from Page 2) 
to penetrate metropolitan markets. 
In 1958 MacManus did some in- 
tensive field research which proved 
the acceptability of the pigskin 
shoe, now named Hush Puppies, 
and suggested that Wolverine send 
its 56-man sales force into 38 met- 
ropolitan markets, armed with 
proofs of an unpublished newspa- 
per advertisement. Dealer pros- 
pects were promised a listing at 
\the bottom of the ad if they 
| stocked a certain number of pairs 
‘of shoes. More than 600 key deal- 

ers were obtained in 20 days. 


= A full color ad for Hush Puppies 
will appear in April 3 issues of 
Family Weekly, Parade and This 
Week Magazine, and in 11 news- 
papers not using these Sunday 
magazine sections. This advertis- 
ing covers about 300 markets. A 
similar ad is scheduled for the 
same publications June 5. 

Other ads are to appear in Ar- 
gosy, Sports Afield, True and a 
number of other magazines appeal- 
ing to men. 

Wolverine placed its factory on 
a two-shift basis shortly after the 
new product began to sell. Initial 


|day. + 


All the advertising for the Ar-| 


| the branches, but copy is furnished | 


employed, the profits of the com- 
panies or the amount of federal 
taxes paid.” 

Commerce Department’s chief 
assignment was to find out how 
business was affected after the 


from $15 per thousand to $20 per 
thousand on Jan. 1, 1959. 


s For this purpose, it asked permit 
holders to compare their opera- 
tions in the first half of 1958 with 
those in the first half of 1959. Sec- 
retary Mueller told Congress over 
90% reported that rate increases 
have little or no influence on their 
practices. 

The report notes that expendi- 
tures for bulk third class postage 


by all business advanced from 38¢ | 


per thousand dollars of receipts in 
the first half of 1958 to 43¢ after 
the new rate was effective. While 
third class postage represented 


|line up prospects for salesmen, 
|9.7% to obtain outlets, 6.1% to 
|distribute literature in behalf of 
|franchised dealers from the fac- 
|tory, 4.5% to distribute the prod- 
juct, 3.8% to distribute literature 
|from premises of franchised deal- 
jers. Among retailers, 75.2% used 
|direct mail for general advertising 
|purposes, 21.4% to solicit orders 
jand 1.7% to line up prospects. 

| A sample representing 63,000 
|permit holders reported that it 
spent nearly $1.4 billion for adver- 
tising in the first half of 1959, of 
| which 14% was for bulk third class 
mail. 


} ‘ 
|@ Publishers reported advertising 


expenses of $76,000,000, with 
|slightly more than a third for mail 
|advertising. Retailers reported 
|16% of their ad budgets went for 
| mail promotions; finance group, 
12%, and wholesalers, 23%. Man- 
jufacturers other than publishers 
were a source of more than half of 
|the total advertising fund, but as 
a group, they put only 9% of their 
money into direct mail. 

While the report acknowledged 
\the average number of pieces 
|mailed by permit holders was off 
slightly in first half 1959, it as- 
| cribed the drop partially to 


only 43¢ per thousand dollars of | “pre-mailing” in late 1958 in ad- 
gross receipts for all permit hold- | vance of the new rates. While rate 
ers, the breakdown on impact by | increases added $25,000,000 to op- 
industries showed the impact var-|erating costs of bulk mailers in 
ies widely, with many industries | first half 1959, the effect on the 


earmarking anywhere from $6.38 
to $58.13 per thousand for third 
class bulk postage. 


= Among those most heavily de- 
pendent on bulk mail, the survey 
shows, are the book sellers, in- 


economy as a whole was not ap- 
preciable, the report said. 


= From the study, the department 
reported commercial and business 
companies are two-thirds of the 
permit holders, originate 86% of 


cluding book clubs, which spend 
$58.13 for each $1,000 of receipts. 
Other big users are: Mail order 
houses $16.21; correspondence 
schools $15.41; book publishers 
$15.01, and periodical publishers 
$10.65. 

Results of the survey showed 
actual volume of mailing by per- | 
mit holders during both years was | 


}age. Retailers were 42% 


the mail and pay 91% of the post- 
of the 
commercial mailers in the first 
half of 1959, providing a third of 
the pieces. Manufacturers had only 


|16% of the permits, but mailed 


39% of the pieces. 

Tables in the report showed im- 
pact of the rate increase fell 
heavily on such industries as pub- 


largely unchanged, but that there lishing, automotive, mail order and 


was considerable variation § by | 


es, the printing and publishing | 
group increased its volume of di- 
rect mail by 5%, while other man- 
ufacturing curtailed its volume 
9%. For retailing as a whole, 
mailing was off 3%. Direct selling 
organizations were up 27%, par- 
tially offsetting general merchan- 
dise group, off 14%; mail order 
houses, off 10%, and apparel and 
accessories stores, off 9%. 


direct selling. For all holders the 


‘kinds of business. Despite increas- |$115,798,000 for bulk third class 


postage in the first half of 1959 
was a 38.4% hike, while although 
only 4.4% more pieces were sent 
and the number of pieces mailed 
by periodical publishers was up 
5.4%, postage was up 46.1%. In 
actual dollar expenditures, direct 
mail costs of periodical publishers 
increased from $6,045,000 in first 
half 1958 to $8,832,000 in the same 
period in 1959. Automobile direct 
mail, up only 4.6% in pieces, in- 


= The report produced a vast | creased from $2,429,000 to $3,442,- 


amount of new information about | 
who uses direct mail, and how it is 
used. The secretary said his de- 
partment has much more informa- 
tion from the survey which it in- 
tends to publish at a later date. 

Biggest single source of direct 
mail, it showed, is the periodical 
publishing industry. While pub- 
lishers are only 1.5% of the mail- 
ers, they produce 9.67% of the 
volume. Food stores are second 


sources of bulk third class: 


000 for the two half-years. Bulk 
postage for mail order houses was 
$6,958,000 in first half 1959, up 
31%. For the finance group it was 
$6,358,000, up 32.1%. # 


Alexander Film Buys Ray Uniti 

Alexander Film Co., Coloradc 
Springs, has purchased the filn 
ad division of Reid H. Ray Filr 
Industries, St. Paul. The Ray com- 
pany will continue its industria 
division, which produces sale: 
training, documentary, industria 


and government films and tv spots 
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U.S. and Europe with 20-page book 


PAN AM INSERT—Pan American World Airways promotes travel to 
er’s Digest. 


On the International Scene... 


FABULOSA FLORIDA 


let in Caribbean edition of Read- 


Pan Am’s 20-Page 


By Milton Moskowitz 


American World Airways will run) 
what is called “the largest single 
international advertisement ever 
placed by an airline” in the April 
issue of Selecciones del Reader’s 
Digest, the Caribbean edition of the 
Reader’s Digest. 

The ad consists of a 20-page 
our-color detachable booklet pro- 
moting travel to the U.S. and Eu- 
ope. Hawaii, Los Angeles, San 
Francisco, Las Vegas, New York 
and Florida are all featured as 
tourist attractions. 

One page of the booklet spot- 
lights the travel agent as “the man 
Who makes your dreams come 
true.” 

Travel agents throughout Latin 
‘America will receive copies of the 
ad. Pan Am has ordered 10,000 ad- 
ditional copies of the issue and 20,- 
)00 extra copies of the booklet. 


The Pan Am ad follows closely 
yn the heels of a similar effort by 
Standard Brands, which inserted 
a 20-page recipe booklet in the 
anuary issue of Selecciones (AA, 
Jan. 4). Pan Am is paying well in 
bxcess of $30,000 for the insertion. 
J. Walter Thompson Co. is the 
Agency for both Pan Am and 
Standard Brands. 


West Germa- 
oming: Bigger ny’s economic 
ostlier VW? boom continues 

unabated. 

Latest figures show that German 
nanufacturers turned out 1,200,000 
utomobiles and 500,000 trucks in 
959, making the country the larg- | 
»st automotive producer in the) 
orld outside the U.S. Half of this | 
production was exported. 
Volkswagen led the industry| 
ith an output of 587,435 cars and | 
17,500 trucks. Volkswagen told} 
Jnited Press International this 
eek that it now has in the plan-| 
ling stages a new car—‘“larger and 
more expensive.” The new model | 
ill be an addition to the VW line, | 
ot a replacement for the hot-sell- | 
g “beetle.” 
ornate now has a new adver- | 
ising agency. Hubert Schnabel,| 
ormerly an account executive at) 
erbeagentur Dr. Hegemann, Dus- | 
eldorf, pulled out of the agency) 
ast month to set up a shop in Dus- 
eldorf under his own name. 
Herr Schnabel took with him' 
alf a dozen accounts, including 
Bakelite and Schieffer pharmaceu- | 
icals. He reports to AA that he ex- 


Hegemann, one of Germany’s 
argest agencies, billed $9,500,000 | 


Digest’ Boosts U.S., Europe Tourism 


New York, March 30—Pan Foreign Billings 1nc AGE pub- 


bects to be billing close to $500,000. | 


1959. 


Ad in Caribbean 


ADVERTIS- 


lished its annual 
agency billings 
report on Feb. 29, but returns are 
still coming in from abroad. Here 
are some of the latecomers: 

Bernstein, Wilson & Robinson, 
South African agency headquar- 
tered in Cape Town, reports 1959 
billings of $846,570, compared with 
$600,802 in 1958. 

Another South African agency— 
Van Zijl & Van Zijl, Johannesburg 
—reports $7,000,000 for 1959, com- 
pared with $5,800,000 in 1958. The 
agency has 160 employes in six of- 
fices. 

Ricardo de Luca-Publicidad Tan, 
Buenos Aires, billed 69,000,000 
pesos in 1959, compared with 35,- 
600,000 pesos in 1958. At current 
exchange rates (the Argentine peso 
tumbled during the year from 60 to 
82 per $1), this is equivalent to 
$840,000 for 1959. The agency is 
one of the largest in Argentina, 
with a staff of 52. 

Agence J. De Doncker, Brussels, 
reports billings of $500,000 in 1959, 


Reports Arrive 


| Dovale Advertising in Curacao, a) exhibition meets, will be presented | Jeske Named Ad Manager 
| Dutch possession in the Caribbean. each Sunday afternoon. Stations | 


agency in 1951, 
billed $150,000 in 1959. 


Will British 
There'll Always advertising ever 
Be a Players change? 
The following, 
reprinted in its entirety, is a copy 
block from a recent ad for Player’s 
No. 3 cigarets: 
“Player’s No. 3 are top-class, but 
very unpompous about it all. 
(Rather like the people who smoke 
them.) These discreetly expensive 
cigarets—they are 4/4 for 20 [Ed- 
itor’s Note: 60¢ a pack! ]—in their 
plain white and brown packets, put 
on no airs for the very adequate 
reason that they do deserve to be 
smoked. Their tobacco is quite ex- 
cellent.” 


Gordon Lew- 
News from ensohn Aylon 
All Over Ltd., Israeli 


agency, is coop- 
erating with Israel’s largest cir- 
culating daily, Maariv, in a fund- 
raising campaign for survivors of 
the earthquake in Agadir, Moroc- 
co. When news of the disaster 
reached Tel-Aviv, the agency was 
preparing to hold a party to cele- 
brate its move to larger quarters; 
these preparations were cancelled 
and the agency contributed the 
$500 party funds to the relief drive. 

National Advertising Service 
Private Ltd., Bombay, and its cli- 
ent, Vick Chemical, brought relief 
to cold-stricken victims of floods in 
Benegal, Gujerat and Saurashtra. 
Client and agency personnel “per- 
sonally visited the stricken areas, 
went around and distributed thou- 
sands of jars and tins of Vicks 
VapoRub among the afflicted peo- 
ple.” 

Admars, a monthly covering the 
advertising and marketing fields 
in India and Southeast Asia, was 
started last December by the Ad- 
mars Co., Bombay. It is the first 
publication of its kind in the area. 


NBC Gets Rights to Telecast 
All Colts, Steelers Grid Games 

NBC, New York, has been 
awarded rights to telecast all 1960 
season and pre-season games of the 
National Football League’s Balti- 
more Colts and Pittsburgh Steelers. 


compared with $400,000 in 1958. 
Another report comes from R. J. 


The games, which will include 12 
regular season and four pre-season 


out for the telecasts. 

CBS holds tv rights to most of 
the other NFL games. This means 
that viewers in some cities will 
|have a choice of two games to 
watch. 


Sun Oil Sets Spring Drive 
Sun Oil Co., Philadelphia, April 
1 launched a spring drive to intro- 
duce its new Sunoco 200X gasoline 
to the motoring public. Heavy em- 
phasis will be placed on newspaper 
ads, with 262 newspapers in the 
company’s 22 state marketing ter- 
ritory on the schedule. Commer- 
cials in 40 tv and 60 radio markets, 
plus 24-sheet posters in 137 mar- 


Robert K. Jeske has been pro- 
Rudy Dovale, who founded his| within a 75-mile radius of any of| moted from assistant ad manager 


reports that he| the 13 NFL cities will be blacked | t, advertising manager of Flower 
& Garden Merchandiser, Kansas 
City. 


Put more ‘See and Sell’ in 


your package 
low-cost way! 
@ Pressure-Sensitive STIK- 

ON Blister Pac seals tight 

with slight hand pressure. 
@ No Heat @ No Equipment 
@ Easy to quent in your 


ONE COMPLETE SOURCE for all types of 
Blister packaging. Quality controlled 
all the way from 


Call WAtkins 4-0265 or write Dept. AA 


this fast, easy 


art to delivery. 


kets also will be used. William) 


Esty Co. is the agency. 


eative Ar* to Finished Product Since 1918 


Don’t bury your head 


Buy Negro Radio 


An Ostrich with a buried head misses many things that are 


II! To make sure 
billion dollars, use 


or Dora-Clayton in 


food sales of over nineteen-and- Re 
Garter milion ae -your advertis: 


TEMPLE DAILY. 


ot LEGRAM 


Programmed Station! 


Programmed Station! 


Owner-President 


Nat’! Rep. 


WCIN 1,000 Watts (5,000 Watts 
soon)—Cincinnati’s Only all Negro- 


WLOU 5,000 Watts — Louisville's 


only all Negro-Programmed Station! 


WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro- 


RosBert W. ROUNSAVILLE ¢ 


JouN E. Pearson Co. 


most obvious. If you haven’t discovered Rounsaville Radio’s 
six Negro Markets you are overlooking an 824 million dollar 
consumer group. That’s what Negroes in the Rounsaville Radio 
area have ready to spend AFTER taxes! 80% of their money is 
spent on consumer items alone. The Negro market is rich . 

and getting richer... 


incomes are up 192% since World War 
you're getting your share of nearly one 
Rounsaville Radio! All six Rounsaville 


Radio stations are Number-One Rated by BOTH Pulse and 
Hooper. Call Rounsaville Radio in Atlanta, John E. Pearson, 


the Southeast today! 


Personal Letter 


An advertiser's dream would be a captive audience pre-conditioned 
to buy his product. The nearest thing to making this dream a reality is 
Rounsaville Radio— 100% programmed to the Negro audience. Negro 
Radio comes closer to the Captive Audience and Pre-Conditioned Buyer 
than any existing medium. Negro performers tell your sales story to 
their Negro listeners, and believe me, they buy! No matter if your budget 


is large or small...no matter how mony media 
you plan to use... a proper part of your budget 
must go to Rounsaville Radio or you miss this 
market. You can make excellent use of our Know- 
How to sell your products. Cull on us, we'll be 
happy to help you. We are one of the oldest and 
largest broadcasters in Negro Radio. 


HAROLD F. WALKER 
V.P. & Nat’! Sales Mgr. 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WVOL 5,000 Watts— Nashville's 
only all Negro-Programmed Station! 


WYLD 1,000 Watts New 
Orleans’ only full time Negro-Pro- 
grammed Station! 

WTMP 5,000 Watts — Tampo- 
St. Petersburg’s only all Negro- 
Programmed Station! 


BUY ONE OR ALL WITH GROUP DISCOUNTS! 
ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


eave 
Pal 7 


R | 
~w 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mgr. 


Dora-CLaYTON 
Southeastern Rep. 


UR 


MACKMEVER cen’ 253 W. 26th St., N.Y. 1, N.Y 
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Noxzema Scored After | 
De-Nationalizing Ads 


(Continued from Page 3) 
cover any special type of consum- 
er to which the product appealed. | 
s “So we went back to our sales | 
and distribution figures and took | 
a fresh look at -our advertising | 
strategy,” Mr. Grathwohl contin- 
ued. 

“The average factory sales per 
1,000 population for Noxzema were 
$7.70 at that time—ranging from 
$2.12 in one territory to $23.52 in 
another. Yet we’d been treating 
all alike, by using a national tv 
show. 

“The sales department had about 
reached .a ceiling on distribution; 
from now on, we knew it would 
take increased consumer demand 
to crack the hard-to-sell accounts. 

“Our first major decision was 
to abandon the idea of being a na- 
tional advertiser. . . We figured 
we'd stand a lot better chance of 
getting fast increases in the $23.52 
territories than we would in the 
$2.12 territories. So we laid out a| 
bold plan: We’d concentrate on a 
few selected areas and _ spend 
right up with the leaders—away 
ahead of sales, if need be—while 
we'd put a small holding campaign 
throughout the rest of the country.” 


s The company increased its ad 
budget to the break-even point in 
order to compete with the leaders 
in New York, Boston and nine sur- 
rounding cities—using newspapers 
and radio—while covering the na- 
tional scene with a modest cam- 
paign in Ebony, Look and Time. 

Advertising copy, Mr. Grathwohl 
said, was designed “to get over the 
fact that Noxzema Instant is dif- 
ferent than ordinary lathers; in 
other words, it is a specialty in a 
commodity field.” 

An intensive campaign also was 
begun to get better food chain dis- 
tribution. 


# The first campaign broke in 
April, 1957. In April, 1958, the com- 
pany changed its copy approach 
(after switching from MacManus, 
John & Adams to Doherty, Clif- 
ford, Steers & Shenfield in March, 
58), and radio and newspaper ad 
money was switched to spot tv in 
New York and Boston. 

“Our extra sales gave us a little 
more money, and we shifted our 
magazine schedule to four men’s 
magazines, plus Sports Illustrated 
and Look. In October, we opened 
in Philadelphia on the same basis. 
In April, 1959, we added Cleveland, 
Baltimore and Washington. We 
continued our technique of run- 
ning copy concentrated in flights, 
followed by a hiatus.” 

How effective was the cam- 
paign? “In the U.S., except New 
York and New England, we went 
from an index of 100 to 132% in 
sales and 131% in share of market. 
In New York and New England 
combined, our index went to 184 
in sales and 176 in share.” 


s Last August, starting the third 
year of its revitalized ad cam- 
paign, Noxzema moved back into 
network tv. 

“We figured our retail sales 
throughout the U.S.—up 32% in 
26 months—had softened dealers 
enough so we could gamble on 
getting enough extra distribution 
to make a short flight of commer- 
cials on ‘Love & Marriage’ pay 
off,” Mr. Grathwohl told the group. 
A sales manual showing increases 
in sales and advertising was used 
to get wider distribution. 


“On the strength of this planned | 
advertising,” he said, “we boosted | 
our food store distribution from | 
19% to 43% in mid-Atlantic, from 


1% to 8% in west central; from! 


surprisingly enough, from 23% to 
28% in New England. We cracked 


\7% to 10% in east central and, | 


metropolitan Chicago, from 0% to| 


10%, and held about even in the 
other areas.” 
For 1960, Mr. Grathwohl said, 


“We have reverted to our pattern | 
of concentration and are now in| 
25 markets, where our advertising | 


is on a par, dollarwise, with the 
leaders. We have picked up the 
best of the magazines that we 
were using before ‘Love & Mar- 
riage.’ And we have increased fre- 
quency to a five to seven-issue 
basis.” 


Westinghouse 
s A new idea is often represented 
pictorially by a light bulb, which 
is just the kind of idea Westing- 
house Electric Corp. used to score 
a 1,000% sales increase. 

Charles E. Erb, marketing man- 
ager of Westinghouse’s lamp di- 
vision, told the ANA workshop 
how his company marketed a new- 
ly designed light bulb. 

The cylindrical bulb was pre- 
tested in 1,300 households, and 
then market tested, both with good 
results, Mr. Erb reported. 

“We had to decide how much of 
our promotional budget should be 
devoted to the new product in- 
troduction. We still had to sell 
millions of the regular type light 
bulbs, and they too needed pro- 
motion. Our decision was that in 
tv and print media we would put 
100% of our advertising dollars 
allocated to the residential mar- 
ket behind the new product. For 
displays and collateral material, 
we allocated 75% of our budget to 
the new product. 

“This was logical,” he _ said, 
“because our survey showed that 
the new bulbs also increased the 
sale of all types.” 


= The fact that the new light 
bulbs were different in appearance 
led to a decision to make them 
available to all retailers, contrary 
to industry tradition. 

“One year after introduction of 
the bulbs, we had signed more 
than 2,500 new retail accounts,” 
he said. “We are now doing busi- 
ness with every major variety 
chain in the country. Shipments of 
new shape bulbs in 1959 were al- 
most 10 times greater than ship- 
ments of old-style white bulbs in 
their best year.” 

Present plans at Westinghouse 
include expansion of the line, in- 
creased dollar allocations for tv, 
radio and consumer magazines, a 
stepped-up trade advertising drive 
and in-store promotions with ma- 
jor chains. 


Compton Advertising 
= The part an agency can play in 
the client’s new product introduc- 


Jones 


Plant 


Porter 


Headley 


Phillips Addis 


NOW HERE’S THE POINT—Ambrose Addis, Lever Bros., drives home a 

point in chatting with Fenner Headley and Paul R. Porter of Du 

Pont and John Phillips of Armour & Co. during a break at the Assn. 
of National Advertisers workshop session in Chicago. 


tion was explained by Allen F.|entation which each salesman is 


Flouton, exec vp of Compton Ad- 
vertising. 

He outlined seven points at 
which an agency can help a com- 
pany with a new product beat 
“Murphy’s Law—‘If anything can 
go wrong, it will.’” 

1. Area of opportunity: “Your 
agency can broaden your search 
for areas of new product oppor- 
tunity because of its daily famili- 
arity with the changing habits and 
desires of consumers.” 

2. Why a new product? “It 
means, from the consumer’s point 
of view, ‘Why should a new prod- 
uct exist?’ ” 

3. Objectives: “Your agency 
should be able to give you an in- 
dependent estimate of potential 
sales volume and acceptable pric- 
ing from a consumer’s point of 
view.” 

4. Marketing strategy: “Once 
you and your agency have agreed 
on objectives, and on the amount 
of money you can spend, it is time 
to bring your ideas together into a 
written, coordinated statement of 
the means by which you will reach 
your objective.” 

5. National Plan: “Once the 
strategy is set, your agency can 
help you prepare a detailed plan 
for carrying out your strategy in 
your entire marketing area.” 

6. Test market: “Only after 
your agency has completed a na- 
tional plan is it ready to propose a 
test. The test should be a practical 
application of whatever it is you 
can afford to do on a national ba- 
sis.” 

7. Expansion: “Your final mile- 
stone, after a successful test, is to 
apply your national plan to your 
entire market area. This is the 
time when you are most vulner- 
able. When you have had a suc- 
cessful test, you are. going to have 
a crop of envious imitators. At 
this point your entire company 
must be ready—like a coiled spring. 

“Your factory must have been 
built and machinery must be op- 
erating. Your raw material must 
be ready. Your sales meeting must 
be prepared, along with the pres- 


Skillin 


BREAK TALK—Time out at the Chicago workshop session of the Assn. of 

National Advertisers meant informal discussion for most, including 

Bill R. Jones, Frito Corp.; Fred Plant, Block Drug Co., and Ken 
Skillin, Armour & Co. and workshop moderator. 


going to make to his customer. 

“Your advertising agency must 
be ready, too. Your print advertis- 
ing should be in plate form. Your 
television advertising should be on 
film. Your display material should 
be in the warehouse. You must be 
able to go fast—faster than any 
competitor can travel.” 


Audits & Surveys 

s New product failures can also 
be cut down by broader partici- 
pation in product introduction by 
advertising executive, according to 
Solomon Dutka, president of Au- 
dits & Surveys Co., New York. 

“The overwhelming odds against 
the successful introduction of a 
new product can be considerably 
lessened if advertising managers 
get in on the ground floor of their 


companies’ new products pro- 
grams,” he said. 
“It is equally important that 


they keep a discerning eye on the 
product even after it has reached 
the top.” 

The adman must have informa- 
tion provided by test marketing a 
new product, Mr. Dutka said. “But 
it is often short-sighted to stop the 
test market operation after the 
product has been introduced na- 
tionally. Just as consumer and 
competitor reactions change in 
time, so too must marketing and 
advertising programs be altered to 
accommodate these changes. 


= “The test area,” he said, “should 
be retained and utilized as a ‘mar- 
keting laboratory’ in which to 
continue the evaluation of new 
merchandising and promotional ac- 
tivities.” # 


Conde Nast Reports 
Sales Up, Net Down 


NEw York, March 29—Conde 
Nast Publications lost money for 
the fourth successive year in 1959, 
reporting a loss of $622,835 for the 
year. 

In its annual report to stock- 
holders, the company reported a 
deficit larger than its 1958 loss of 
$534,528, but said that only $151,- 
376 of the 1959 loss resulted from 
operations of Conde Nast. The re- 
mainder—$471,459—was a fourth 
quarter loss of Street & Smith 
Publications, acquired by Conde 
Nast in April, 1959. 

Conde Nast’s revenue from sub- 
scriptions, newsstand sales, adver- 
tising, patterns and printing opera- 
tions totaled $37,256,786 in 1959, 
compared with total income of $31,- 
586,772 in 1958. # 


Johnson Joins Morrissey 

Merrold S. Johnson, former ad- 
vertising director of Banl:ers Life 
Insurance Co., Chicago, has joined 
John B. Morrissey Co., Chicago, as 
a vp. The Morrissey agency also 
has been named to handle adver- 
tising for Northern Builders, Chi- 
cago general contractor. 


Ltd. 


| vitality of regional advertising be- 


|sold by the same advertising and 
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Regional Approach 
Is Safer, Cheaper, 


Horsey Declares 


MONTREAL, March 30—Regional 
selling is far ahead of the national 
approach when it comes to adver- 
tising, according to Grant Horsey, 
president of Salada-Sheriff-Horsey 


“In Canada,” he told his sales 
force, “we have to recognize the 


cause of the language problem. 
French Canada simply cannot be 


sales methods as English-speaking 
Canada. And we have found that 
trying to sell all English-speaking 
Canada the same way doesn’t work 
either.” 

Mr. Horsey, whose company has 
built up a $52,000,000 market on 
both sides of the international bor- 
der, aimed a broadside at his U. S. 
sales force, saying, “I have found 
that the highly concentrated sales 
and advertising approach can be 
even more disastrous in the U. S 
than in Canada. The country is toc 
huge to be sold properly by single 
campaigns and setups devised on 
Madison Ave.” 

“Unfortunately,” he said, “auto- 
mation of accounting is causing a 
trend to overcentralization of mar- 
keting in the U. S. at present. ] 
hope that as automatic data proc- 
essing becomes available at rea4 
sonable cost in the smaller cities 
we will go back to a sounder re-§ 
gional approach to sales and ad 
vertising. Such approaches make 
fewer mistakes and cost less. } 
notice the larger magazines are 
starting to realize this. Some ar¢ 
offering for the first time to sel! 
ads in regional editions instead of 
for the whole continental run.” # 


Ad ‘Challenge’ to | 
Be Highlight of 
McGraw-Hill Contab| 


New York, March 30—McGraw? 
Hill Publishing Co.’s publications 
division will hold a general confer! 
ence on “The Challenge to Com 
munications” in Atlantic City 
April 7-8, with about 550 company 
executives scheduled to attend. 

Speakers will include Secretar} 
of Health, Education & Welfare’ 
Arthur S. Flemming; Don G 
Mitchell, president of Genera 
Telephone & Electronics Corp., an¢ 
George Romney, president oF 
American Motors Corp. ‘ 

The morning session April 8 wil 
be devoted to panel presentation 
on “The Challenge to Industria 
Advertising,” with panels com- 
posed of Richard Koehler, genera 
sales manager, LeRoi division, 
Westinghouse Air Brake Co, 
Charles Murphy, assistant directo} 
of corporate advertising, Olir 
Mathieson Chemical Corp.; Ralstor 
B. Reid, general manager of adver; 
tising and sales promotion, appara-J 
tus sales division, General Electri 
Co.; Anthony C. Chevins, senior vp, 
Cunningham & Walsh; William A, 
Marsteller, board chairman, Mar, 
steller, Rickard, Gebhardt & Reed. 
and Walter Weir, Donahue & Coe, 


= Other panel members will beq 
Malcolm A. McNiven, advertising 
research manager, E. I. du Pon 
de Nemours & Co.; George Robert- 
son, manager of advertising ad, 
ministration and research, appura- 
tus sales division, Genera, 
Electric; John C. Spurr, director o 
research, McGraw-Hill, and Milc 
Zeigenhagen, advertising and mary 
ket production manager, Worth, | 
ington Corp. # 


Micro-Lube Names Grant 

Micro-Lube Sales, Dallas, oi 
and gasoline additive manufactur; 
er, has appointed Grant Advertis; 
ing, Dallas, to handle advertising, 
and public relations. | 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 


é ® Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 


7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING DEC.31,19599 48,389 


We are looking for an experienced man | and industrial copy position with agency. 
or woman to head up our fashion Art| Young (27), married, and exp. Coll grad. 
Dept. Work Monday thru Friday. All | Background: Ind. Adv., Newsp., Promo- 
company benefits plus good starting | tion, Feature Writer. Portfolio full of 


salary. samples. 
CHAS. A. STEVENS & CO. Box 3560, ADVERTISING AGE 
25 N. State St. Chicago, Mlinois 200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SALES FREELANCE COPY AND IDEAS 


If you are an aggressive salesman, good | Direct mail, catalogs, brochures for in- 
closer, sold business magazine advertising | dustrial, consumer, institutional. Fast, 
and ambitious to get ahead, we have a/| reasonable & experienced. 


Salary, incentive, commission and ex- 


. for services or products. Experience 
penses. Send complete resume to 


includes complete campaign plannings; 

Box 3528, ADVERTISING AGE copy thru list selections; scheduling; 

200 E. Illinois St., Chicago 11, Illinois | testing, and projection of results. Adver- 
SPACE SALES REPRESENTATIVE tiser-agency b’ground. Write 

For central territory of Publication serv- Box 3562, ADVERTISING AGE 

ing the Motor Carrier Industry. Must|299 E. Illinois St., Chicago 11, Illinois 

live in Ohio and have minimum of 


2 years in Advertising Sales. Age 25-35. a 
Substantial income with excellent op- 
portunity to advance to manager in a CLEVELAND, OBI0? 


very short period. Must be willing to | An active interesting oppty. with reput- 
travel extensively. Send resume for an| able placement agency. Interview, screen 


early appointment. & refer all levels advertising, personnel. 
” Box 3535, ADVERTISING AGE Excellent earning potential. All inquiries 
200 E. Illinois St., Chicago 11, Mlinois | Will be answered. 
SPACE SALES REPRESENTATIVE. . . Box 3553, ADVERTISING AGE 


for New York office of “specialized 200 E. Illinois St., Chicago 11, Illinois 


real opportunity and permanence for you Box 3561, ADVERTISING AGE 
in our Cleveland office. Building publi- | 200 E. Illinois St., Chicago 11, Illinois, 
cation with an old and respected large PROFITABLE DIRECT MAIL 
multiple publisher of business magazines. SALES-PRODUCER MANAGER 


in Chicago. College graduate. Married. 
Box 3572, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, [linois 
PUBLISHER, EDITOR OFFERS SOLID 
industrial background, key contacts, 
proven record for top merchandising, 
advertising, or PR spot in publishing, 
manufacturing, or agency. Publisher, 
0. Box 2, Elizabeth, New Jersey. 


FREE LANCE COPY IDEAS, P.R. 
by mail! Why not! Clever, scientific. 
Bright verse. Joyce Megginson, GLAD 
TIDINGS, 805 SE 12 Ct., Ft. Lauderdale 

INDUSTRIAL AD MANAGER 
Presently employed. 9 years diversified 
advertising and sales promotion experi- 
ence. Good visualizer with art and copy 
background. range 10-12M. 

Box 3559, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE/PT. TIME COPY, SALES 

PROMOTION, TRADE RATES. 
Former Ad. Mgr., Copy Chief, AE— 
10 yrs. exp. consumer & industrials. All 
Media. 


MU 5-6299 New York City 
YOUNG LAYOUT ARTIST DESIRES 
opportunity to grow with your agency. 
Hard worker, ‘56 college grad, Chicago 
area. Familiar with production. 

DAvis 8-0148 


field" national magazine. Publication | Experienced editor wanted to supervise 
with long history as leader in its field. | fashion photography. National magazine. 
| This is an expansion of our existing | Apply 


j staff. Our lineage opportunities are more 
than we can adequately cover. Apply ous 008, AERTS 2S 


Box 3533, ADVERTISING AGE 0 ee 
200 E. Illinois St., Chicago 11, Illinois A. ty 
SPACE SALES: Career opportunity for| Chicago office of national advertising 
man to join major publishing firm’s | research company has opening for Junior 
Chicago office to represent two publica- Sales-Service Account Executive. Exper- 
tions in missile/defense field. Substantial | jence with readership studies important. 
base plus commission. Prefer man with Write: Senior Vice President, Daniel 
extensive knowledge of the field. For| starch and Staff, Mamaroneck, ¥. 
personal interview in Chicago, please 


call American Aviation Publications, Inc., EXECUTIVE & CLERICAL 
CEntral 6-5804. EXPERIENCED & TRAINEE 
- Publishers Employment 
MOLENE PERSONNEL SERVICE 469 E. Ohio St., Chicago, SU 7-2255 
publicity . editors 
AVE. MANABETS  ........eeeeeesenee copywriters POSITIONS WANTED 
artists .... media ... production ... sales | Art  Director-Consultant offers layout 


“All is grist which comes to our mill” i ¥ 
ANdover 3-424, 105 W. Adams St. Chgo 3 | "“'?- bcc rcpt: Bang ep | 


pill Od New York 17, New York 
Layout Man with a capacity for creative 00 Third Ave., New Yor 


thinking and a sound knowledge of CREATIVE HOME ECONOMIST 
typography. The ability to do cup fin- | Agency or Client—Heavy bkg. inst. & 
ished art, lettering or retouching is de-|Comsumer food products from research 
sirable. You will join a 14-man art staff }@nd dev. stage thru adv. and prom. Exp. 
serving both advertising agency and |i" photog., radio-TV, publicity, recipe 
graphic arts center in an Indiana city of | 4¢v., label copy, consumer cooking pro- 
150,000. Please write fully, stating salary |8tams & sis. meetings. College grad. 
requirements, marital status, experience, | Pres: empl. one of nation’s leading food 
etc. Samples and interview later. processors. 

Box 3552, ADVERTISING AGE Box 3556, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois E. Illinois St., Chicago 11, Illinois 


— 


~e 


AGRICULTURAL WRITER 


CREATIVE EXECUTIVE 


Must know farm machinery and ADVERTISING PERSONNEL 
RECRUITMENT SERVICE 


how to sell it in print. Must be able 
to work with minimum su ee. 


Excellent opportunity with large for agencies or departments 

4-A Chicago agency. Sena. details —. RALPH RUNDELL 

of experience and salary require- 202 So. State Street 

eras * x 124, Advertising Age ew Se 
200 E illineis St Chine fe, IH. einm 2-Soee 


We call our copy men 
creative writers 


They’re key men in our organization, responsible for 
collecting information, originating ideas, and producing 
sound copy. Each writer is assigned a major account 
($150,000-$450,000) plus two or three smaller accounts. 
Writers work closely with account executives so they 
become intimately acquainted with the client’s market- 
ing situation. 


Our writers are versatile, creative people who can de- 
velop a complete space campaign . . . organize a catalog 

. create interesting and unusual direct mail . . . pre- 
pare a complete merchandising kit. Space advertising 
experience is most important. 


We prefer men who think visually . . . write clearly and 
correctly . . . work quickly but carefully. We want 
people who can express themselves verbally, -tod, be- 
cause our writers often attend client meetings alone as 
well as with account executives. We want writers who 
work well with other creative people. 


Our creative writers have pleasant, private offices with 
plenty of elbow room. They are well paid and rewarded 
for their contributions. The agency has an outstanding 
profit-sharing pension plan, plus bonuses and a liberal 
hospitalization insurance plan. 


If you’re interested, write us a letter detailing your 
qualifications and why you think you’d fit into our 
agency picture. Location, Ohio. Box 123, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago, Illinois. 


IND ADV-SALES PROM EXEC 
10 yrs 4A agcy. Strong new bus. market- 
ing Creative, ads, direct mail, pub. knows 
prod. 

Box 3557, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SALES TRAINING EXEC 
Age 41, exp. inc. managerial sales and 
Sales Promotion on consumer, dealer and 
distributor levels. Sales instructor, North- 
western Univ. Evening Div. Prefer chal- 
lenge of new alge ana Will travel. 
Salary and overid 

Box 3558, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE ART 

DIRECTION & DESIGN 
Do you need expert assistance in produc- 
ing your booklets, ads, packages and 


other printed matter ... or TV commer- 
cials? Contact— 
T. J. McLOUGHLIN MI 2-3655 


619 N. Michigan Ave. Chicago 11, Il. 


Mature Ad man—experienced in copy- 
layout - planning - service - merchandising 
on both sides of the fence. Family man, 
will relocate and travel. Small city pre- 
ferred. 

Box 3555, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IMlinois 


agency background seeks space sales job) 


HELP WANTED HELP WANTED | POSITIONS WANTED REPRESENTATIVES WANTED | BUSINESS OPPORTUNITIES 
Advertising INDUSTRIAL AD COPY—PROMOTION I WANT TO SELL SPACE } P-O-P REPRESENTATIVES WANTED TO BUY 
ART DIRECTOR |WRITER' seeks challenging consumer | Aggressive, young (29) man with creative | 


Mfr. of continuous-roll display, corru- | Working creative man with twenty 
gated material—widely used, thrifty,| years blue chip layout experience, gilt- 
versatile (custom-designed) medium—has | edged integrity wants interest/entirety 
lucrative territories open for experienced | one-man Industrial Agency, upper mid- 
salesmen or brokers. FULLER DISPLAYS | west small town. 

INC., 5-39 48th Ave., L.I. City 1, N. Y¥. Box 3567, ADVERTISING AGE 

WE WANT ABLE REPRESENTATION | 200 E. Illinois St., Chicago 11, IMlinois 
in the Chicago-Midwest area for two 1960 & 1961 AGENCY OPERATIONS CALL 
long-established trade publications. | FOR BRANCHES IN THESE CITIES: 
Should have background in hardware,| e KANSAS CITY e CHICAGO 
sporting goods or related fields or ex- e NEW YORK e MIAMI 
perience in agricultural, grain, feed pub- | Agency wants to buy out other agency 
lication. Write resume mentioning pres-| set-ups in these cities, or wants top ac- 


ent and past books represented. count men with active accounts in these 
Box 3564, ADVERTISING AGE areas. Aggressive agency needs aggres- 
200 E. Illinois St., Chicago 11, Illinois sive branch managers—confidential— 
MEDIA REPS WANTED write ' 

A leading medical center publication de- Box 3568, ADVERTISING AGE 


sires sales representation by selected 200 E. Illinois St., Chicago 11, Illinois 


media reps now actively covering the) MAGAZINE IN FIELD OF AMERICANA 
medical-pharmaceutical fields. Excellent|seeks investor, buyer or merger. Re- 


potential. All inquiries answered. |ceived national recognition in form of 

Box 3565, ADVERTISING AGE | award for its efforts during 1959. Digni- 

630 Third Ave., New York 17, New York | fied, worthwhile. Excellent potential for 

REPRESENTATIVES AVAILABLE pare more 4 Re SS, 
Two seasoned, highly experienced crea- Box 3569, ADVERTISING AGE 


tive salesmen forming rep business to/ 200 E. Illinois St., Chicago 11, Illinois 
cover New York and Philadelphia areas 


. ¥ PUBLICATION NEEDS CAPITAL 
je ware Vesureune wn J consumer |New music magazine with tremendous 
industrial an rade publications. ‘ , " ield— 

Box 3571, ADVERTISING AGE potential in booming consumer field 


exceptionally well-received—in 6th issue! 
630 Third Ave., New York 17, New York | wi) give interest & preferred stock for 
Chicago based publishers representative | use of money! 
offers immediate coverage of Midwest- Box 3570, ADVERTISING AGE 
ern states. 200 E. Illinois St., Chicago 11, Mlinois 
Box 3563, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


RADIO-TV WRITER, production 
GED 5 6.406545 0 b3.0-0'0.0006% $11,000 
ey ASSISTANT, ad 
sk. “TECHNICAL WRITER, elec- 
CROMEGS ci ce ssccsccccsvcccceess 
SPACE SALESMAN ............. 10,000 
COPYWRITER, appliance acct... .6,600+ 
MARKET RESEARCH ANALYST 9,600 
PUBLIC RELATIONS-NEW BUSI- 
NESS MAN, financial exp. 7,200 
MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


CREATIVE SALES PROMOTION MAN 
COPY—ART—PRODUCTION KNOW-HOW 


Opportunity for young man (28-35) with 
large growing national food products cor- 
poration. Chicago location. Assist in cre- 
ating, developing and implementing sales 
incentive contests, premium deals, in-store 
merchandising, etc. Develop materials and 
kits to implement plans. Handle produc- 
tion of collateral materials. Background 
in food merchandising desirable. Must be 
idea man with initiative. Salary commen- 
surate with experience. 


Box 120, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Media Buyer- 


PRINT: You will be responsible 
for complete print media recom- 
mendations for large group of 
important advertisers, national, 
regional and local. Man must dig, 
work and study to objectively and 
intelligently interpret most effec- 
tive media combinations for indi- 
vidual client’s needs. Must know 
sources of information and have 
ability to write comprehensive 
recommendations that stick be- 
cause he’s thought of everything. 
This is a young dedicated work- 
er’s job with wide-open oppor- 
tunity with dynamic, fast growing, 
solid agency. Salary commensu- 
rate with experience. Send resume 
to Executive Vice President. 
HAROLD CABOT & CO., INC. 


136 Federal Street 
Boston 10, Mass. 


BUSINESS OPPORTUNITIES : 
WANTED TO BUY DON HARRIS NEEDS: 
Publication in educational or related , 
: ss (SPECIAL NOTE: Don't try to keep a re- 
fag ye wae — 50,000 sume sent to Don Harris arbitrarily short. 
Box 3525, ADVERTISING AGE He likes crisp, relevant specifics, but needs 
630 Third Ave. New York 17. New York enough to differentiate a man from others 
FLA. TRADE PUBLICATION FOR SALE with on-the-surface similar experience.) 
Going publication for state's largest in- TV — Lag py Bn Bowen 
dustry; exclusive in its field, established print samples, too. Not a so ee 
eight years. Tremendous potential. man. Must have humor, imagination, a 
Box 3566, ADVERTISING AGE light touch—sell without breathing hard 
630 Third Ave., New York 17, New York || ---:::s:ssrsrseecereteeesetes $17-$20m 
COPY, major-agency experience. Writer 
PUBLIC RELATIONS-MINDED EDITOR eustted ty csstgumente thet sive Som oe. 
; 7 ity to be proud....... : ¥ 
(Building Materials; Office Equipment) arcana be sh: tiiniiaaane alain 
Industrial magazine editor, over 10 years COPY, @ pro w é Seaeeeinn a~ 
trade features on mktng., merch. of homes but not too proud to do outs & aoe 
bldg gi eppeenens, office furn., ness paper ads for a big client. ..$15-$ 
machines. Really top and intimate con- 
tacts among other editors on consumer DON HARRIS, DIRECTOR 
shelter mags and ae wees —-——s Advertising and Marketing Division 
and all major media—print, radio, tv. 
PR or editorial spot. MONARCH PERSONNEL 
x 129, Advertising Age 4 ksen, Chic: , WA 2-9400 
630 Third A Avenee, New York 17, New York ee me — 
More Market Place ads on Page 94 


PROFITABLE NEW POSITIONS 
FOR BLECTRONIC & INDUSTRIAL 


MARKET 


RESEARCH 
MEN AT 


Texas Instruments 


The seven men we require—ages 28 to 38—must have strong indus- 
trial backgrounds (consumer experience NOT desired). 


\ SUCCEED 
IN 


At these permanent posts you will perform new and existing product 
surveys as to customer requirements, pricing, etc. You will conduct 
operational and organization studies. You will execute competitive 
investigations. You will survey military requirements. And the 
creative researchers we seek will suggest and implement other 
pertinent research and analysis programs. 


You probably will have a BS in EE plus an MBA with 3 to 5 years 
industrial market research experience for major manufacturing 
firms in electonics or allied fields. 


You will enjoy the many personnel benefits offered by Texas 
Instruments including company-paid profit sharing. Send confiden- 
tial resume to Bob Henslee, Dept. 200 .. . 


SEMICONDUCTOR — COMPONENTS DIVISION 


TEXAS °c. INSTRUMENTS 


INCORPORATED 
® P.O. Box 312, Dallas, Texas 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 


Add two lines for box number. Closing deadline: Copy in written form in Chicago 

. * office not later than noon, Wednesday 5 days preceding publication date. Pacific 

Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 

e V r ] ] Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 


7 days preceding publication date, Display classified takes card rate of $18.75 per 
column inch, 


and card discounts on size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING DEC. 31, 1959 


= 


gre publication 


more 
relocate. 


with potential. 
rofit Sharing or stock could be 
important than salary. Will 


Box 127, ADVERTISING AGE 


Ilinois St., Chicago 11, Illinois 


Advtg.—Sales Promo—PR 
Copy-art packages a specialty 
Box 128, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y. 
or call PY 6-1226 


tion with a company on the thresh- 
old of moving into national prom- 
inence in 
food sales. 


be a jack-of-all trades in the ad- 
vertising and sales promotion field. 
- He must be able to prepare sales 
charts; analyze and forecast sales; 
determine and 
trends; spot problems as they arise, 
and write reports on the problem 
and suggest 


“hard sell” 
a retail operation; He must be able 
to conduct sales meetings, 
sales bulletins and house organs. 


he must possess is the art of com- 
munication. He will have to work 


many department heads, ! 
success depends on communication 


OUR CLIENT NEEDS AN 
ADVERTISING AND SALES 
PROMOTION MANAGER 


An extremely challenging posi- 


its field of prepared 


The man we're looking for must 


interpret sales 


solution alternatives. 
He must understand the use of 
since this is basically 


write 


But above all—the key quality 


with a great many people, a great 
and his 


in depth. He must also have the 
ability to inspire enthusiasm in 
the entire staff of this organization 
(about 500 now), and to create the 
excitement over his programs that 
will guarantee follow through. 

If this sounds like a big job— 
it is. It’s not an easy job. It's 
tough, hard work, but it will pay 
off for the right man who’s willing 
to invest his time and talents now 
in recognition of the heights to 
which this company is climbing. 

Salary? It’s not a high five-fig- 
ure salary now. But the man who 
proves his worth won't have any 
trouble growing with the organ- 
ization, and reaching this figure 
easily. 

Send resumes of your experience, 
photograph, and salary area in 
which you are interested, only if 
you feel you can handle the scope 
of this assignment, directly to us 
—Hameroff and Smith, Inc., Ad- 
vertising, 50 W. Gay Street, Col- 
umbus 15, Ohio. 


SALES MANAGER 
OUTDOOR ADVERTISING 


Expanding Midwest firm needs an 
aggressive man with a successful 
background in training and direc- 
ting an expanding sales force in 
the field of outdoor advertising. Pre- 
fer a man with good formal edu- 
cation—age 32 to 45. Present sales 
force of 11 men covers 15 states and 
company is now negotiating pur- 
chase of a poster plant. Salary 
range $12 to 15 M with excellent 
future in top level management at 
a policy-making level. 
Send resumes to: 
Patrick Coughlin 

Graebner & Company 

401 Mobil Oi! Building 

Minneapolis 2, Minnesota 


Director (s) 


MARKETING RESEARCH 


Multi-office 4-A Agency has top 
research opening in two offices. 
Opportunity to build departments 
in proportion to performance. 


You will need broad experience 
and versatility in wide range of 
products, diversity of research 
methods, and knowledge of out- 
side research facilities. 


You will move ahead most rap- 
idly if you have had 5 or more 
years agency research experience 
or equal. Starting salary com- 
mensurate with performance cap- 
abilities. 


If you can deliver more than 
you are now permitted to, or if 
you're in a “box” and want a 


chance to show your ability— 
send an outline of what you've 
been doing and what you can do to 
Advertising Age, 630 
New York 17, N. Y. 


Box 131, 
Third Ave., 


We're Still Growing ... 


ACCOUNT 
EXECUTIVES 


An agency background or success 
as a Media Man qualifies you for 
the rare opportunity to represent 
a rapidly expanding advertising 
group in Columbus. We are na- 


tional in scope—create, design, 
and sell our -own advertising 
programs. 


You will be able to use.all facets 
of your advertising background 
in becoming a successful Account 
Executive, with our organization. 
We're particularly interested in 
all details of your advertising 


background—if you are creative, 


strong on client contact, and can 
SELL, you may be the man. 
Drawing Account plus percentage 
will result in $12,000-$14,000 in- 
come in your initial year—in fact, 
your personal sales ability will 
completely dictate this figure. 
Personal conferences in Cleveland 
and Columbus within ten days. 
Send resumes at once to Vice 
President, Box 134, Advertising 
Age, 630 Third Avenue, New York 
17, New York. 


CREATIVE ACCOUNT EXECUTIVE 
FOR CONNECTICUT AGENCY 


This relatively smal] but highly successful 4A Agency is looking for 


another capable associate. 


This is no job for an amateur or specialist, but it’s a superb oppor- 
tunity (we think) for an all ‘round adman with a strong flair for 
copy (print and broadcast, trade and consumer), practical knowl- 
edge of marketing and a liking for clients. We would hope you'd 
turn out to be a darned good contact man, but we’re a helluva lot 
more concerned with your creative ability. 


Healthy starting salary, profit-sharing, rapid and substantial in- 


creases if you measure up to our rather high standards and 
requirements. Write me full details in confidence if interested. 


(Sorry, but under forty preferred 


) 


Edward M. Graceman 
GRACEMAN ADVERTISING, INC. 


983 Main St. 


Hartford, Conn, 


Leading Advertising Agency Re- 
quires Experienced Figure Artist as 
working Studio Manager. Minimum 
period 3 years. Excellent working 
conditions. Paid Air Passage. Man- 
aging Director in New York City 
early June for interviews. 
Box 119, Advertising Age 
630 Third Ave., New York 17, N. Y. 


PUBLIC RELATIONS 
DEPARTMENT MANAGER 


Eastern, 4A $10 million adver- 
tising agency (Not N.Y.) wants 
Public Relations man to take 
over and expand present PR de- 
partment. An experienced in- 
dividual performer, preferably 
with management experience to 
develop department. $12,000 with 
a future. Send complete resume 
to 


Box 133, ADVERTISING AGE 
630 Third Avenue, 
New York 17, New York 


ART DIRECTOR 


Who understands mod- 
ern, functional design, 
will find promising fu- 
ture with progressive 
medium-sized agency in 
St. Louis. Please send 
samples which will be 
promptly returned. State 
salary. 
Box 121 
Advertising Age 


200 E. Illinois St. 
Chicago 11, Illinois 


CURRENT ADVERTISING & 


RELATED OPENINGS! 


ASS'T ADVERTISING MGR....To $9,000 
Good B/G (including creative) in 
newspaper, broadcast, dir. mail at re- 
tail level, plus production know-how. 

TECHNICAL COPYWRITER.... 
Creative flair in promotion, 
tising & publicity with electronics- 
Ae oo B/G 


LAYOUT ARTIST ............ To $8,000 
Must handle SAE & comps in print 
media. 

SALES TRAINING ASS’T...... To $8,000 


‘0 
Must be creative in print & audio- 
visual training materials. 
For these and = Midwest openings 
ntact— 
DO . JOHNS SON 
ADVERTISING DIVISION 
ASS’T T/V-RADIO CREATIVE 
DIRECTOR To $22,500 
Versatile B/G in creation, production, 
supervision & administration. This is a 
top-level spot with large 4-A Midwest 
Agency. 
RADIO-T/V RESEARCH em? 
'o $17,000 
pg know ALL rating ‘iicbiom Niel- 
ARB data, testing techniques, 
Soeaaees & local broadcast markets 
and related research phases. 
ASSOCIATE MARKET DIRECTOR 


Midwest ad agency seeks man with 
strong B/G in automotive replace- 
ment parts & accessories marketing 
plans & programs. 

MEDIA DIRECTOR............ To $15,000 
Midwest office of top-rated N. 
agency seeks man versatile in print 
& broadcast media 

ADVERTISING MANAGER... .To $17,000 
Strong B/G in men’s clothing & ac- 
cessories at national retail level 

CREATIVE ADVERTISING DIRECTOR 

ALARY OPEN 
Strong B/G in food, packaged goods 
or grocery products, distributed thru 
retail food outlets. Must be solid in 

plans, creation & administration. 

MARKET RESEARCH DIRECTOR 
seat sedeaw sched ¥ sa yk eae SALARY OPEN 
B/G in food or related products. Ver- 
satile in all research phases including 
new products, package design, Nielsen 
analysis and sales forecasting. 

ADVERTISING-SALES to ty ION 
MGR. LARY OPEN 

Strongly creative & ail. een B/G 

in both areas, plus exposure to Hi-Fi 

electronic consumer products. 
If qualified and interested, contact 
me in absolute confidence. 


GEORGE E. PYLKAS 
Manager—Advertising Division 
CADILLAC ASSOCIATES, INC. 


29 East Madison Bidg., Chicago 2, Illinois 
Financial 6-9400 


Plan and execute national pub- 
licity, PR Programs. 
headquarters. Write to 
Box 130, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


Chicago 


WANTED: 
MAN WITH THREE HEADS 


We publish 2 dynamic consumer 
magazines in the garden and health 
fields (combined circulation 550,000 
monthly). We need a talented young 
man for at least 2 of these 3 adver- 
tising dept. functions: 

1. Creative promotion 

2. Space sales (some travel) 

3. Production & administration 
Our new building near Allentown, 
, is ideally located 100 miles from 

Y., 50 miles from Phila. Un- 
limited future for the one right man 
ready to grow with us. Send resume 
and salary needs to: 

Marshall Ackerman, V. P. 
RODALE PRESS, INC. 
Emmaus 11, Penna. 


LOOKING FOR PUBLISHER? FARM iT UN | ARTIST WANTED MEDIA 
Sains wanig ts invest proven, resp Copy pro seeks freelance | STUDIO MANAGER EXPERIENCED WOMAN FOOD PUBLICIST PROMOTION MAN 
of sales, editorial, circulation in lag- assignments (NYC area) || In Nairobi, Kenya East Africa, 


Career opportunity in Chicago for 
ambitious young creative detail man. 
Newspaper or magazine copy, mer- 
chandising knowledge helpful. For 
interview April 5 or 6 call Mr. 
Jordan, Adv. Dept., Wall Street 
Journal, Harrison 7-1759 (Chicago). 


HOW ABOUT FINANCIAL PUBLIC 
RELATIONS IN THE SOUTHWEST? 


Here’s a chance to build both your- 
self and your job. A major Houston 
bank is creating an office of public 
relations. You will work with the 
senior officers of the bank, coop- 
erate with the advertising agency, 
project the image of the bank 
through the techniques and chan- 
nels of a sound public relations pro- 
gram. 


A financial background would make 
the first six months smoother, but 
is not necessary. The demonstrated 
ability to get things started and 
then to get them done is the pri- 
mary requirement. In this area of 
1,200,000, PR is practically virgin 
territory. There is still ground floor 
room. Send a resume of experience, 
education, and so on, with a recent 
photo, to P. O. Box 6596, Houston 5, 
Texas. Banks are used to treating 
things in confidence, so have no fear. 


ACCOUNT EXECUTIVES 
MEDIA SALESMEN 


(Men or Women) 


If you're between jobs, here’s a 
break! 


MAKE $200 to $300 WEEKLY 
WHILE YOU'RE WAITING! 
Pleasant, dignified work calling on 
members and prospective members 
of leading trade association. Cour- 
oe reception insured on every 

call. 

For quick, convenient coverage 
calls assigned in confined areas of 
5 N. Y. Boroughs, Long Island and 
Westchester. 

If you can walk and talk, your 
advertising experience will enable 
you to pick up some good money 
from now to July Ist. 


CALL IN PERSON—10 AM to 4 PM 
JOHN C. MORROW 
369 Lexington Ave., Room 2102 


WE NEED A YOUNG 
INDUSTRIAL AD MAN 


For advertising and promotion of 
two product lines in industrial ad 
dept. Some technical or industrial 
advertiser or agency experience 
required. 


Opportunity for creative and re- 
sponsible work in a top company. 
Many advantages. Location New 
York’s Southern Tier. Many un- 
usual community assets. 

Please send complete resume in- 
cluding training, experience, 
salary required. Write: 


E. F. Ling 
DIRECTOR OF RECRUITMENT 
CORNING GLASS WORKS 

CORNING, NEW YORK 


We are a leading London agency and 
we are seeking an imaginative young 
man who has already demonstrated 
his ability to do first class, sparkling 
layouts. Our Managing Director will 
be in New York from 8th April to 
12th April to find him. 

If you think you have more than 
your fair share of talent and would 
enjoy spending 2-3 years in Britain 
with an exciting highly creative 


ART DIRECTOR OPENING 
IN LONDON 


English Agency working on top 
accounts—drop your portfolio off at 
the Hotel Algonquin 59 West 44th 
St. N.Y.36 on 7th April to the 
attention of ““N. A. KAYE.” 

Attach your name and telephone 
number so that a personal meeting 
can be arranged within the succeding 
4 days. 

All portfolios, of course, will be 
returned by April 13th. 


—— ae 


NEW YORK ® CHICAGO 


SPACE SALESMEN 


Telephone Directory Advertising Experience Helpful 


EXCELLENT OPPORTUNITY 


for 
AGGRESSIVE SALESMAN 
Territories Available Throughout U.S.A. & Canada 
Interviews Arvanged—Write or Call Mr. Brundage 


International Telephone Directory Inc. 
190 East Ave., Rochester 4, N.Y. e 


Branches in: 


HAmilton 6-1290 


HOLLYWOOD ° PARIS 
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Advertising Age, April 4, 1960 


WANT TO STAY ON TOP IN YOUR 
PROFESSION? 
WE CAN HELP YoU! 
No duplication worries. Freshest approach. 
Increased success with ANTIQUES in ad- 
vertising. Ideas, expert guidance, locating, 
verifying, even supplying authentic items 
for trade shows, ads, DM, incentives, 
sales promotion. Persona! attention. 
ANTIQUES CONSULTANTS 
P. 0. Box 467, Irwin, Penna. 


Advertising Marketing Director, Creative 

copy Chief, consumer, sundries, toiletries 

and Drugs major co. top potential 

$30,000 up 

Medicai copywriter, some experience, ma- 

jor Drug Co. N. J., female only $7,000 

Medical copywriter, some experience, gvod 

background. Male only. NYC $6,500 

Advertising and sales promotion director, 
ethical drug division, Major Co to $20,000 

MEDICAL SERVICES 
Ruth 
104 E. 40 St., 


Strum 
New York City 


FOOD ACCOUNT EXECUTIVE 
If you are an individual or small 
agency with food business and are 
interested in joining the executive 
staff of an aggressive, soundly- 
established agency with substantial 
r billing, we would like to talk with 
you about the most outstanding op- 
portunity in So. Calif. Send resume 
to Jess M. Johns. 
Eisaman, Johns & Laws 
1680 N. Vine St., HOliywood 4-7265 
Hollywood 28, California 


To An AE With Billing 
Looking For a ‘‘Home’’: 


Billing, that precious commodity, 
deserves a good home—like the 
foster home this small, Chicago 
Loop-quartered agency is able to 
provide. These are the benefits we 
give in return: a demonstrated cre- 
ative flair for ideas that sell; superb 
art and production help that takes 
your client’s package to the final 
stage; a willingness to accept you 
as a vital member of our creative 
team, under a fair-and-square ar- 
rangement. Write in confidence. 
Small billing (25,000 or less) en- 
couraged, not discouraged. 
BOX 125, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


SALES MANAGER: 
Like small-town living 
and BIG-TIME SUCCESS? 


Have BOTH—with manufacturer of na- 
tionally distributed, quality-famous con- 
sumer durable-goods line. 

THE TOWN: A kid’s town, pop. 12,000. 
New High School. Five grammar schools, 
one new. New Hospital. All Churches. 
Stream and lake fishing, hunting, hiking, 
bird-watching. Yet only ‘2 hour from 
major So. New England City. 

THE CHALLENGE: Tall opportunity. Build 
on established success to much-larger suc- 
cess. Substantial starting salary, stock op- 
tions, other benefits. Are you the man? 
Let us describe you: 


YOU ARE NOW: a general or section na- 
tional sales r istrative 
assistant to one. You are about 45—give 
or take a few years. 


YOU HAVE: national experience in whole- 
sale-retail, all other modern consumer 
durable-goods distribution channels. 


YOU ARE: market-minded, analytical, 
positive, creative—a leader, a salesman- 
maker. 

Competent marketing counsel, every other 
t “Ip. We're well-financed, pay for results. 


Your reply in strict confidence. Write, 
with resume—photo if handy. Box 122, 
ADVERTISING AGE, 630 Third Ave., 
New York 17, N. ¥ 


‘Myron Mahler, 46, 
Pioneer Copywriter 
for TV at Mogul, Dies | 


New York, March 30—Myron A. 


yesterday of cancer at Memorial 
Hospital. 

A native of New York and a 
graduate of City College of New 
York, Mr. Mahler taught school 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, III. 
CEntral 6-5670 


Servic 
Inc. 


Fy 


INDUSTRIAL WRITER 
4-A Chicago agency needs writer (age 
in the thirties) who shuns nuts and bolts 
approaches yet sticks to facts. Petroleum 
and construction experience desirable but 
not a must. Send details including salary 
requirements. Box 126, Advertising Age, 
200 E. Illinois St., Chicago, Ill. 


CLEVELAND ADVERTISING 
SALESMAN 


The fastest-growing, most power- 
ful magazine in the $9 billion mis- 
sile industry is looking for one 
outstanding advertising salesman 
to become Cleveland manager. Ex- 
cellent salary plus a liberal in- 
centive arrangement. If you have 
real ability, energy, a successful 
record, and the desire to grow 
with us, please send your resume, 
in complete eonfidence to: 
. M. Cerick, 
National Advertising 
Manager, Missile Design 
& Development 
Engineers Building 


Mahler, 46, senior vp, creative di- | cy, 
rector for air media and a principal | shoes ring the bell,” “Calling all 
of Mogul Williams & Saylor, died | men to Barney’s,” “Ride with pride 


Manhasset, New York 


Cre 
ART SERVICE 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
ere worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


\ of packing and 
—\ mailing will 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 


y offer. No obligation. 
No salesman. Attach one dollar to letterhead 


@ All space daylighted 

@ Numerous private offices 
@ New automatic elevators 
®@ Asphalt tile floor 


Call Mr. 


’ "eel 
j #4 
Ta Fit re tn aa “—< * Lael. ba 3 gel 
_ ie. . 


100 E. OHIO ST.-IN THE HEART OF 
THE NORTH MICHIGAN AVE. DISTRICT 


Air Conditioned .. . . Fluorescent Lighting 


W. B. Snowhook 


BROWNE & STORCH, INC. 


919 N. Michigan Ave., Chicago 11, Ill. 


| the current issue you will receive an unusual, 


and mail today to Multi-Ad Services, inc., 
124 Walnut Street, Peoria, ilinois. 


Exceptional 
Office Space 
in Chicago! 


Sublease 
26;000 Sa. Ft. 


(12,855 sq. ft. Floors) 
WILL DIVIDE 


. 


®@ Acoustical ceilings 

@ Excellent parking facil. 

@ Restaurant in building 

®@ Unexcelled transportation 


* WHitehall 4-7373 


MMMM 
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here prior to joining Emil Mogul)|Thursday of cancer at New York | | president of Hathaway & Associ- 


Co. as a copywriter in 1943. He is 
credited with writing the first 
musical commercial (Barney’s 
eo for television in 1945. 
Responsible for radio and tv 
ee produced at the agen- 
he also composed “National 


with Rayco,” “Man, oh Mani- 
schewitz, what a wine,” “Lanolize 
your shoes with Esquire shoe pol- 
ish,” and “Top Brass for hair 
around the clock.” 

An innovator of air media ad- 
vertising techniques, Mr. Mahler 
was the originator of stop-motion 
stringless puppets. 

He was named vp and creative 
director for air media in 1950 and 
senior vp in 1958 following Mo- 
gul’s merger with Lewin, Williams 
& Saylor into Mogul, Lewin, Wil- 
liaams & Saylor. (When A. W. 
Lewin left the agency last Septem- 
ber, it adopted its current name.) 


JAMES F. ROCHE 


New York, March 29—James F. 
Roche, 61, public relations director 
of the Stanley Works, manufactur- 
er of hardware and electrical tools 
and former advertising and public 
relations director of Moore-Mc- 
Cormack Lines for 18 years, died 


Hospital. 

Born in New Britain, Conn., Mr. 
Roche served there as a corres- 
pondent for the Hartford Times. 
He was also a reporter with the 
Hartford Courant, Hartford Times 
and the Gazette, Worcester, Mass. 

In 1925, after receiving a bach- 
elor of literature degree from the 
Columbia School of Journalism, he 
joined the New York Times. 

Mr. Roche left the Times in 1938 
to join Moore-McCormack Lines as 
advertising and public relations di- 
rector. He left in 1956 to join Stan- 
ley Works. 


JAMES RICHARDSON 
VALPARAISO, IND., March 29— 
James T. Richardson, 36, a vp of 
Caldwell, Larkin & Sidener-Van 
Riper, Indianapolis, died March 19 
in Robert W. Long Hospital. Mr. 
Richardson was president of Keel- 
ing & Co., Indianapolis, before 
joining Caldwell, Larkin last year. 
He began his advertising career 
as a copywriter for Maxon Inc., 
Detroit, and then became advertis- 
ing manager of Associates Invest- 
ment Co., 
was a copywriter with Keeling be- 
fore 
Louisville, as account executive. 
Still later Mr. Richardson became 


South Bend. Later he| 


joining Zimmer-McClaskey, | 


| 


|ates, Evansville, Ind., and then vp 
of Doe-Anderson Advertising, 
Louisville. 

A native of Indianapolis, he re- 
turned there in 1958 as president of 
Keeling for a year before joining 
Caldwell, Larkin. 


WILLIAM E. CAIN 

STAMFORD, CONN., March 29— 
William Edward Cain, 57, New 
England representative for the 
Thomas Publishing Co., New York, 
died suddenly March 19 in Stam- 
ford Hospital. 

Thomas issues the Thomas Reg- 
ister, a book listing manufacturers. 


TABLOIDS 


Dealer Imprinting 
Our Specialty 


Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
q Phone: CH 3-2050 Chicago 7, Ill. 


ee 


aes are Oe Serre 


New Magazines 
to Fit 


New Industrial Needs 


In the 30-year history of this business, we have developed and now 


publish ten successful trade magazines which have filled important mer- 


then be paid on a salary and percentage of sales. 


DON’T WRITE THE IDEA. 


The Industrial Publishing Corporation 
812 Huron Road, Cleveland 15, Ohio 


aes 3h old ee A eee 28 


chandising and technical needs in their respective industries. 


We have never bought a magazine. Each was started from a specific 
need. In many instances, the IDEA was furnished by some advertising 


man or sales manager who had a special merchandising job to do or a 
specific field to cover but couldn’t find just the right magazine or com- 
bination of magazines. In these instances, we found other companies 
also had this need and we then published a magazine tailored for that 
specific industry or segment thereof. 


If you have such an idea, we will work with you in one of two ways. We 
will either pay you for the IDEA if we publish the magazine or, if the 
publishing business appeals to you and you can meet our personnel re- 


quirements, you could head this magazine within our organization and 


Write us and indicate you have the idea and we'll be in touch with you. 


frig Melee 


President 
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‘Toledo Blade’ Boosts Cole 


business manager of the Toledo 
Blade and Times. Mr. Cole has 
been assistant business manager 
since 1958. 


Ayer & Gillett to Move 

Ayer & Gillett Advertising, 
Charlotte, N. C., will move its 
headquarters about May 15 into 
its own new building at 1815 Park 
Dr. 


7 Mire-E-Lire!. 
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it’s the new 


DuKanE 


Mite-E-Lite! 


Here’s a professional-quality sound 
slide-film projector, all-new from 
DuKane, the world leader in audio- 
visual point-of-sale helpers. It’s the 
world’s lightest—only 10% lIbs.! New 


features...Redi-Wind film take-up... | 


Two-speed phono takes records up to 
12”... New low price—only $104.50! 
Send in the coupon for further infor- 
mation and a demonstration at your 
own desk by your local DuKane dealer. 


DuKane Corporation, Dept. AA 40 
St. Charlies, lilinois 


Tell me more about the all-new DuKane Mite-E-Lite. 


As a veteran of business paper 


_Adman in the News . . . Louis J. Perrottet 


Charles D. Cole has been named | 
| A fraternity brother, with Fuel 


|Charles, tries to visit his parents 
|on their Illinois farm at least once 
|a year. # 


advertising, Louis J. Perrottet is |Oil Journal (now Fuel Oil & Oil | 
convinced that it is “impossible to | Heat) in New York, spotted a Per-| American Broadcasting 
‘run an industrial enterprise today |rottet story in the Theta Xi quar-| Buys Prairie Farmer Stock 


without advertising.” 

As the new chairman of Nation- 
{al Business Publications he wants 
to see NBP “develop as an eco- 
nomic force” 
will value and continue to sup- 
port. 


| Vp and a director of Conover- | 


|Mast Publications, New York, and 
publisher of Electrical Manufac- 
turing, Louis Perrottet says the 
NBP likes to give equal consid- 
jeration to publishers, advertisers 
|and agencies. 

“We have to concentrate on the 
problems of all,” he says, empha- 
sizing one of the purposes in the 
NBP by-laws: “To foster better 
understanding of the function and 
usefulness of business publications 
by those who can and should ben- 
efit by their use.” 

s “Our doors are open,” says the 
54-year-old chairman, to discus- 
sion that will lead to improved 
buying, including discussion -of 
comparable audits. He says ad- 
vertisers and agencies seem to be 
asking for more comparability. 
“We are not resisting it,” he says. 

While he realizes that all publi- 
cations are different, Mr. Perrottet 
admits that his guiding principles 
at EM would probably be exposed 
at NBP committee meetings and 
|workshops during his year as 
| chairman. 

At a January, 1959, meeting of 
the New York Business Paper 
Editors Assn. (AA, Jan. 12, ’59), 
he said editors should not give di- 
rect help to their business depart- 
ments. 

“Here’s why,” he said. “First, 
editors are too damn honest. Sec- 
ond, they are too precise. Third, 
they are too guileless. Fourth, if 
they aren’t reader-oriented, they’re 
not editors at all. 
|= “We believe that, aside from 
| saying hello on the elevator every 
|morning, any further contacts be- 
‘tween the sales department and 
\the editor should be in the form 
of the salesman asking the editor a 
question. We attempt to get from 
the editor the information he has 
gleaned from the field and inter- 
pret that information for use by 
our salesmen—all without compro- 
|mising the editor.” Mr. Perrottet 
| stands by that principle today. 

As publisher of EM, he feels that 
“if we knew 10% more about our 
advertisers’ problems we would 
double our advertising.” 


a The story of Louis Perrottet is 
one of an Illinois farm boy who 
grew up searching for “intellectual 
excitement” and found it in the 
publishing business. 

He was born in Belleville, I1., in 
1906, on a farm which he says was 
deeded to his family by Andrew 
Jackson in the 1830s. After grad- 
uation from high school, he took a 
| job as a teacher in a small coun- 
try grammar school, teaching 38 
|pupils in all eight grades. He 
wasn’t optimistic initially, when 
ihe found no previous school rec- 
‘ords and learned one of the pu- 
pils, at 16, was just two years his 
junior. 

He decided to set up his own 
methods. He joined the children 
at play during recess and gained a 
respect that carried over into the 
classroom. “The kids got so they 
liked to come to school,” he re- 
calls. 


= He left teaching two years later 
and enrolled in the University of 
Illinois, where he majored in eco- 
nomics and history. Following 
| graduation in 1930, he worked as 
'national secretary of Theta Xi fra- 
| ternity, a position that was soon to 
|lead to his first opportunity in the 
publishing business. ~ 


which advertisers | 


|terly and showed it to his pub- 
| lisher. 

| Mr. Perrottet joined the Journal 
in 1931. He started as a produc- 
tion chief; covered “all of the ma- 
jor cities east of Chicago,” doing 
\the publication’s first market re- 
search; sold advertising—‘I never 
considered myself a good sales- 


Lovis J. Perrottet 


man”; and was ad manager be- 
fore leaving in June, 1939. 

Wanting to think things over, 
he recalls, he went to work on his 
family’s farm. By the end of the 
summer he was eager to get back 
to New York. 


= He joined Gage Publishing Co. 
and Electrical Manufacturing in 
1940. A space salesman for 11 
years, Mr. Perrottet was named 
business manager in 1951 and vp 
and publisher in 1956. 

In making the appointment, the 
late L. C. Fletcher, Gage presi- 
dent, said of his new publisher: 
“Though concentrating in whatev- 
er areas his immediate responsi- 
bilities pointed, he always scoped 
the picture beyond these immedi- 
ate horizons. He envisaged the total 
magazine publishing operation.” 

After interviewing engineers in 
the electrical manufacturing field 
on industry problems (‘Don’t ask 
them what they would like to see 
in the magazine’), EM started 
running “high level” stories on 
mathematics in 1958. By combin- 
ing principles with practice, he 
says, EM now serves as a refer- 
ence which “can’t be read—has to 
be studied.” 


= He was named president of 
Gage in 1958 and became vp and 
a director of Conover-Mast in 
March of last year, when C-M 
bought the Gage publication. 

He became a voting representa- 
tive to the NBP in 1956 and has 
served on the organization’s board 
and on its public relations, in- 
plant distribution and agency mem- 
bership committees. 

As sentimental as he is confi- 
dent, Louis Perrottet, who lives in 
Summit, N. J., with his wife Ber- 
nice and their sons, Peter and 


| American Broadcasting-Para- 
|mount Theatres, New York, has 
| purchased the stock of the Prairie 
|Farmer Publishing Co., Chicago. 
The purchase agreement was en- 
| tered into last November (AA, 
| Nov. 23, 30), but the closing had 
|been delayed pending approval of 
|the Federal Communications Com- 
'mission and a Treasury ruling. 

| The stock represents ownership 
of one half interest in WLS, Chi- 
cago radio station, and full owner- 


ship in a publishing operation 
which includes Prairie Farmer, 
Chicago; Wallaces’ Farmer, Des 


| Moines, and the Wisconsin Agri- 
culturist, Racine. 


FM Unlimited Adds Service 
| FM Unlimited Inc., Chicago, rep- 


resentative of fm stations, is plan- 
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|ning to enter the field of program 
syndication. With professionally 
produced programs available (on 
| tape), an fm station will be able to 
offer an advertiser a specific fea- 
ture, of special interest to his cus- 
tomers and prospects, according to 
Charles Kline, president of FM 
| Unlimited. 
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The Protesta 


| 
in America. 
market. 


Churches and related institutions 


equipment, fuel, fences, play and 


and services. 


leaders of the Christian World, offers 


all denominations 


circulation 


age” of the Protestant Religious 


Write today for rates and data. 


~ CHRISTIANITY TODA 


There are more than 60 million church-connected Protestants 


Their churches and institutions constitute a $2.2 billion 


construction materials and thousands of other products 


The Protestant Religious Market is a big market. 
CHRISTIANITY TODAY, the magazine edited for the 


big market through practically 100 per cent saturation of the 
important buying factors. In terms of readership this means: 


®@ Coverage of 200,000 key Protestant leaders of 


@ Every reader a buying factor—no waste 


® Editorial vitality guaranteed by 140 contributing 
editors in all parts of the world 


CHRISTIANITY TODAY is your “one magazine cover- 


buy instructional sup- 


plies, audiovisual equipment, books, office supplies and equip- 
ment, organs, pianos, furniture, buses, kitchen and dining 


recreation equipment, 


you top coverage of this 


@ 81 per cent readership by subscribers 
(independent survey by Opinion Research 
Corp.)—the highest readership among religious 


Market. 


Washington Building, Washington 5, D. 


| 


VA 


* state 
governmental 
estimate 


Born January 12 and 


invited to participate. 


Represented Nationally by 


youngster tips the scales at a healthy 55,000 pop.* De- 
livery was made by annexation. 


The wealthy infant’s crib is covered by the Register- 
Guard, which is black and white and read all over (well, | 
94% in the city zone, that is). 


An extensive reception is being planned, and you are 


Eugene Register-Guard | 


A NEW METROPOLITAN 
MARKET IS BORN! 


“Mr. & Mrs. U. S. Metropolis proudly announce the ar- 
rival of the nation’s newest standard metropolitan city. 


named Eugene, the bouncing 


Sawyer-Ferguson-Walker Co. 
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Top 100 Spot TV Advertisers: 1959 


Source: Television Bureau of Advertising from N. C. Rorabaugh Data 
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detergent market. The trail blazing 
pattern of this mewcomer has 
since been carefully emulated by 
the giants in the soap field, and 


- 0 by a number of regional entries. 
.: nfs) The secret words in the Lestoil 
1. Procter & Gamble (1)* ....$45,046,800| 34. Pepsi-Cola Co. Bottlers (24) 2,984,590 | 68. Ralston-Purina Co. (#) .... 1,808,340) © f=" success story—if it can be re- 
2. Adell Chemical Co. (3) .... 18,132,030! 35. Liggett & Myers (51) ........ 2,948,590| 69. Helene Curtis (#) ............ 1,787,350 . a duced to such simple terms—are 
3. General Foods (4) ............ 14,599,400 | 36. Andrew Jergens Co. (25) 2,923,670) 70. Standard Oil (Ind.) (45) 1,767,900 Barowsky and television. 
4. Lever Bros. (2) oo... 14,118,940| 37. Wesson Oil (#) ......000000. 2,883,440| 71. Ward Baking Co. (63) .... 1,748,460 The whole Jacob L. Barowsky 
5. Colgate-Palmolive (5) .... 13,879,890| 38. Borden Co. (57) o..cccccu 2,824,470| 72. E. & J. Gallo Winery (#) 1,640,110 ' clan is associated with the com- 
6. Continental Baking Co. (7) 10,806,480 | 39. Food Manufacturers (22) 2,769,580| 73. Interstate Bakeries (82) 1,586,800 | | ; - pany, which is named after his 
7. Warner-Lambert (8) ........ 10,690,620| 40. William Wrigley Jr. Co. (42) 2,749,420| 74. Fels & Co. (%) oeccccccseessees 1,549,600 wife, Adeline, clerk of the vari- 
8. American Home 41. Gillette Co. (47) .............. 2,745,350| 75. Atlantic Refining (95) .... 1,543,390 ous Adell companies. Lestoil itself 
Products (10) .......0.::.0 10,657,620) 42. Drug Research Corp. (41) 2,742,900| 76. Alberto-Culver (83) ........ 1,535,130 was named by Mr. Barowsky’s only 
9. Brown & Williamson (6)  9,252,640| 43. Pillsbury Co. (#) ............ 2,712,080| 77. Exquisite Form Brassiere (46) 1,507,730 son, who died three years ago. 
10. Miles Laboratories (9) ....  7,830,830| 44. Pabst Brewing Co. (32)  2,710,170| 78. M. J. B. Co. (72) ccccconees 1,505,720 The son’s widow, Dorothy Barow- 
11. Bristol-Myers Co. (31) .... 7,744,650| 45. National Grape Juice (64)t 2,601,350| 79. Continental Wax Corp. (55) 1,496,130 | == oe Le) sky, is vp and assistant treasurer 
12. International Latex (12) .. 7,381,340| 46. Nestle Co. (59) oo... 2,581,390| 80. Piel Bros. (50) ................ 1,487,830 | ms oe . of Jackson Associates. 
13. Kellogg Co. (34) ............ 5,988,600 | 47. Norwich Pharmacal Co. (49) 2,534,960| 81. National Dairy Products (+) 1,445,980 : —— Other members of the Barow- 
14. Texize Chemicals (14) .... 5,360,900| 48. American Chicle Co. (38) 2,496,540| 82. Safeway Stores, Inc. (90) 1,430,470 | —<— == ===" - __~.__ sky-Adell family owner-manage- 
15. Philip Morris Inc. (16) .... 4,387,270| 49. Shell Oil Co. (21) ccc... 2,451,710| 83. Chesebrough-Ponds (66) 1,419,880) ‘ment group include son-in-law I. 
16. R. J. Reynolds (35) .......... 4,252,450 | 50. General Motors Dealers (#) 2,427,260| 84. Plough Inc. (#) vec cscese 1,405,460 | REDOLENCE—Galerie Inc., Chicago,|L. Eskenasy, exec vp of the Adell 
17. Corn Products Co. (23) .... 4,226,190) 51. Max Factor & Co. (77) .... 2,423,490| 85. Atlantis Sales Corp. (+) 1,403,850| will use this color page in the April| holdings, and Mrs. Eskenasy, as- 
18. P. Lorillard (11)... 4,177,170| 52. Carling Brewing Co. (68) 2,395,710) 86. Wilson & Co. (#) oo... 1,401,800| 15 Vogue offering five scents from | sistant treasurer of Adell and clerk 
19. Standard Brands (15) .... 4,135,040| 53. Jacob Ruppert (96) ........ 2,213,820| 87. General Motors (71) ........ 1,370,030 | five French parfumeurs. Same ad|0f Jackson, and son-in-law Aaron 
20. United Merch. & Mfrs. (18) 3,840,970| 54. Esso Standard Oil Co. (37) 2,198,650| 88. Schick Inc. (7) .......cccccsse00- 1,348,040 | with a Christmas theme will run|U- Kingsberg, vp and controller of 
21. J. A. Folger & Co. (29) .... 3,722,440| 55. National Biscuit Co. (17) 2,130,880] 89. Pam Industries (A) .......... 1,328,560 | in the Nov. 28 Life. Powell, Scho- Adell and president of Jackson. 
22. Avon Products (33) ........ 3,677,040| 56. Wander Co. (67) veces... 2,075,850| 90. Phillips Petroleum (65) .... 1,325,310 enbrod & Hall is the ag one Mrs. Kingsberg is not active in the 
23. Sterling Drug (20) .......... 3,660,910| 57. Falstaff Brewing (39) ...... 2,061,370| 91. E. F. Drew & Co. (#) .... 1,320,230 : companies. 
24. Anheuser-Busch (26) ...... 3,649,070| 58. Sun Oil Co. (56) ccc 2,038,840| 92. Parker Pen Co. (#) ........ 1,317,120 
25. Coca-Cola Co. Bottlers (19) 3,567,960) 59. U. S. Borax (44) .............. 1,998,720| 93. Armour & Co. (#) .......... 1,291,160 L il S ] a Mr. Barowsky started bottling 
26. Carter Products (13) eocccces 3,474,300 60. Pharma-Craft Corp. (#) 1,973,510 94. Charles Pfizer Co. (#) a 1,279,910 estol a ep Lestoil in his kitchen in 1933 for 
27. American Tobacco Co. (27) 3,467,440| 61. Associated Products (#) 1,956,140! of Vi. Tanny Enterprise (#) 1,277,630 industrial sale. Later he decided 
28. Ford Motor Co. Dealers (+) 3,438,840 | 62. Helena Rubinstein Inc. (+) 1,920,480 4 r v Saga eae, . to appeal for the homemakers’ 
29. Revlon Ine. (3) ccccsssnese 3,284,050| 63. Hertz Corp. (4) cecscceen 1916,400). *S Hevttele tes. 0] -...... aramne Ends Epoch In business with newspaper ads, 
30. General Mills (28) ........... 3,237,710| 64. Quaker Oats (60) .......... 1,859,690| 97- National Brewing (81) .... 1,258,700 10¢-off offers and heavy sampling. 
131. Vick Chemical (40) ........ 3,115,200} 65. Jos. E. Schlitz (54) ........ 1,850,150| 98. Block Drug Co. (70) ........ 1,250,630 " But until he turned to tv in 1954, 
| 32. Lanolin Plus (92)? .......... 3,047,290| 66. Minute Maid Corp. (94) 1,822,880| 99. Pacific Tel. & Tel. Co. (97) 1,243,960 Marketin Histor he made no great impression on 
33. B. T. Babbitt (86) ............ 2,992,150! 67. Theo. Hamm (58) ............ 1,821,880! 100. Kroger Co. (93) ..ccccssse-- 1,232,020 g y the American housewife. First 


jource: TvB figures from N. C. Rorabaugh 
#—Not in top 100 in 1958. *1958 rank is 
A—Not reported in spot tv in 1958. 


Co. 
shown in parentheses. 


64th position in 1958 was held by Welch Grape Juice Co., now owned by National Grape Juice Cooperative Assn. 
HLanolin Plus was listed by TvB in 1958 as Diversified Cosmetics of America. 


Top Brands 
in Spot TV 


January-December, 1959 


Gross Time 
Me MONET ADOT. cocvsccciccisesicese $17,627,120 
2. Duncan Hines Mixes (P&G) 7,209,170 
3. Maxwell House coffee 
(General Foods) ............ 6,082,340 
4. Kellogg cereals ................ 5,953,660 
5. Mr. Clean (P&G) ................ 5,796,130 
6. Alka-Seltzer (Miles) ............ 5,729,760 
7. Texize household cleaner .. 4,611,480 
8. Wonder bread 
(Continental Baking) .... 3,865,090 
9. Robert Hall (United MPM) .. 3,836,490 
. Anahist cold remedies 
(Warner-Lambert) .......... 3,812,430 
Nl. Folger’s coffee ..........00 3,722,440 
12. Avon cosmetics ...........0000 3,677,040 
13. Colgate Dental Cream ...... 3,629,920 
DE AP Se 3,544,560 
5. Dristan cold remedies 
NIE wchacsstetuctochstiessctscnse 3,542,570 
FMI STII sstonecesssonsoesocsces 3,333,470 
217. Profile bread 
(Continental Baking) ...... 3,181,840 
. Viceroy (B&W) .........cccccee 3,125,610 
. Post’s cereals 
(General Foods) ............ 3,106,540 
. Vick’s cold remedies .......... 3,061,510 
2 NUNN TIMID . scovycecenosesossnonss 3,027,260 


Pepsi Sales Up; Net Rises 20%: 
Earlier Report Was Boitlers’ 

In the “Earnings of Advertisers” 
table which appeared in ADVERTIs- 
mNG AGE last week, Pepsi-Cola was 
isted with 1959 sales of $21,504,- 
448. The listing should have read 
Pepsi-Cola General Bottlers of 
Chicago. Pepsi-Cola Co., New 
York, issued its annual report this 
week, reporting record sales and 
barnings for 1959. Net sales rose 
15% to $157,769,109. After-tax 
barnings soared 20% to $13,873,843. 
In 1950, when the present manage- 
ment took over, Pepsi’s net was 
$1,271,919. The company told 
stockholders that it made “the big- 
vest advertising investment in our 
nistory”’ in 1959. No figures were 
given, but the company previously 
reported an expenditure of $14,- 
100,000. 


Admen Spark 
Promotion of 
Library Week 


NEw YorK, March 29—National 
Library Week will bow April 3-9 
with a national push that would 
rank it among the top 100 adver- 
tisers, if it involved paid rather 
than donated time and space. 

This year’s effort involves ad- 
vertising and public relations that 
would cost a regular advertiser at 
least $5,000,000, it has been esti- 
mated. The media list includes 48 
newspapers and 39 magazines, as 
well as seven network tv shows 
and two network radio shows. 
Participation on local tv and ra- 
dio stations, as yet untabulated, 
also will be extensive. 

When library week first began 
three years ago, $30,000 worth of 
orders for promotion aids (offered 
at cost) were received. The sec- 
ond year, the figure jumped to 
$50,000. This year, $60,000 was set 
as a goal, but orders well over 
$65,000 have been received to date. 
Over 5,000 communities are setting 
up their own local promotions. 


= The talent involved—all donated 
—is also an adman’s dream. For 
radio stations, a celebrity, long 
playing record features readings 


by Maurice Evans, Hal Holbrook, | 
Charlton Heston and Susan Stras- | 


berg with Clifton Fadiman as nar- 
rator. 

The record’s reverse side has 
one minute and 20-second spots by 


Sandra Dee, Garry Moore, Shelley | 


Winters, Julia Meade, Patti Page 
and Susan Strasberg. Last year’s 
record, featuring other stars, also 
is being reissued. 

For newspapers, 26 well known 
authors have written special by- 
line essays on library week. For tv 
stations, Bil Baird, puppeteer, has 
prepared one-minute and 20-sec- 
ond commercials featuring his pup- 
pet, Charlemagne the Lion. Telops, 
tional Library Week, was previous- 
ly ad director for McCall’s Pat- 
terns. 


slides and announcer’s copy have 
also gone to every tv station in the 
U.S., including educational tv sta- 
tions. 

One of the most successful as- 
pects of the program is the “Read- 
ing Out Loud” series, produced by 
Westinghouse Broadcasting Co., in 
cooperation with the American 
Library Assn. The series started 
Feb. 7 and plays weekly through 
May 15 on the NBC-TV stations: 
WBZ-TV, Boston; WJZ-TV, Bal- 
timore; KYW-TV, Cleveland; 
KPIX, San Francisco, and KDKA, 
Pittsburgh. 


= Publishers and admen have been 
donating considerable amounts of 
their personal time to the cause. 
Chairman of the National Library 
Week steering committee is Wil- 
liam I. Nichols, This Week Mag- 
azine publisher; Bernard Barnes, 
Time Inc. vp, is vice-chairman. 

On the steering committee are 
Robert E. Kenyon Jr., president of 
Magazine Publishers Assn.; Don- 
ald E. McGannon, president of 
Westinghouse Broadcasting Co.; 
Elmo Roper, head of Elmo Roper 
& Associates, and Norman H. 
Strouse, president of J. Walter 
Thompson Co., volunteer agency 
for Library Week ever since its in- 
ception. 

Oscar Katz, network programs 
vp of CBS-TV, was appointed to 
the steering committee this week. 
John S. Robling, director of Na- 


mate 


PUPPET SELL—Charlemagne the Lion, 
one of Bil Baird’s puppets, is fea- 
tured in the National Library 
Week’s tv spots. “I like books about 


people,” he confides. “They’re deli- 
cious.” 


Standard International 
Assures Barowsky It Will 
Continue Adell Policies 


HOLYOKE, Mass., March 30—Les- 
toil, first of the bigtime all-pur- 
pose liquid detergents—and one of 
television’s greatest success stories 
—has been sold to Standard Inter- 
national Corp., Andover, Mass. 

The sale, for an undisclosed sum, 
includes Adell Chemical Co., the 
parent operation; Lestoil, Inc.; Les- 
toil Ltd. of Canada; Jackson Asso- 
ciates, the company’s house agency, 
and JLB Realty Trust. 

No plans were announced for 
changes in the internal structure 
of Adell Chemical, but there were 
indications that alterations may 
be in the offing, including some 
which might affect Jackson Asso- 
ciates. 

Jacob L. Barowsky, head of 
Adell, said that one of the prime 
factors in his decision to sell the 
company was the matter of estate 
taxes as they apply to a family- 
owned business such as Adell. 
Another was the assurance by the 
new owner that it would main- 
tain Adell’s policy on personnel, 
management, product promotion 
and other aspects. 


# John Bolten Sr. is chairman of 
Standard International, and Daniel 
E. Hogan Jr., his son-in-law, is 
president. Mr. Bolten founded Bol- 
ta Co. of New England in 1929. It 
was merged in 1954 with General 
Tire & Rubber Co., where Mr. Bol- 
ten is now a director. 

Standard International includes 


Standard Publishing Co., Cincin- 
|nati, a printer and publisher of 
weeklies and monthlies; J. N. 
Rawleigh Co., High Point, N. C., 
finance and factoring; Roehlen 
|Engraving Works, Rochester, 
|N. Y.; Union-Everedy Co., Fred- 
|erick, Md., chrome plated steel 
| housewares, and German and Ar- 


\|gentine companies, both manu- 
‘| facturing plastic products. 


# Lestoil was founded in 1933 by 
Mr. Barowsky as a one-man oper- 
ation. It had a plodding growth, 
but took off in 1954. In the past 
six years sales went from $90,000 
to $24,000,009. 

Lestoil has pioneered a whole 
new industry with a hit adver- 
tising approach that zoomed the 
product into the big time. Before 
Lestoil, few were aware of the 


came a $60,000 test of run-of- 
schedule spots in the Holyoke 
area (an investment of $3 for every 
$1 of Lestoil income), with satura- 
tion play for the “It’s so easy when 
you use Lestoil” jingle. The rest is 
marketing history. 

By 1958—the first year Adell 
made ADVERTISING AGE’s list of the 
top 100 advertisers with an $8,331,- 
470 budget—Lestoil, the cleanser 
that boasted about being able to 
clean everything from the dog to 
the kitchen floor, was moving off 
the shelves at the rate of 60,000,000 
units a year. By 1959 the rate was 
up to 100,000,000 units a year. 


s In mid-1959, Adell introduced 
its second consumer product, Les- 
tare, a dry bleach which comes 
in a water-soluble pre-measured 
packet. By January of this year 
the product was getting the sat- 
uration tv treatment in most of the 
Lestoil trading area. Adell’s 
products are marketed to con- 
sumers in the northeastern U.S., 
as far west as Minnesota and 
Iowa; south, to Missouri, and east 
to North Carolina. They also are 
available in Florida, eastern Can- 
ada, Bermuda and Puerto Rico. 

By 1959 Adell was spending an 
estimated $13,500,000 for adver- 
tising. At the start of the year, this 
was also the working budget fig- 
ure for 1960. 

While Lestoil has been a good 
customer for spot tv, it has a rep- 
utation for being a tough one. No- 
body works harder than this ad- 
vertiser to see that its advertising 
dollars go as far as possible. 

The mere fact that Lestoil, 
which buys its run-of-schedule 
spots on a 52-week basis, scored 
so soundly with fringe time served 
to boost the value—and in some 
cases—the price of such time. 


s Early last year Mr. Barowsky 
warned tv stations that some of 
them might be pricing themselves 
out of Lestoil’s reach. In the past, 
rate hassles have caused Adell to 
pull. out of tv completely in such 
markets as Louisville and Buffalo. 

In January, Mr. Eskenasy told 
ADVERTISING AGE that Adell would 
broaden its advertising approach 
with more media diversification 
(AA, Jan. 4). He said that radio 
and newspaper promotion would 
be stepped up, but that tv would 
remain the largest item in the 


budget. At that time he hinted 
that other new products would go 
on the market in 1960 but would 


potentialities of the all-purpose 


not say what they were to be. # 
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London PR Company Bows | 

Julian Critchley and John Les-| 
ter have organized a new public | 
relations company, Public Rela- 
tions Consultants Ltd., with head- 
quarters at 5 Great Queen St., 
London, England. Among the new 
agency’s clients are Laconite Ltd. 
(manufacturer of plastic-coated 
wallboard), Rosenthal China (Lon- 
don) Ltd., Pearce Duff & Co. (gro- 
cery products), Servomex Controls 
Ltd. (automatic control systems 
and equipment), Melitta Ltd. (cof- 
fee percolator pots) and Kingsley- 
Thackeray Hotels Ltd. 


Saloutos Joins Madison 

Lou Saloutos, display and de- 
sign artist, has joined Madison 
Advertising Agency, Madison, Wis., 
as an associate, operating his own 
studio, Ads of Madison. 


Top 200 Business Paper Advertisers | 


Source: Associated Business Publications 


Figures marked with an asterisk (*) are estimates furnished 
by ABP to make the list as representative as possible. All 


investments by divisions and 
the parent company total. 


I'm Joe Floyd 


WANT ACTION? 
FOLLOW ME! 


I'll flash your sales message to 
73,496 square miles of the U.S.A. 
at one crack. It’s the huge market 
called KELO-LAND. No one tv 
station could possibly reach it all 
—but my television booster hook- 
up does. When your message 
beams on KELO-tv Sioux Falls, it 
beams simultaneously throughout 
103 counties of South Dakota, Min- 
nesota, Nebraska, North 
Dakota. Remember—one rate card, 
KELO-tv, delivers it all. You get 
this tremendous action at lowest 
cost-per-thousand. 


CBS @ ABC 


KELO-LAND 


KELO-tv sioux Fails and boosters 


Iowa, 


KDLO-tv aberdeen, Huron, Watertown 


KPLO-tv Pierre, Valentine, Chamberlain 
General Offices; Sioux Falls, S$. D.* 
Represented by H-R 
in Minneapolis by Wayne Evans & Assoc. 


subsidiaries are included in 


Company Company 1959 
1 General Electric 38 A. H. Robins Co. ................ 915,000 
DD, BGR ccccccccerces Be TRIE Ces on. cns.rccccossessee 900,000 
3 General Motors 40 McGraw-Hill .............0.000000 879,000 
4 American Cyanamid ........ 2,818,000 
5 Allis-Chal Rockwell Mfg 
...... ga U. S. Rubber 
7 Merck & Co AY TIN seararinarrcreictbecsenstoce 
8 Allied Chemical Owens-Illinois Glass 
9 Abbott Labs National Steel .................... 812,300 
10 Westingh Monsanto Chemical .......... 802,500* 
Hercules Powder .............. 800,000 
11 Union Carbide .................. 1,662,300*| 48 Pittsburgh Plate Glass ... 800,000 
12 Eastman Kodak ................ 1,650,000 | 49 Reynolds Metals ................ 800,000 
13 Republic Steel ............ . 1,621,100*| 50 Johns-Manville .................. 795,000 
14 Continental Can ... 1,500,000 
15 Minneapolis-Honeywell 51 Dresser Industries ............ 790,800* 
Regulator Co. 0.0... 1,500,000 | 52 Chrysler Corp. ...........c0000 766,000 
16 Colorado Fuel & Iron ...... 1,412,900* | 53 Charles Pfizer & Co. ........ 759,100* 
BF BF, GND. cccncececctseceres 1,365,500*| 54 Wagner Electric ................ 758,000 
18 Bethlehem Steel ................ 1,311,500* | 55 Link-Belt Co.  ........ccccsccseeee 750,100 
RP RR IDS cesiesiccevensesiess Rc I TUE an tenccdiccccnccusécicoevevectcs 715,000 
20 Caterpillar Tractor .......... 1,271,400* |. 57 Int'l Business Machines .... 710,100 
58 Baldwin-Lima-Hamilton 690,100* 
21 Dow Chemical ................... 1,239,200*| 59 Clark Equipment .............. 666,200* 
es fk ee 1,204,400*| 60 Sinclair Refining .............. 650,800* 
23 Armco Steel Corp. ............ 1,117,000 
| 24 Westinghouse Air Brake .. 1,090,000*| 61 Warner & Swasey ...........:. 627,500* 
25 Smith, Kline & French ........ 1,080,000 62 Master Builders Co. .......... 625,400* 
26 International Harvester .. 1,078,600 OTe, GDS cocstnrsdicince . 625,400* 
27 Inland Steel .............cccc0000 1,069,000*| 64 Norwich Pharmacol .......... 618,000* 
28 Minnesota Mining .............. 1,025,400 | 65 Carrier Corp. ........ccccceeseee 600,000 
29 American Home Products 1,013,800*| 66 American Machine & Foundry 588,700* 
30 Aluminum Co. of America 1,000,000 | 67 Carborundum Co. ............ 587,400* 
68 Worthington Corp. .......... 586,300* 
31 Goodyear Tire & Rubber .. 986,600 69 Jones & Laughlin Steel .... 586,000 
32 Anaconda Co. .....csccseees 982,000 | 70 Harnischfeger Corp. ........ 583,600* 
33 Food Machinery & Chemical 980,400 
34 General Precision Equipment 974,900 | 71 Yale & Towne ...........:000 580,000 
BE As ciettapntndicecerctndoneess 931,000*| 72 Timken Roller Bearing ....  575,000* 
36 American Chain & Cable 927,000* | 73 Federal-Mogul-Bower ........ 574,400* 
SF Armour B Ce. ..ccccccicsccccecess 915,600*| 74 International Nickel .......... 568,200* 


RI- 


MEYERCORD 


ARKruns 


DRI-MARK .. . is Meyercord’s 
newly perfected line of PRES- 
SURE SENSITIVE signs and 
trade marks produced as dur- 
able Truck Signs, Window 
Signs, Nameplates and Product 
Markings. These startling new 
films include: 


| DRI-MARK onl 
DRI- MARK 


DRI-MARK 


aha 


One ap em id PAR 4 


COLORGARD 70" 


all Meyercord DRI-MARK films are pro- 
tected by COLORGARD 70. 


These high tensile strength 
PRESSURE SENSITIVE films 
and laminates give the greatest 
possible latitude and flexibility 
to the Meyercord line of prod- 
ucts, adaptable to all of your 
sign needs . . . processed with 
Meyercord’s own exclusive 
PRESSURE SENSITIVE adhe- 
sive and Meyercord’s in-plant 
Research, Art, Production and 
, Service facilities. Remem.- 


m., 2er, when it’s DRI-MARK it’s 
wom, Meyercord! 


with MEYERCORD 


Meyercord’s exclu- 


tom ti at one 


DRI-MARK 


ee (tape * 


“& DuPont polyester fim 
(1 el ona 3 mit) 


pa ttARK 


the MEYERCORD co. 


Dept. E-201—5323 W. Lake Street, Chicago 44, Illinois 


“ey, q film industry. Thoroughly ppd iis 


sive laboratory-developed and perfected clear 
top coat—the toughest, most durable coat yet 
produced for the Decal and traasferable 


ae in actual use! 


Whatever your sign needs, you owe it to yourself 
to investigate Meyercord’s complete line of products. 
Our factory trained representatives will be glad to 
assist you in the proper selection of markings for 
any particular requirement. Write-today. 


Company 1959 

75 W. R. Grace & Co. ............ 566,700* 
SRI Gi Kcstiermceeestcttines 565,000 
77 Burroughs Corp. .......:..000 562,300 
78 Halliburton Oil Well 

Cc SD ieiteireed 560,500* 
79 Cities Service Co. ............ 559,700* 
80 Crown Cork & Seal «......... 559,500* 
B81 Celanese Corp. .........cc000 558,500* 
82 Sperry-Rand Corp. ............ 557,000* 
83 Warner-Hudnvt .................. 550,200* 
84 Amer. Tel. & Tel. .............. 550,000 
85 Yuba Consolidated .......... 550,000 
86 Electric-Auto-Lite  .............. 540,800* 
87 National Lead 
88 St. Regis Paper ... 
89 Rohm & Haas ..................... 
90 Quaker Oats 
91 Mallinckrodt Chemical ...... 500,900* 
92 Lud Corp. 500,400* 
93 Diamond-National ............ 500,000 
94 National Cash Register ... 500,000 
95 Ampex Corp. 
96 Allen-Bradley = 
97 A. O. Smith Corp. ............ 478,600* 
98 Baltimore & Ohio 
99 Koehring Co. .....ccceeeeeees 
100 Cessna Aircraft ................ 
101 Aluminum Co. of Canada 472,400* 
102 Procter & Gamble ............ 460,200* 
103 Miles Laboratories ............ 458,800* 
104 National Distillers .... 
105 American Radiator 
106 Standard Oil (Cal.) .......... 442,000 
107 Mead Johnson ................. 434,400* 
108 Stewart-Warner  ...........00.. 431,300* 
109 Ingersoll-Rand ................00 430,000 
110 Gardner-Denver ................ 425,800 
111 Curtis Publishing .............. 422,100 
112 Chicago Pneumatic Tool .... 421,900* 
GR WTI, scecaceare ocetnnccisoes 420,600 
114 American Brake Shoe ........ 420,000 
115 Revere Copper & Brass... 417,700* 
116 Douglas Fir Plywood ........ 413,000* 
117 Rockwell Standard ............ 408,000 
118 Raybestos-Manhattan. ........ 405,500* 
ee 404,100 
120 Dayton Rubber ................ 403,900* 
121 American Motors .............. 403,600* 
122 Armstrong Cork ........000 400,000 
123 General American Transp. 400,000 
Pe GE A. sidightetavriicienrecsecss 400,000 
125 Kaiser Al 400,000 
126 Standard Pressed Steel .... 400,000 
Sar SONU MDL. scdrctvtcapececistuchnebes 399,400* 
128 Eaton Mfg. Cow... 397,400* 
129 Manning, Maxwell & Moore 393,300 
130 Stanley Works ...........000 392,600* 
131 Lakeside Laboratories ........ 390,000 
132 General Mills .................... 
133 Texas Instruments 
134 Air Reduction Co. ... 
135 Borg-Warner... 
136 Thompson Ramo Wooldridge 383,900* 
137 Kimberly-Clark  ................. 381,300* 
138 Dictaph } 
139 Bucyrus-Erie ............... 
140 Schenley Industries 
141 General Dynamics 
142 Standard_Oil (ind.) .......... 366,500 
143 Globe-Wernicke ................. 366,000 
144 Weyerhauser Sales ............ 365,000 
145 Colgate-Palmolive ............. 363,500* 
146 I-T-E Circuit Breaker ........ 354,800* 
147 Robertshaw-Fulton Controls 353,600* 
148 Barber-Colman. .................. 350,500* 
149 Cincinnati Milling Machine 350,000 
150 To tt 349,300* 
151 Cummins Engine ................. 348,500* 
152 Tung-Sol Electric ......... 346,000 
153 Babcock & Wilcox ..... 345,000 
154 Royal McBee .............. 343,200* 
PRB e GRID orsvccreserccsers 342,400* 
156 H. H. Robertson Co. .......... 337,700* 

COPYWRITER 


Must have solid agency expe- 
rience: be an imaginative 
writer; have working knowl- 
edge of competitive sports. 
Contact ability desirable. Ex- 
cellent opportunity in aggres- 
sive Chicago agency. State 
salary desired. 


Box No. 135, Advertising Age, 


a E. Illinois St., Chicago 11, 


Advertising Age, April 4, 1960 


Corning Glass Works 
Midland-Ross 
Allied Radio 


Gates Rubber 

McCall Corp. 

McGraw-Edison 
Crucible Steel 
Mueller Brass ....... 
Brown & Sharpe 
Armstrong Machine Works 
Bell & Gossett 2.0.0... 
Merritt-Chapman & Scott 

Meredith Publishing 


Wallace & Tiernan 
Lockheed Aircraft 
America Steel Foundries .... 
Keasbey & Mattison Co. .... 
Norris-Thermador .............. 
Crown Zellerbach .... 
White Motor 
Sterling Drug 
Int’/l. Tel. & Tel. ..... 
Walworth Co. 
. 


POREPEe COT. nniccvesesserececses 
Hooker Electrochemical .... 
Ex-Cell-O Corp. 
Copperweld Steel 
PARE TNO; daicncxsevensnencensrties 
Phelps Dodge 
Sprague Products 
American Can 
Mixing Equipment Co. ...... 
Kendall Co. 


Commercial Credit Co. ...... 
Ridge Tool 
Irwin Neisler & Company 
Allegheny Ludlum Steel .... 
Avondale Mills 
Chemstrand Corp. 

Cutler-H 
Electric Storage Gettery . 
199 Fawcett Publications 
200 L Co. 


Steve Mann Moves to ABC, 
Intercontinental Realigns 

Stephen A. Mann has resigned a 
president of Intercontinental Serv 
ices Ltd., Nev 
York, to becoms¢ 
sales manage 
of Americal 
Broadcast 
ing Co.’s ney 
internationa 
division. Harr} 
M. Engel Jr 
board chairmag 
of Interconti 
nental, has tak}; 
en over the po}; 
sition of presil} 
dent and gener}; 
al manager. ‘ 

Intercontinental, which recentlj; 
moved to new quarters at 20 Bj 
46th St., also has named Jeanetté 
F. Sytsma, formerly assistant gen 
eral manager; vp and treasurer 
and John P. Barton vp and sale 
manager. Walter Staskow contin 
ues as exec vp. Mr. Barton wai, 
formerly manager of KUAM an¢ 
KUAM-TV in Guam, owned bj 
Mr. Engel. 


Stephen A. Mann 


‘South Bend Tribune’ Buys 
Hagerstown Dailies ' 

The South Bend Tribune hall 
purchased the Herald and Dail; 
Mail, Hagerstown, Md. Franklifj 
D. Schurz, Tribune editor and pub 
lisher, will be president of thi 
Hagerstown dailies. His son, Fran] 
Jr., currently executive assistan 
at the Tribune, will move thy 
Hagerstown to become assistan 
publisher of the Herald and Mai 
as well as vp and treasurer. 

Present publisher, William Presif’ 
ton Lane Jr., former Marylanc 
governor, will continue as pubf 
lisher. C. Neill Baylor will continu 
as general manager. 


Lunn Joins Allan Shubert Co. 

Robert Lunn has joined Allaty 
E. Shubert Co., publishers’ rep- 
resentative, as regional manage} 
of its midwestern office, in Chi 
cago. He was formerly an accoun | 
executive at Revere Advertisingg) 


Minneapolis. 
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maLet’s set the record straight. 


Main the event you may have been confused 
aby conflicting claims 
about the circulation of some 
quality home magazines, 
menere’s a fact you can hang your hat on: 
@atlouse Beautiful’s average circulation 
or the first six months of 196 
maby publisher's estimate, 
ill excdéd 825,000 f 
This is an increase 
meeover the circulation 
Memo! last year’s first six months. 
Mereadership? Over 444 million! 
SeeBonus circulation over rate base: Also 100,000! 
maihis growth is just one reason 
hy House Beautiful, 
mes always, is your best buy in the home field. 
MMAsk your representative. 


ilies* 


BASELLS BOTH SIDES OF THE COUNTER 


ouse beauliful et, 


572 MADISON AVENUE, NEW YORK 22, N.Y. ONE OF 13 HEARST KEY MARKET MAGAZINES 
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